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Abstract 
 
 
Research on Customer Experience, more specifically the Shopping Experience, 
received substantial attention from academics and practitioners due to its conceptualised 
implications on retail performance. Nowadays, customers seek to be entertained, stimulated 
and seamlessly connected to the digital domain to enhance their convenience and reduce the 
transactional costs of shopping (Verhoef, Kannan and Inman, 2015). Studies researched this 
construct in the contexts of stores, brands and shopping malls, yet, very few studies examine 
this construct in the town centre context. This is surprising as town centre patronage has been 
declining for the past decade due to the reported growth in online shopping, reduced high street 
retail offer and a sub-standard shopping experience (Wrigley et al., 2015; Portas, 2011). Taking 
this perspective, this thesis explored the Town Centre Shopping Experience as a specific 
context, and importantly, the role of digital integration in developing a Connected Town Centre 
Shopping Experience. In doing so, this research provided a precise measure of this construct 
and its implications on town centre patronage.   
 
Using a Multiphase mixed methods design, a model of this construct has been 
developed based on real customers’ interactions with the town centre. Notably, the effect of 
digital interaction on customers’ perceptions of the Town Centre Shopping Experience 
construct was explored for the first time. Analysis of the results suggest that customers develop 
their shopping experience through interacting with eight physical touchpoints. The developed 
experience has significant relationship with customers’ future patronage intentions. 
Meanwhile, a Connected Town Centre Shopping is developed through customers interaction 
with two forms of digital integration in the town centre. Such interactions have a moderating 
role on customers’ perception of the constructs in the model. The findings of this research 
address theoretical limitations in the literature by answering the call for research on the 
determinants and implications of Shopping Experience and the role of digital integration in 
influencing this experience (Stocchi, Hart and Haji, 2016; Wrigley et al., 2015; Portas, 2011). 
In so doing, the research provides a more concise measure of the Connected Town Centre 
Shopping Experience, which will allow academics and practitioners to attain deeper 
understanding of the existing patronage issues in town centre.    
 
Keywords: Customer Experience, Shopping Experience, Connected Experience, Digital 
Integration, Town Centre, Patronage  
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Chapter 1 Introduction  
 
 
“What people really desire are not products but satisfying experiences” (Abbott 1955, 
p. 40). 
 
Town centres remain significantly important from sociological and economic perspective 
because of their contributions to the national economy and job creation. They offer a diverse 
range of retail and leisure facilities that serves the local and wider communities. However, 
these complex environments are threatened to become ghost towns; patronage is decreasing, 
vacancy rates increasing, and shoppers increasingly explore using digital channels to satisfy 
their demands. Town centres have been losing 8% of their shops per year (Holder, 2019). In 
2018 alone, customers’ footfall dropped by 8.1% leading to an increase in the vacancy rates by 
11.1% from the previous years (Housing, Communities and Local Government Committee, 
2019). Reports attribute the decrease in town centre patronage to the poorly perceived 
experiences, which are the result of limited retail offer, lack of digital integration, and change 
in customers’ perceptions of the Shopping Experience (Housing, Communities and Local 
Government Committee, 2019; Wrigley et al., 2015; Portas, 2011). These reports point to the 
need to investigate the Shopping Experience in town centres to address the declining patronage. 
Yet, despite the above concerns, limited research has been conducted to gain understanding of 
the relationship between Shopping Experience and patronage. Therefore, consumer research is 
imperative on this concept to help town centres survive and prosper in these difficult times. 
 
1.1 Background to Research 
 
 The phenomenon of Customer Experience, specifically Shopping Experience has 
attracted substantial attention from retailing academics and practitioners over the past decade. 
Defined as “an internal and subjective response” (Meyer and Schwager, 2007, p.2), Customer 
Experience plays a crucial role in guiding the customer through the decision-making process, 
influencing their perception of transaction-based constructs such as engagement and 
satisfaction, and manipulating their patronage behaviour (Verhoef et al., 2009). The construct 
developed following Abbott’s (1955) proposition that customers seek satisfaction at different 
levels of consumption including experiential satisfaction. In a world of high propensity towards 
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homogenous products with high complexity (Meenaghan, 1995), scholars argue that positive 
retailing experience plays a significant role in establishing a positive retail image, which can 
be a differentiator between retailers’ offerings (Maclnnis and Price, 1987). 
 
The interest in developing a memorable Shopping Experience emerged as customers’ 
expectations have shifted from simply acquiring a product/service to include experiential 
elements (Van Rompay et al., 2012; Milan and Howard, 2007). Customers are more focused 
on the totality of shopping experiences beyond getting what they need (Schmitt, 2003) and 
want to be stimulated and challenged during their shopping visit (Schmitt, 1999).  Nowadays, 
they make impulse and irrational shopping decisions that are stimulated by sensory responses 
towards elements in the retail environment (Sachdeva and Goel, 2015; Morrell, 2012; 
Danziger, 2006). Therefore, the Shopping Experience is holistic, incorporating elements 
beyond product/service consumption. Customers formulate perceptions of their experience 
with the service exchange at many levels such as cognitive, affective, social, emotional and 
physical (Roggeveen, Grewal and Schweiger, 2020; Schmitt, 1999). Consequently, their 
perceived experience moves with them throughout the customer journey, which influence their 
behavioural intentions in terms of patronage and satisfaction (Grewal and Roggeveen, 2020; 
Pham and Sun, 2020; Lemon and Verhoef, 2016). Thus, research on this constuct is salient to 
draw theoretical and managerial implications for retailers and service providers to maintain 
their competitive advantage (Terblanche, 2018; Sanchez-Fernandez et al., 2009).  
 
Such research is becoming increasingly important as the dynamics of retailing 
experiences (such as shopping) is changing due to the emergence of digital retailing (Dennis 
et al., 2016; Verhoef, Kannan and Inman, 2015). It is estimated that by the end of 2020, over 
$36 billion will be invested in integrating digital retailing in the retail sector (Research and 
Markets, 2015). Customers increasingly embrace the convenience of digital retailing 
exemplified in price comparison and reducing transactional costs of shopping (such as 
travelling) (Wrigley and Lambiri, 2014). They search for product and service information 
across multiple channels and retailers to attain assurances in their decision (Brynjolfsson et al., 
2013). As a result, they require Connected Shopping Experience that entails seamless transition 
across physical and digital channels retailing to achieve their goal (Betzing, Beverungen and 
Becker, 2018). Digital retailing (such as channels and technologies) offer personalised and 
interactive experiences for the customer that can lead to immediate and more convenient 
Shopping Experience in contrast to travelling to stores (Pauwels and Neslin, 2015; Wang, 
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Malthouse and Krishnamurithi, 2015; Demko-Rihter and Ter Halle, 2015; Gensler, Leeflang 
and Skiera, 2009). Likewise, digital integration can yield positive perceptions of the Image a 
place (Foroudi et al., 2018), which can influence the perceived experience and patronage 
intentions (Hart, Stachow and Cadogan, 2013). Therefore, academics and practitioners alike 
have been emphasising the need to create a Connected Shopping Experience that melds the 
advantages of the physical store with information rich digital channels to retain and motivate 
customers to interact with Brick and Mortar retailers (Demko-Rihter and Ter Halle, 2015; 
Rigby et al., 2012; Rigby, 2011).  
 
Despite the extensive research on Shoping Experience in the broader retail context, few 
studies have addressed this emerging phenomenon in the town centre context. The scarcity of 
research is surprising as town centres remain an important shopping destination with various 
economic and sociological benefits to the UK economy (Reimers and Chao, 2014). The 2008 
economic recession was a turning point for UK town centre patronage (Stocchi, Hart and Haji, 
2016; Wrigley et al., 2015). Since then, customer patronage has continually declined, followed 
by an increase in town centres’ vacancy rates (Wrigley and Lambiri, 2014). Likewise, digital 
retailing facilitated negative perceptions towards town centres retail offer and shopping 
convenience. The neglect towards Town Centre Shopping Experience research is surprising as 
town centres survival is threatened by the continous decrease in retail sales and patronage in 
favour of digital retailing and shopping malls due to the superior experiences on offer. For 
town centres to prosper, research is imperative on the perceived Shopping Experience in this 
context to draw insights that can help town centre managers address the patronage issue.  
 
1.2 Importance of Town Centres 
 
The standing of town centres as a historical attraction for customers remains unchanged 
due to its unique urban setting that creates a distinctive social and community environment 
(Runyan and Huddleston, 2006; Guy, 1998; Robertson, 1997). Town centres are complex 
environments that are located strategically in the Central Business District (CBD) where most 
trading occurs. Since early days, they held an important sociological and economic importance 
for their users as they compromise a mixture of retail and non-retail activities that serves 
multipurpose functions for the community (Reimers and Chao, 2014; Wrigley and Lambiri, 
2014; Warnaby et al., 2002).  
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From an economic perspective, town centres contribute to over £568 Bn to the national 
economy with over 4 million people employed across UK town centres (Property Magazine, 
2015). They offer businesses the location to engage and conduct commercial activities with 
customers. Town centres’ tax contributions can reach up to 50% because of the employment 
of local staff and spending profits locally (High Street Britain, 2015). Such significant 
contributions justify governments’ focus on developing town centres to provide users with the 
ability to satisfy their needs and wants within one location (Teller and Reutterer, 2008). 
 
Similarly, town centres play a central role to the standards of living of the users and 
their social wellbeing. High Street Britain report (2015) claims that British elderly people value 
the social contact with their independent shops. Their inability to maintain contact with friends 
and families encourage this segment of the population to seek constant interactions with their 
local community to maintain their wellbeing. The sense of connectedness to the town centre 
and homophily influence the way people perceive their town centre (Haytko and Baker, 2004). 
As people feel comfortable in their community, they become more attached to a place, which 
increases their contribution to the community (Miller, 2001; Forrest and Kearns, 2001).  
Therefore, maintaining the quality of life in town centres is central to limit people’s movement 
to cities to avoid negative effects on the demographics of town centres.   
 
From a retail perspective, town centres contribute to the quality of life of shoppers as 
well (Warnaby et al., 2002). They provide distinct Shopping Experiences due to their diverse 
range of features such as historical buildings and themed areas (Padilla and Eastlick, 2009; 
Robertson, 1997). Interactions with such features provide personal meanings to shoppers that 
stimulate their senses (Relph, 1976). Despite the emergence of online shopping, town centres 
remain a central destination for shoppers in the UK. A recent study by Stocchi, Hart and Haji 
(2016) found that 32% of customers still consider town centres as a main shopping destination 
compared to online shopping (12%), with most town centre journeys being shopping related 
(Hart, Stachow and Cadogan, 2013). As shopping is regarded as leisure activity, customers 
value the non-retail elements of the town centre to stimulate and complement their shopping 
visit. Evidence suggests that the social aspects of town centres (such as variety of eating 
establishment and entertainment facilities) can influence customers’ patronage behaviour 
(Stocchi, Hart and Haji, 2016; Reimers and Clulow, 2009). As such, customers perceive the 
town centres as social destinations where residents can shop and engage in entertainment and 
leisure activities.  
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1.3 Problem Definition and Research Objectives  
 
Over the past years, town centres have been struggling to maintain their shoppers due 
to the poorly perceived experiences they offer (Housing, Communities and Local Government 
Committee, 2019; Portas, 2011). The increase in shop vacancies diluted the retail offer within 
local town centres, creating negative perceptions of town centres as a shopping destination 
(Holder, 2019). Customers’ inability to achieve their shopping goals affected customers’ 
perception of town centres as a shopping destination (Portas, 2011). Parker, Ntounis and 
Millington (2014) believe that town centre patronage dropped in favour of other retail locations 
due to specific elements such as reduced assortment, fragmented layout, and limited 
accessibility. Such elements have been associated with the Shopping Experience in retail 
literature (Morrell, 2012; Schmitt, 2003; Kerin, Jain and Howard, 1992). Customers’ 
perceptions of these elements in the town centre may relate to the town centre patronage issue. 
Indeed, Portas (2011) argues researching the Town Centre Shopping Experience is imperative 
to shed new light on the patronage issue. This argument parallels with the findings of several 
studies that highlight the value customers emphasise on their shopping experience when 
choosing their shopping destination (Terblanche, 2018; Lemon and Verhoef, 2016; Rigby, 
2011; Verhoef et al., 2009).  
 
Similarly, reports attributed the declining patronage to the growth of digital retailing 
which changed customers’ shopping behaviour (Wrigley et al., 2015). It is argued that 
customers’ retail spend is shifting towards other retail locations to attain convenience and 
reduce transactional costs of shopping (LDC, 2018). The limited digital infrastructure in town 
centres may have facilitated negative perceptions of the Shopping Experience within these 
locations (Portas, 2011). Recent reports argue that digital retailing played a substantial role in 
damaging town centre retail performance because of the intrinsic benefits it offers in terms of 
transactional costs (Housing, Communities and Local Government Committee, 2019). With 
the development of multiple channel retailing, customers’ shopping behaviour has changed in 
terms of search and purchase (Herhausen et al., 2015; Brynjolfsson et al., 2013; Verhoef, 
Neslin and Vroomen, 2007). Customers want to touch and feel the product, interact with the 
staff and retrieve all information about a product or a service before deciding (Rigby, 2011). 
Similarly, they seek stimulation through online technologies to immerse themselves in the 
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shopping process, thus attaining a multisensory Shopping Experience (Betzing, Hoang and 
Becker, 2018; El Azhari and Bennet, 2015). Evidence from Herhausen et al (2015) highlight 
the positive relationship between integrating physical and digital retailing with customer’s 
search and purchase intentions.  
 
While retailers focus on integrating digital channels and technologies in their physical 
stores to improve the Shopping Experience (Pantano and Timmermans, 2014; Rigby, 2011; 
Graham, 2008), town centres remain disconnected due to their limited digital presence 
(Stocchi, Hart and Haji, 2016). Rigby (2011) suggest that high street retailers should offer a 
Connected Shopping Experience by melding the advantage of Brick and Mortar stores with 
information-rich experience of online shopping. With the importance of digital channels for 
information accessibility, town centre customers remain unable to research town centre 
shopping when they need it. This may have contributed to a change in customers’ preferences 
towards other retail locations such as Shopping Malls and Online.  To date, our understanding 
of the change in town centres customers’ shopping habits remains limited which is largely due 
to the scarcity of consumer research on this context (Stocchi, Hart and Haji, 2016). To date, 
only three studies research the Town Centre Customer Experience construct (Stocchi, Hart and 
Haji, 2016; Hart, Stachow and Cadogan, 2013; Hart et al., 2007). All three studies provided 
understanding of this construct and its implications on revisit intentions. However, the existing 
work in the literature is limited for three reasons: 
 
 First, Stocchi, Hart and Haji’s (2016) work explored the Town Centre Customer 
Experience by analysing customers’ interactions with the town centre across multifaceted 
journeys. Due to the subjectivity of Customer Experience, scholars argue the need to specify 
the nature of interactions (experience) by taking a customer journey perspective that focus on  
specific customers’ interactions in the retail environment (Homburg, Jozic and Kuehnl, 2015; 
Lemke, Clark and Wilson, 2011). In doing so, a precise measure of the Customer Experience 
construct can be attained (Stein and Ramaseshan, 2016; De Kayser et al., 2015). Therefore, the 
findings of Stocchi, Hart and Haji’s (2016) are limited due to potential measurement bias in 
measuring Customer Experience as a multifaceted construct.  
 
Second, despite their contribution to the understanding of the determinants of Town 
Centre Customer Experience and revisit intentions (Stocchi, Hart and Haji, 2016), there is 
limited understanding of the implications of the Town Centre Customer Experience beyond 
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revisit intentions. Chan et al (2015) emphasise the importance of capturing patronage 
intentions with more than a single indicator including spend and dwell intentions. Importantly 
Customer Experience scholars argue the need to measure the effect of this construct beyond a 
single indicator to develop better understanding of its effect on retail performance (De Kayser 
et al., 2015). As existing research pinpoints the effect of Town Centre Customer Experience 
on revisit intentions only, further investigation is required to extend our understanding of the 
implications of Town Centre Customer Experience for other patronage indicators.  
 
 Third, previous studies focused on the physical aspects of the town centre with scant 
attention given to the role of the digital in customers’ shopping journey. Town centre reports 
argued that digital retailing cannibalised town centre patronage because of the enhanced 
Shopping Experiences of online shopping over the traditional town centre (Wrigley et al., 
2015; Bamfiled, 2013). Evidence from the high street context found a positive effect of digital 
integration on customer’s Shopping Experience (Demko-Rihter and Ter Halle, 2015; El Azhari 
and Bennet, 2015). As such, the lack of digital integration in town centres may have had a role 
in influencing customers’ perceptions of the Town Centre Customer Experience and their 
patronage intentions. Thus, there is clear need to explore the effect of digital integration on the 
Town Centre Customer Experience.  
 
This research contributes to the town centre literature by addressing the existing gaps 
in knowledge in terms of the effect of Customer Experience beyond revisit intentions and the 
role of digital integration in the town centres’ experience. This research focuses on the 
Shopping Experience as a specific construct to develop a precise understanding of its effect on 
patronage intentions in the town centre context. Further, it explores how customers perceive 
digital integration in creating a Connected Town Centre Shopping Experience. The main 
objectives of this research are:  
 
1. To explore the Connected Town Centre Shopping Experience from a customer 
perspective.  
2.  To explore the factors of the Connected Town Centre Shopping Experience and 
the role of digital integration using a mixed methods research design.  
3. To develop a model of the Town Centre Shopping Experience using Structural 
Equation Modelling to determine the effect of this construct on patronage 
intentions. 
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4. To explore the effect of a Connected Town Centre Shopping Experience on 
patronage intentions using experimental design and sub-group analysis techniques. 
5. To provide theoretical and managerial implications to address the town centre 
patronage issue. 
 
1.4 Thesis Design and Structure  
 
 This research adopted a multiphase design where three interrelated phases were 
conducted. Each phase contributed to the development of the consequent phase. This is due to 
limitations in existing research on the Connected Town Centre Shopping Experience. The 
research approach adopted in this research is outlined in Figure 1-1. This structure of the thesis 
seeks to provide a narrative for the adopted research approach. 
  
Chapter one introduced the research context, problem and objectives of this research.  
 
 Chapter two is the core literature, which examines what is known about the Connected 
Shopping Experience in Retailing literature. The review draws on several specific fields of 
study: Customer Experience, Shopping Experience and Connected Experience literature to 
develop an understanding of the Connected Shopping Experience in different retail contexts 
including store and shopping mall. Town Centre Customer Experience will be reviewed to 
highlight existing limitations in knowledge and potential contributions of research. The 
overarching aim of the literature review is to develop a conceptual understanding of the 
Connected Shopping Experience. The chapter concludes by identifying the gaps in the existing 
literature that forms the basis of this research.  
 
 Chapter three reviews the different philosophical stance in research and discusses the 
research paradigm selected for this research. The research design and sampling approach of 
this research are discussed. A Multiphase Mixed Method research design has been adopted to 
address the research objectives. The research is divided into three phases that are exploratory 
in nature. A purposeful sampling technique has been used throughout the research due to data 
availability and research resources.  
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 Chapter four discusses Phase I of the research design. The aims and objectives are 
provided in this chapter. The methodological approach is discussed alongside the data analysis 
technique. A focus group methodology to explore how customers perceive the Connected 
Town Centre Shopping Experience and its implications on their patronage decisions. Data was 
analysed using thematic analysis to draw the findings. The limitations of this research and 
recommendations for Phase II are outlined.  
 
 Chapter five provides details about the Phase II of the research design. A brief literature 
review, research aims, and objectives are provided in this chapter. The methodology, results 
and limitations are highlighted. A hybrid diary was used to attain insights into the physical and 
digital interactions that contribute to the creation of the Connected Town Centre Shopping 
Experience. The qualitative data was analysed using thematic analysis. Meanwhile, factor and 
regression analysis were used for the quantitative data. The converged findings are presented 
in this chapter alongside the limitations of this study and future work recommendations.  
 
 Chapter six discusses Phase III of the research design. The aim of this phase is to 
explore the role of digital integration in the creation of the Connected Town Centre Shopping 
Experience. Based on the findings of Phase II, an experimental design technique was used in 
this phase. Scale development of each construct is highlighted in this chapter. The methodology 
and data collection approach are outlined. The findings of the Structural Equation Model and 
F-statistic tests are presented to draw findings on the implications of digital integration on the 
Shopping Experience and patronage intentions. The limitations and future work are presented. 
 
Chapter seven provides a discussion of the whole research by building on the findings 
of each phase. It highlights how customers perceive the Connected Town Centre Shopping 
Experience as a construct and the significant interactions the contribute to the creation of this 
experience. A summary of the findings of this research and the theoretical and managerial 
implications of this research are pinpointed. Limitations of this research are elaborated to 
identify future research directions on the town centre patronage issue.
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Research Problem 
What are the implications of Connected Town Centre Shopping Experience on Patronage Intentions? 
Literature Review 
Customer Experience, Multichannel Experience, Shopping Experience, Connected Experience 
Town Centre Customer Experience 
Research Philosophy and Methodology  
Realism paradigm-Multiphase Mixed Methods Design  
Overall Discussion 
Review of Research aims and objectives, Main findings of research  
Conclusion 
Research Contribution, Limitations and Future Work 
Phase I 
Exploring the Connected Town 
Centre Shopping Experience  
Phase II 
The Determinants of the 
Connected Town Centre Shopping 
Experience and Patronage 
Intentions  
Phase III  
The Implication of Connected 
Town Centre Shopping 
Experience on Town Centre 
Patronage Intentions 
Figure 1-1 A Flowchart of the Adopted Research Approach 
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Chapter 2 Literature Review 
 
 
“Experiences occur as a result of encountering, undergoing or living through 
things” (Schmitt, 1999, p.57). 
 
2.1 Introduction 
 
Over the past decade, Customer Experience received substantial attention from 
academics and practitioners, treating it as an independent construct (Lemon and 
Verhoef, 2016). This is due to Customer Experience being an antecedent of the several 
marketing constructs (such as Satisfaction and Engagement), which helps to explain the 
variation in customers’ outward behaviour (Verhoef et al., 2009). Thus, Customer 
Experience can differentiate business offerings across retailers (Meyer and Schwager, 
2007). The rise of digital media as a customer-to-customer interaction platform 
empowered customers, allowing them to influence their social circles by sharing their 
individual experiences with companies across digital platforms (Verhoef, Kannan and 
Inman, 2015). Thus, companies are focusing on creating positive experiences to allow 
customers to influence each other’s outward behaviour in terms of satisfaction, loyalty 
and patronage. By understanding customers’ interaction during the service exchange, 
companies can develop positive and memorable experiences for their customers to 
improve their performance (Gentile, Spiller and Noci, 2007). Accordingly, 
understanding Customer Experience in subjective retail contexts is crucial to maintain 
retail performance.  
 
The purpose of this section is to review existing literature on Connected 
Shopping Experience across different retail settings including stores, shopping malls 
and town centres. First, conceptual work on Customer Experience was synthesised to 
develop our understanding of the construct (Table 2-1 provides a summary of the main 
research papers reviewed). Next, empirical work on the Shopping Experience construct 
was reviewed to develop detailed knowledge on the operationalisation of this construct 
and its implications on patronage intentions (Table 2-2 illustrates the core research on 
this construct). Lastly, fundamental research on Connected Experience was synthesised 
to achieve an understanding of this construct in the town centre context (see Table 2-3).   
 Chapter 2: Literature Review 
 12 
Table 2-1 Summary of Conceptual Research on Customer Experience in the Literature 
Author(s) Context 
Type of 
study 
Main Contributions to the Literature  Limitations in Research 
Schmitt 
(1999) 
Experiential 
marketing 
Conceptual 
based on 
systematic 
review  
- Customer Experience incorporates several modules: cognitive, affective, 
physical, social-identity, behaviours and lifestyle. 
- Customer Experience guides consumer through the decision-making process. 
-Customer Experience theory is 
developed based on review of consumer 
behaviour literature. 
-No empirical support for findings. 
Meyer and 
Schwager 
(2007) 
Retailing 
environment 
Case 
studies 
- Customer Experience is subjective and internal response to a service 
exchange with the retail environment. It incorporates direct and indirect 
interactions with retail touchpoints. 
-Theory is developed based on analysis 
of case studies, which limits theoretical 
understanding of the construct.  
Gentile, 
Spiller and 
Noci (2007) 
Retailing 
environment 
Empirical 
study 
- Customer Experience originates from a set of interactions between the 
customer and product, company or organisation.  
- The experience is strictly personal and incorporates psychological responses 
including rational, emotional, sensorial physical and spiritual. 
 
-Model requires statistical validation to 
attain generalisability for the findings. 
Puccinelli et 
al (2009) 
Retailing 
environment 
Conceptual 
based on 
systematic 
review  
- Behavioural elements influence Customer Experience creation. 
- Customer Experience can alter consumer behaviour towards the retail 
environment. 
-Findings are conceptual and require 
empirical support for validation 
purposes. 
Grewal, Levy 
and Kumar 
(2009) 
Retailing 
environment 
Conceptual 
based on 
systematic 
review  
- Customer Experience incorporates emotional and social dimensions. 
- Customer Experience manipulates behaviour such as approach and avoidance. 
-Empirical work is needed to confirm the 
moderation effect of consumer and 
situational factors. 
Verhoef et al 
(2009) 
Retailing 
environment 
Conceptual 
based on 
systematic 
review  
- Customer Experience is holistic, incorporates psychological responses 
(cognitive, affective, emotional, social and physical) accumulated throughout 
the customer journey.  
- Customer Experience is created based on customer interaction with seven 
determinants including assortment, price and service exchange. 
- Situational and consumer factors moderate Customer Experience within a 
retail environment. 
- Customer Experience influences outward behaviours such as loyalty and 
patronage. 
-Determinants of Customer Experience 
were conceptualised based on previous 
literature, which does not conform to the 
subjective nature of the construct. 
 
-Empirical work is required to test the 
model. 
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Homburg, 
Jozic and 
Kuehnl 
(2015) 
Retailing 
environment 
Empirical 
and 
theoretical 
work 
- Customer Experience is important to achieve firm’s goals and retain long-
term customer loyalty. 
- Touchpoints management is crucial to craft a superior Customer 
Experience. 
- Customer Experience is not articulated clearly and fragmented across 
contexts. 
-  Findings are generalised with no focus 
on retail context. 
De Keyser et 
al (2015) 
Retailing 
environment 
Systematic 
review 
- Customer Experience is a holistic and multidimensional construct 
comprised of cognitive, emotional, physical, sensorial and social elements.  
- Customer Experience is developed through customer’s direct and indirect 
interactions with market actors 
- Customer Experience is a continuous process that progresses with the 
customer across each stage of the customer journey.  
- Customer Experience should be measured using a multimethod approach 
with more than a single variable. 
-The integrative framework requires 
empirical support.  
Lemon and 
Verhoef 
(2016) 
Retailing 
environment 
Conceptual 
based on 
systematic 
review of 
previous 
literature 
- Customer Experience is created upon interaction with different touchpoints 
such as brand, partner, third-party and external. 
- Customer Experience is developed across 3 stages of customer journey: pre-
purchase, purchase and post-purchase. 
- In Omnichannel strategy, Customer Experience is the totality of experiences 
generated across channels. 
- Customer Experience can influence retail performance in terms of loyalty, 
willingness to spend, patronage, and WOM. 
-Limited empirical work to support the 
arguments. 
-Model of customer journey is linear and 
simple in the context of Omnichannel 
retail. 
 
 
Grewal and 
Roggeveen 
(2020) 
Retailing 
environment 
Conceptual 
framework 
- Customer journey encompasses three stages: pre-purchase, purchase and 
post-purchase.  
- Customers interact with the retail touchpoints in a non-linear approach, thus 
influencing their behavioural decisions.  
- Each decision incorporates cognitive, affective, social and emotional 
dimensions within.  
- Technological, social, political and economic factors influence the customer 
journey approach.  
-There is a need to research how the 
factors reported in the framework have 
changed in the retail environment.  
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Table 2-2 Summary of Empirical Research on Customer Experience/Shopping Experience in the Literature 
Author(s) Context 
Type of 
study 
Main Contributions to the Literature Limitations in Research 
Hart et al 
(2007) 
Regional 
centres’ 
shopping 
enjoyment  
Empirical 
study 
- Enjoyment of the shopping experience involves four major elements: 
Accessibility, Atmosphere, Environment and Personnel. 
- The enjoyment of the shopping experience influences customer’s future 
patronage intentions towards their regional centres.   
-Study was conducted prior to the 2008 
economic crisis, hence customer’s 
perceptions of the shopping experience 
may have changed.   
Brakus, 
Schmitt and 
Zarantonello 
(2009) 
Store brand 
experience 
Empirical 
study 
- Brand experience incorporates sensory, affective, intellectual and 
behavioural dimensions. 
- Brand experience affects consumer satisfaction and loyalty. 
- Consumer factors such as personal associations indirectly affect Customer 
Experience. 
- Applicable in the context of brands 
only. 
 
- Needs to be replicated in different 
retail contexts. 
Hart, Stachow 
and Cadogan 
(2013) 
Town centre 
customer 
experience 
Conceptual 
- Town Centre Customer Experience is a multidimensional construct that 
incorporates customer’s psychological responses across the customer 
journey. 
- Town Centre Customer Experience has a bi-directional relationship with 
Town Centre Image. 
- Customer Experience can influence future town centre patronage 
intentions.  
-Model presented requires empirical 
support.  
Srivastava 
and Kaul 
(2016) 
Stores’ 
customer 
experience 
Empirical 
study 
- Customer Experience influences attitudinal and behavioural loyalty in 
terms of customer spend. 
-  Findings are limited to department 
stores context. 
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Tandon, 
Gupta and 
Tripathi 
(2016) 
Shopping 
mall’s 
shopping 
experience 
Empirical 
study 
- Shopping experience incorporates interactions with several touchpoints 
with the mall shopping journey including assortment, layout, amenities 
and facilities management.  
- A positive mall shopping experience generates positive revisit intentions.  
Limited to the Indian shopping mall 
context.  
Touchpoints drawn from literature. 
Stocchi, Hart 
and Haji 
(2016) 
Town centre 
Customer 
Experience 
Empirical 
study using 
mixed 
methods 
approach 
- Town Centre Customer Experience is multifaceted, incorporating 
customer’s responses to functional and experiential elements in the town 
centre.  
- A positive Town Centre Customer Experience increases customer’s 
likelihood or revisiting the town centre in the future. 
-Customer Experience was explored 
over multifaceted journeys.  
-The role of digital integration was not 
explored due to limited digital 
integration in the town centre.  
Stein and 
Ramaseshan 
(2016) 
Retailers’ 
experience 
Qualitative 
study 
- Customer Experience is the outcome of interaction with retail 
touchpoints across stages of customer journey. 
- Customer Experience is dependent on seven themes: atmospherics, 
technological, product-interaction, process, customer-customer 
interaction, communicative and employee-customer interaction. 
- Precise measure of Customer Experience can only be attained by 
focusing on a specific experience.  
-Findings cannot be generalised due to 
qualitative nature of study. 
-Requires replication across different 
retail formats.  
Terblanche 
(2018) 
Supermarket 
shopping 
experience 
Empirical 
study using 
mixed 
methods 
approach 
- Store shopping experience incorporates four elements including 
merchandise assortment, interaction with staff and other shoppers, internal 
shop environment and in-shop emotions.  
- Shopping experience has positive relationship with customer satisfaction 
and future patronage intentions.   
-Results are limited to the supermarket 
context.  
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Table 2-3 Summary of Research on Connected Shopping Experience in the Literature 
Author(s) Context 
Type of 
study 
Main Contributions to the Literature Limitations in Research 
Neslin et al 
(2006) 
Retailers’ 
multichannel 
strategy 
Conceptual 
based on 
systematic 
review of 
literature 
- Customer Experience with a retail channel influences future behavioural 
intentions such as loyalty. 
- Interaction with channel’s touchpoints generate psychological responses. 
- Customer Experience progresses across multiple channels in the customer 
journey. 
-Little focus on Customer Experience as 
an independent construct. 
Verhoef, 
Neslin and 
Vroomen 
(2007) 
Retailers’ 
multichannel 
strategy 
Empirical 
study 
- Channels have specific attributes that influence customer’s experience 
across the decision-making process. 
-Little attention on Customer Experience 
as an independent construct.  
Verhoef, 
Kannan and 
Inman (2015) 
Omnichannel 
retailing 
environment 
Conceptual 
based on 
systematic 
review of 
previous 
literature 
- Customer Experience is the outcome of seamless migration across 
enormous number of physical and channels. 
- Customer Experience has superior implications on retail performance such 
as patronage. 
-Limited theoretical understanding of 
the connected channels dynamics.  
-Implications of Connected Channel 
strategy requires empirical work. 
Pauwels and 
Neslin (2015) 
Retailers’ 
multichannel 
strategies 
Empirical 
study  
- Adding a physical store to an existing online channel can increase the total 
purchase frequency of the retailer.  
- Potential channel cannibalisation of this integration is likely to occur, but 
the total benefits of the integration outweighs individual channel 
performance  
-Dataset is outdated and from single 
company.  
-Requires validation across larger 
sample. 
Herhausen et 
al (2015) 
Store’s online-
offline 
integration 
Empirical 
study 
- Integrating Online and Offline channels has positive effect on customer’s 
intentions to search, purchase and willingness to pay at a retailer.  
-Results require replication across 
different retail formats.  
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Cao and Li 
(2015) 
Retailers’ 
cross-channel 
integration 
Empirical 
study 
- Integrating retail channels increases retailer’s sales growth.    
- Experience at the online/offline channel moderates the strength of the 
integration effect on sales growth. 
-Results require replication across 
different retail formats.  
Demko-
Rihter and 
Ter Halle 
(2015)  
High street 
shopping 
experience 
Qualitative 
study 
- Integrating digital retailing in terms of channels and technologies can 
provide spatial and temporal freedom to the customer, thus improving their 
high street shopping experience.  
- An integrated shopping experience positively influences customer’s 
outward behaviour towards high street retailers.  
-There is a need to take a customer-
perspective approach to increase the 
reliability of the findings.  
El Azhari and 
Bennet 
(2015) 
High street 
shopping 
experience 
Empirical 
study 
- Integrating digital channels and technologies such as Wi-Fi increases 
customer’s shopping convenience by reducing spatial and temporal 
constraints.  
- Customers who had an integrated experience reported positive perceptions 
of the shopping experience.  
-Sample size is relatively small.  
 
-Findings may differ across different 
demographics due to customer factors.  
Pantano and 
Priporas 
(2016) 
Retailers’ 
multichannel 
purchasing 
experience 
Empirical 
study  
- Integrating the mobile channel positively influences customer’s perception 
of the purchasing experience. 
-  The enhanced purchasing experience positively influences customer’s 
outward behaviour 
-Qualitative findings require quantitative 
support to achieve generalisability.  
Fornari et al 
(2016) 
Retailers’ 
multichannel 
strategy 
Empirical 
study 
- The addition of physical store to an existing website channel yields 
positive effect on the overall retailer’s revenue and growth.  
-Data collected from a single retailer 
with recent integration of online and 
physical channels.  
Betzing, 
Beverungen 
and Becker 
(2018) 
High street 
digital 
experience  
Conceptual  
- Improving Customer Experience using digital technologies integration is 
viable option for high street retailers to rebuild their competitive 
advantage.  
-Propositions require empirical support.  
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2.2 Origins and Definitions of Customer Experience in Retailing 
 
For several years, scholars debated the origins of Customer Experience in Marketing 
and Retailing. Whilst some argue that this concept is a completely new phenomenon, others 
believe it is an integration of established marketing concepts such as Customer Satisfaction 
and Relationship Marketing (Lemon and Verhoef, 2016). Originally, Customer Experience was 
incorporated within Consumer Behaviour literature. It dates to the 1960’s when seminal 
consumer behaviour literature was developed by Howard and Sheth (1969). In their buying 
behaviour models, Howard and Sheth (1969) referred to the role of experience in the decision-
making process. Oliver (1980) supported their model, elaborating the role of previous 
experiences in influencing customers’ attitudes and behaviour. The role of experience was 
notable in other literature streams such as Relationship Marketing and Service Quality where 
several studies explored service quality by examining previous customer experiences (Bitner, 
1992).   
 
Despite its origins, the importance of Customer Experience to researchers is notable 
and explained in the assumption that it drives outward behaviour within a retail location. 
Timmermans, van der Heijden, and Westerveldt (1982) argue that consumer behaviour in retail 
context “… is not guided solely nor mainly by principles of economic man, but is rather the 
result of a subjective decision-making process on the basis of personal and environmental 
constraints; as well as, imperfect and incomplete knowledge of the retailing system” (p.2). This 
means that the decision-making process incorporates customer’s psychological responses (such 
as affective, emotional and social) towards the retail environment (Verhoef et al., 2009; 
Gardner and Levy, 1955). Thereby, customer’s decision is not solely based on cognitive 
thinking, but on a subjective response at many levels including emotional and social (Schmitt, 
1999).  Such assumptions portray the rationale that customers behave in ways that represent 
meaning beyond economic value, including experience (Verhoef et al., 2009). 
 
Schmitt (1999) was the first to address Customer Experience in the context of 
Experiential Marketing. The author emphasises the importance of moving from traditional 
marketing techniques by taking a customer-centric approach. Schmitt (1999) argues that 
customers want to be “entertained, stimulated, emotionally affected and creatively challenged” 
(p. 29). This assumption ties in with Pine and Gilmore (1998) who conceptualised Customer 
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Experience as a distinctive construct that customers demand to “spend time enjoying a series 
of memorable events that a company stages … to engage him in an inherently personal way.” 
(p.3). Accordingly, Schmitt (1999) argue that Customer Experience incorporates psychological 
modules with independent structures and objectives such as cognitive, affective, behavioural 
and lifestyle, and social-identity experience. The author posits that a service exchange between 
firms and customers triggers those modules concurrently, resulting in a subjective experience 
at many levels. This early work provides understanding of this emerging concept as it outlines 
the dynamics of Customer Experience creation. Nonetheless, the lack of empirical evidence 
limits our understanding of the interconnection between the modules, and the significance of 
the modules to Customer Experience creation.  
 
Industry’s attention towards this concept encouraged academic scholars to conduct 
research to expand the literature of Customer Experience. Yet, most academic research in this 
area was conceptual and based on systematic review of other literature streams such as 
Consumer Behaviour, Relationship Marketing and Service Quality. Following Schmitt’s 
(1999) study, academics and practitioners attempted to produce a consistent definition and 
conceptualisation of Customer Experience despite its elusive nature (Lemon and Verhoef, 
2016).  Few studies have attempted to define Customer Experience (Meyer and Schwager, 
2007; Verhoef et al., 2009; De Keyser et al., 2015; Homburg, Jozic and Kuehnl, 2015). These 
definitions (see Table 2-4) were developed based on systematic review of previous literature 
and case studies analysis. As conceptual work depends on the scholars’ interpretation of 
existing knowledge, research on Customer Experience produced variations in the definition in 
terms of the dimensions (modules) of experience proposed by Schmitt (1999).  
 
Following Schmitt (1999), Gentile, Spiller and Noci’s (2007) study attempted to 
expand our understanding of Customer Experience as an independent construct. Through 
systematic review of the literature, the authors argue that Customer Experience originates from 
a set of interactions between the customer and the product or service provider. Every interaction 
stimulates a personal response at many levels, including rational, emotional, sensorial physical 
and spiritual (LaSalle and Britton, 2003; Schmitt, 1999). During the service exchange, 
customers evaluate their experience based on their interactions with the product/service 
provider (Gentile, Spiller and Noci, 2007). This experience guides the customer’s outward 
behaviour towards future interactions with the service provider. Whilst Gentile, Spiller and 
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Noci’s (2007) work lacks empirical support, their conceptual findings served as a basis for 
future development of this construct in the literature.  
  
Meyer and Schwager (2007) extended literature’s understanding of Customer 
Experience. Following a review of case studies from the retail industry, the authors believe that 
Customer Experience incorporates all the aspects of business offering. It occurs when an 
interaction takes place between the customer and the business. Each interaction is referred to 
as a touchpoint, which was later defined as “critical moments when customers interact with the 
organisation and its offerings on their way to purchase and after” (Rawson, Duncan and Jones, 
2013, p.2). Following an interaction with the company’s touchpoints, customers develop an 
internal and subjective response that guides the customer through the decision-making process. 
Accordingly, Meyer and Schwager (2007) defined Customer Experience as “the outcome of 
consumers’ internal and subjective responses towards a service offering whether the 
interaction was direct or indirect” (p.2). Despite the lack of theoretical explanations to the 
construct, the authors’ work was fundamental to the development of Customer Experience in 
academic research. 
 
In line with Meyer and Schwager (2007), later work argued that an experience is the 
outcome of direct/indirect interactions with tangible/intangible cues within a retail setting 
(Voss et al., 2008; Berry and Carbone, 2007). Tangible cues refer to the physical attributes 
(such as merchandise, products, store, etc.) perceived with human senses (Wakefield and 
Blodgett, 1999) via direct interaction, which can influence purchase behaviour and patronage 
(Carbone and Haeckel, 1994). Meanwhile, intangible cues relate to the sensorial or social 
attributes of the decision-making journey (emotions, experience, feelings, etc.) that determines 
the customers’ internal response and outward behaviour (Parasuraman et al., 1998). Therefore, 
scholars posit the importance of mapping all the potential cues customers interact with, to shape 
a better experience than can influence customers’ patronage behaviour positively (Gentile, 
Spiller and Noci, 2007; Meyer and Schwager, 2007).  
 
To date, Verhoef et al’s (2009) work provided foundations for the development of 
Customer Experience literature. The authors conducted a thorough systematic review of several 
Marketing and Retailing literature streams to define this concept. Their definition provides 
theoretical and practical understanding of Customer Experience and remains the most cited 
definition of Customer Experience. Consistent with the work of Meyer and Schwager (2007), 
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Verhoef et al (2009) posit that the Customer Experience is “holistic in nature and involves the 
customer’s cognitive, affective, emotional, social, and physical responses to the retailer. This 
experience is created not only by those elements which the retailer controls (e.g. service 
interface, retail atmosphere, assortment, price), but also by elements that are outside of the 
retailer’ control (e.g. influence of others, purpose of shopping) ” (p.32). By reviewing existing 
literature in the retail context, the author developed a conceptual model of Customer 
Experience, which will be discussed in the following sub-section.  
 
A further elaborative study by De Keyser et al (2015) suggests that an experience is 
“comprised of the cognitive, emotional, physical, sensorial, spiritual, and social elements that 
mark the customer’s direct or indirect interaction with another market actor” (p.23). Those 
interactions are perceived holistically to create an overall impression of the experience. 
Homburg, Jozic and Kuehnl (2015) extends this definition by arguing that customers 
continuously judge their perceived experiences from touchpoints interaction across the pre-
purchase, purchase and post-purchase stage of the customer journey.   
 
As portrayed in Table 2-4, variations in Customer Experience definition exist due to 
the lack of empirical work in this context. However, there is a conceptual consensus that this 
construct is multidimensional and generated following an interaction with the retail and non-
retail touchpoints throughout the customer journey. Additionally, there is a general acceptance 
of the holistic and high-order nature of this construct. For instance, scholars argue that as 
Customer Experience is the outcome of an internal process that evaluates a service exchange 
at many levels (Verhoef et al., 2009; Meyer and Schwager, 2007), it is subjective and 
dependent on customer’s psychological perceptions of the service encounter (i.e. holistic). A 
holistic experience incorporates psychological responses at many levels and varies across 
customers. This experience is strictly personal and unique (Gentile, Spiller and Noci, 2007). 
Importantly, Customer Experience encompasses the entirety of experiences accumulated 
during the interaction of consumers with touchpoints across the customer journey (Homburg, 
Jozic and Kuehnl, 2015; Meyer and Schwager, 2007). The following section provides existing 
knowledge on the creation of Customer Experience in the broad Marketing and Retailing 
contexts. 
 
 
 
 Chapter 2: Literature Review 
 22 
Table 2-4 Definitions of Customer Experience in the Literature 
Author(s) Customer Experience Definition 
Gentile, Spiller and 
Noci (2007) 
The customer experience originates from a set of interactions 
between a customer and a product, a company, or part of its 
organization, which provoke a reaction. This experience is 
strictly personal and implies the customer’s involvement at 
different levels (rational, emotional, sensorial, physical, and 
spiritual 
Meyer and 
Schwager (2007) 
The outcome of consumer’s internal and subjective responses 
towards a service offering whether the interaction was direct or 
indirect. 
Verhoef et al 
(2009) 
Holistic in nature and involves the customer’s cognitive, 
affective, emotional, social and physical responses to the retailer. 
This experience is created not only by those elements which the 
retailer can control (e.g., service interface, retail atmosphere, 
assortment, price), but also by elements that are out- side of the 
retailer’s control (e.g., influence of others, purpose of shopping). 
Additionally, it encompasses the total experience, including the 
search, purchase, consumption, and after-sale phases of the 
experience, and may involve multiple retail channels. 
Homburg, Jozic 
and Kuehnl (2015) 
The evolvement of a person’s sensorial, affective, cognitive, 
relational and behavioural responses to a firm or a brand by living 
through a journey of touchpoints along pre-purchase, purchase 
and post-purchase situations and continually judging this journey 
against response thresholds of co-occurring experiences in 
person’s related environment.  
De Keyser et al 
(2015) 
Customer Experience is comprised of the cognitive, emotional, 
physical, sensorial, spiritual and social elements that mark the 
customer’s direct or indirect interaction with another market 
actor.  
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2.3 Determinants of Customer Experience in the Broad Retailing Contexts 
 
Grewal, Levy and Kumar (2009) were early to address the determinants of Customer 
Experience. The authors believe that the 2008 economic crisis altered customers’ expectation 
from the retail experience. For instance, in the shopping context, customers became value-
oriented shoppers who seek recreational elements of shopping beyond consumption. The 
authors argue that customers’ behavioural elements such as goals and motives moderate their 
interaction with the retail environment, hence producing subjective experiences. Similarly, the 
scholars argue that macro factors of the retail atmosphere such as atmospherics and social 
elements influence customer’s perception of the experience. Retail environment elements such 
as Layout, Infrastructure, and Social actors can manipulate customer’s emotional and social 
experience, leading to specific behaviours such as approach and avoid (Grewal, Levy and 
Kumar, 2009). Therefore, the authors’ conceptual work portrays important managerial 
implications to develop better retail experiences. Yet the arguments presented remain 
conceptual and require empirical support to validate them.   
 
In support of Grewal, Levy and Kumar (2009), Puccinelli et al (2009) reviewed the 
elements of consumer behaviour and their connection to Customer Experience. Through a 
systematic review of consumer behaviour literature, the authors explored the role of Goals, 
Memory, Attitude, Involvement, Affective, and Attribution in the formation of Customer 
Experience across the customer journey. For instance, customers’ involvement with the retail 
environment is moderated by the customer goals (whether hedonic or utilitarian). Similarly, 
customers’ memory and their ability to recall previous incidents guide their interactions with 
the retail setting. The authors posit that such behavioural elements play a significant role in 
creating a subjective experience as they influence customers’ interaction with retail 
touchpoints. The perceived experience progresses with the customer across their journey in the 
retail setting, which influence their behaviour in each stage of the decision-making process. 
Nonetheless, the arguments presented remain conceptual and further empirical work is required 
to validate them.  
 
Through systematic review of the Marketing and Retailing literature, Verhoef et al 
(2009) study identified several determinants of Customer Experience in the retail environment. 
Despite the lack of empirical work, this research remains one of the highly acknowledged 
papers in literature. According to Verhoef et al (2009), Customer Experience incorporates 
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several psychological responses towards retail environment. The experience progresses with 
the customer over different stages of the decision-making journey, resulting in a manipulation 
in the customer’s outward behaviour towards the retail setting. Therefore, Customer 
Experience “encompasses the total experience, including the search, purchase, consumption, 
and after-sale phases of the experience, and may involve multiple retail channels” (Verhoef et 
al., 2009, p.32) 
 
In Verhoef et al’s (2009) conceptual model of Customer Experience, retail experience 
is dependent on the customer’s perception of the interaction with the following elements: 
Assortment, Price, Social environment, Retail brand, Previous experience and Service 
interface. Consistent with Puccinelli et al (2009) and Grewal, Levy and Kumar (2009), Verhoef 
et al’s (2009) model conceptualises a moderating role of Customer factors (such as goals 
motives, attitudes and socio-demographics) and Situational factors (such as the economic 
climate, location and season) on customers’ perceived experience. Both factors arguably 
influence customers’ psychological responses towards touchpoints interactions, resulting in a 
variety of experiences across customers in the same retail setting. Despite its wide acceptance, 
the determinants of Customer Experience were drawn from previous research in consumer 
behaviour. Customer Experience is subjective and may vary across different retail settings 
(such as stores, supermarkets and town centres). Hence, there is a need to evaluate the 
determinants of Customer Experience from a customer viewpoint. Further, the scarcity of 
empirical work on the role of situational and customer moderators limits our understanding of 
the subjective nature of customer experience. The fast pace of change in retailing warrants 
attaining current customer insights into the determinants of Customer Experience rather than 
deducing them from the literature.  
 
In continuation of conceptual work, Lemke, Clark and Wilson (2011) proposed a 
conceptual model of Customer Experience Quality and its effect on customer relationship 
outcomes (such as purchase, retention, commitment and word of mouth). Using repertory grid 
technique, the scholars’ qualitative work supports Meyer and Schwager (2007), suggesting that 
Customer Experience is subjective to customer’s interactions beyond those of the firm’s 
product and services. Customers co-create their experience according to customer’s factors 
such as goals, which influence their interaction with the firm’s direct and indirect touchpoints 
(Puccinelli et al., 2009; Verhoef et al., 2009). Consequently, Lemke, Clark and Wilson (2011) 
followed that designing a better experience should involve consideration of the decision-
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making stage the customer is in, as to tailor their interaction with the firm according to their 
goals and needs. Whilst their finding provides qualitative evidence for the operationalisation 
of the construct, there is limited quantitative support to the relationships proposed in their 
research. Hence, the findings of their work remain limited to their context of study.   
 
Maklan and Klaus (2011) compared the predictive power of Customer Experience 
Quality and Customer Satisfaction on Loyalty and Word of Mouth. Following a systematic 
review of Customer Experience literature, the authors claim that Customer Experience is 
holistic, incorporating all customer’s perceptions of the service exchange. It is different from 
Customer Expectations as the former incorporates real interactions with the service provider, 
thus generating real psychological responses across the customer journey. By focusing on the 
banking sector, the authors developed and tested a model of Customer Experience Quality that 
incorporates four dimensions: Product experience, Outcome focus, Moments of truth and Peace 
of mind. Product experience deals with customer’s perception of the variety of choices whilst 
Outcome focus deals with reducing transactional costs to provide better experiences. As for the 
Moments of truth and Peace of mind dimensions, they deal with customer’s feeling and 
emotions towards the service exchange before, during and after the purchase of the service. 
The findings of Maklan and Klaus (2011) found a positive and significant relationship between 
the four dimensions and Customer Experience Quality. Peace of mind showed the strongest 
effect on Customer Experience Quality, indicating the importance of psychological responses 
that customers develop across the customer journey. Importantly, a strong significant 
relationship between Loyalty, Word of Mouth and Customer Experience Quality. This 
relationship is stronger than Customer Satisfaction relationship with Loyalty and Word of 
mouth, suggesting that Customer Experience is a better predictor of these marketing outcomes. 
The findings of Maklan and Klaus (2011) are limited to the banking context, hence further 
work is required to validate the findings of their work in the retail context.  
 
Homburg, Jozic and Kuehnl (2015) provided an empirically supported 
conceptualisation of Customer Experience. Through examining insights from 52 managers, the 
authors supported previous definitions of Customer Experience (Verhoef et al., 2009; Schmitt, 
1999), suggesting that the construct is holistic and incorporates multidimensional responses 
including cognitive, affective, sensorial, relational and behavioural. Their findings emphasise 
the role of customer journey as customers develop psychological responses based on their 
interaction with the company’s touchpoints in the pre-purchase, purchase and post-purchase 
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stages. Accordingly, companies should adopt a Customer Experience Management 
perspective, where they identify the potential touchpoints customers interact with across each 
stage of the decision-making process (Homburg, Jozic and Kuehnl, 2015). This perspective 
allows the design and monitoring of touchpoint interactions to create memorable experience 
that facilitates positive outward behaviour (Lemke, Clark and Wilson, 2011; Pine and Gilmore, 
1998). However, statistical support is required to test the significance of the proposed 
relationships between Customer Experience and customer’s outward behaviour including 
loyalty and patronage (Homburg, Jozic and Kuehnl, 2015).  
 
De Keyser et al (2015) provided an integrative framework for Customer Experience 
based on interdisciplinary insights from marketing, retailing, psychology and sociology. 
Consistent with previous definitions, they argue that Customer Experience is: “comprised of 
the cognitive, emotional physical, sensorial and social elements that mark the customer’s direct 
or indirect interaction with a (set of) market actors” (p.23). Building on a three-stage analytical 
procedure, the scholars found that Customer Experience is dynamic, progressing with the 
customer continuously across every interaction they have with the firm. Adopting a customer-
centred approach is imperative to understand how customers develop and perceive their 
interactions with the firm across the stages of the customer journey (De Keyser et al., 2015). 
Therefore, precise measure of Customer Experience can be attained using a multimethod 
approach (qualitative and quantitative) to accurately identify the determinants and Customer 
Experience.  Similarly, the effects of Customer Experience should be captured beyond a single 
measure (such as patronage and satisfaction) to provide better understanding of its effect on 
company’s performance (De Keyser et al., 2015). Despite the lack of empirical support to their 
propositions, the authors’ work provides fundamental basis of a methodology to measure 
Customer Experience precisely.  
 
In recent work, Lemon and Verhoef (2016) research conceptualised Customer 
Experience as a dynamic and iterative process, which progresses over time in the customer 
journey. Building on Homburg, Jozic and Kuehnl (2015), the authors argue that the customer 
journey encompasses all stages a customer encounters in pursue of fulfilling a goal including 
pre-purchase, purchase and post-purchase. The purpose of each stage of the journey is to guide 
the decision-making process and achieve the overall goal. In every stage, customers interact 
with different touchpoints including Brand-owned, Partner-owned, Customer-owned and 
External touchpoints. This ties with Meyer and Schwager’s (2007) argument, suggesting that 
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customers interact with direct and indirect touchpoints in the retail environment. Interactions 
at each stage of the journey contributes to the development of the totality of experiences, which 
can alter customer’s outward behaviour towards the next stage of the journey (Neslin et al., 
2006). At the end of the journey, customers tend to exploit their cumulative experience as a 
reference point for the future journeys (Lemon and Verhoef, 2016; Verhoef et al., 2009). The 
implications of the accumulated experiences on retail performance is noted in this study but 
requires further empirical support.  
  
Whilst most work on Customer Experience literature was developed through systematic 
review of literature, Stein and Ramaseshan (2016) adopted a subjective perspective to precisely 
identify the retail touchpoints that customers interact with. The authors conducted a qualitative 
study using sequential incident technique to identify distinct touchpoints across the customer 
journey. The findings of their work resulted in seven elements: Atmospheric, Technological, 
Communicative, Process, Employee-Customer interaction, Customer-Customer interaction 
and Product interaction.  In line with previous literature (Meyer and Schwager, 2007; Verhoef 
et al., 2009; Zomerdijk and Voss, 2010), the authors argue that those elements orchestrate 
Customer Experience creation as they stimulate customer’s psychological responses. The 
qualitative findings of this research provide empirical support to the elements that contribute 
to the Retail Customer Experience. However, as noted by the authors, it is important to conduct 
quantitative work to validate and generalise the findings of this work. Additionally, Stein and 
Ramaseshan (2016) argue the need to specify the type of Customer Experience under research 
as to develop a better measure of this construct. Their argument is based on the 
multidimensionality and holistic nature of this construct, which adds to the complexity of its 
measurement.            
 
In summary, customers formulate psychological perceptions about their encounter with 
direct and indirect touchpoints of the retail environment across each stage of the decision-
making process. These perceptions play a role in shaping customer’s experience and guiding 
their outward behaviour across each stage. Thus, it can be argued that Customer Experience is 
the aggregate of customers’ evaluation of interactions with touchpoints in the retail 
environment during the customer journey. This experience can influence customer’s outward 
behaviour towards the retail environment in terms of patronage intentions, which consequently 
can influence retail performance. 
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Despite the scarcity of empirical work on this construct and limited existing measures 
of it, Customer Experience arguably is a strong predictor of customer’s outward behaviour 
(such as loyalty and patronage) towards the retailing environment. Nowadays, customers value 
the importance of better experiences in their shopping process. Indeed, with the ongoing issue 
regarding declining patronage in UK town centres (Wrigley et al., 2015), researching the Town 
Centre Customer Experience may usefully extend our understanding of patronage from a 
customer perspective (Portas, 2011). To date, two studies addressed this concept in the town 
centre context. The following section reviews the existing research on Town Centre Customer 
Experience alongside the main limitations of their work.  
 
2.4 Town Centre Customer Experience  
 
Despite the importance of town centres as a shopping destination (Wrigley et al., 2015), 
there is limited consumer research in this context (Stocchi, Hart and Haji, 2016). Since Portas 
(2011) called for research into the perceived experiences town centres offer, two studies 
addressed the Town Centre Customer Experience. Hart, Stachow and Cadogan (2013) 
conceptualised a model of Town Centre Customer Experience that links Customer Experience 
and Image to consumer behaviour. According to Berry (1969), Store Image is formed “on the 
basis of the totality of all experiences when shopping there” (p.5). It is the embodiment of 
abstract reality where customers buy from specific stores due to external factors beyond 
physical attributes and functions (Dobni and Zinkhan, 1990). This understanding of Image ties 
with Customer Experience literature, which argue that customers shop beyond specific needs 
and goals (Schmitt, 1999). As a result, Hart et al (2007) argue that customer’s perception of 
the Shopping Experience has a relationship with their perception of the Image.  
 
Consistent with Verhoef et al (2009)’s definition, Hart, Stachow and Cadogan (2013) 
believe that Town Centre Customer Experience is holistic and incorporates the cognitive, 
affective, and social responses towards town centre touchpoints. Using content-analysis 
approach of previous literature (Teller and Elms, 2010; Teller, 2008; Teller and Reutterer, 
2008; Oppewal and Timmermans, 1999), Hart, Stachow and Cadogan (2013) pinpointed seven 
significant dimensions that contribute to town centre image and experience: Assortment, 
Atmosphere, Appearance, Place attachment, Accessibility, Non-retail, and Global impressions. 
The authors categorised these dimensions into micro-level impressions (Customer Experience 
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specific) and macro-level impressions (town centre image specific). However, as town centres 
vary in terms of retail and non-retail offers, the authors conceptualised the moderation effect 
of situational and consumer factors on Customer Experience, which conforms to previous 
arguments (Verhoef et al., 2009; Puccinelli et al., 2009). The contextualised model of Hart, 
Stachow and Cadogan (2013) suggests that Town Centre Customer Experience interacts with 
Town Centre Image, influencing the customer’s perception of the town centre and their 
outward patronage intentions. Recognising the limited empirical support for the proposed 
relationships in the model, the authors called for empirical work on this construct to attain 
deeper understanding of the Town Centre Customer Experience.  
 
In response to their call, Stocchi, Hart and Haji (2016) empirically examined the Town 
Centre Customer Experience through a combination of qualitative and quantiative approaches. 
Drawing on prior research (Hart, Stachow and Cadogan, 2013; Verhoef et al., 2009; Meyer 
and Schwager, 2007) the authors’ developed an understanding of the Town Centre Customer 
Experience as a totality of experiences developed throughout the customer journey. By 
analysing multifaceted journeys in the town centre, the authors identified a set of functional 
and experiential touchpoints which contribute to the development of this experience. Whereas 
functional touchpoints are concerned with utilitarian touchpoints of the town centre (such as 
Assortment, Parking and Layout), experiential touchpoints deal with hedonic elements of the 
retail environment including Entertainment, Refreshments, Social events, Atmosphere and 
Customer service. The study’s findings posit that customers highly value the experiential 
touchpoints of the town centre, which support the work of Grewal, Levy and Kumar (2009) 
and Puccinelli et al (2009). Customers’ perceptions of the town centre have changed from a 
pure shopping destination to incorporate leisure and enrtertainment. As customers interact with 
the functional and experiential touchpoints of the town centre, they develop an experience that 
can influence customers’ likelihood of revisiting the town centre in the future. This relationship 
was supported using statistical analysis. Accordingly, Stocchi, Hart and Haij (2016) defined 
the Town Centre Customer Experience as: “a multifaceted journey that combines interactions 
with a diverse range of public and private organisations, including retailers and social and 
community elements; this results in a unique experience co-created with the consumer across 
a series of functional as well as experiential touchpoints, which influence the consumer’s 
internal response and outward behaviour in the town centre.” (pp.1566-1567).  
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Despite taking a customer journey perspective, the authors’ work has limitations in 
terms of the perceived touchpoints. The researchers explored multifaceted journeys to the town 
centre, which can produce different perceptions of the touchpoint’s interaction. Stein and 
Ramaseshan (2016) emphasise the importance of focusing on a specific interaction 
(experience) to develop a better understanding of the Customer Experience construct.  
Importantly, with the shift towards digital integration, the findings of this work are limited as 
the authors focused on the physical channel of the town centre with little reference to the role 
of digital in the Town Centre Customer Experience. Town centre reports highlight the impact 
of digital retailing for customers perceived experience and convenience in UK town centres 
(Wrigley et al., 2015). The emergence of digital retailing and online shopping has altered the 
dynamics of Customer Experience as customers developed different shopping behaviours such 
as Research Shopping (Verhoef, Kannan and Inman, 2015). Accordingly, Stocchi, Hart and 
Haji (2016) called for research on the effect of digital integration on the Town Centre Customer 
Experience and its implications on town centre patronage intentions.  
 
Following Stein and Ramaseshan (2016), this research specifies Town Centre Customer 
Experience in terms of Shopping Experience. This is due to most town centre visits being 
shopping related (Stocchi, Hart and Haji, 2016; Hart, Stachow and Cadogan, 2013). In line 
with previous research (Lemon and Verhoef, 2016; Homburg, Jozic and Kuehnl, 2015; Lemke, 
Clark and Wilson, 2011), this research adopts a customer journey perspective as to identify all 
potential touchpoints that contribute to the development of a Connected Town Centre Shopping 
Experience. Importantly, building on the gap presented in Stocchi, Hart and Haji (2016), this 
research explores the role of digital integration in the creation of a Connected Town Centre 
Shopping Experience (Wrigley et al., 2015). The following section reviews existing literature 
on Shopping Experience and Connected Experience in the wider Retailing literature.  
 
2.5 Shopping Experience in Retailing  
 
In the retail context, Shopping Experience received substantial attention from scholars 
over the years. Particularly at store-level, the interest in determining the In-store Shopping 
Experience increased as customers became more demanding of a multisensorial experience 
that stimulates their emotions and feelings (Schmitt, 1999). It is argued that shopping is no 
longer a rational experience guided by customer needs (Sachdeva and Goel, 2015). Instead, it 
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is a holistic experience that includes recreation, entertainment and intellectual stimulation 
beyond goal fulfilment (Puccinelli et al., 2009; Danziger, 2006; Arnold and Reynolds, 2003). 
Accordingly, customers’ intention to visit a retail setting (such as local town centres) is guided 
by their perception of the holistic Shopping Experience (Van Rompay et al., 2012). The 
perceived Shopping Experience then shapes customers’ outward intentions (such as loyalty and 
patronage) towards the retail environment (Terblanche, 2018; Tandon, Gupta and Tripathi, 
2016; Kerin, Jain and Howard, 1992; Donovan and Rossiter, 1982). 
 
Customers develop a Shopping Experience following an interaction with the retailer 
and retail environment touchpoints. It incorporates sensory responses to cognitive and sensorial 
cues that relate to the retail environment (Jain and Bagdare, 2011), which makes it subjective 
to individual customers. When patronising the retail environment, direct and indirect 
interactions occur between the customer and the retail environment, facilitating the 
development of the psychological responses that shape the Shopping Experience (Kerin, Jain 
and Bagdare, 1992). Such interactions include the retail physical surroundings, personnel and 
customer-related policies and practices (Kerin, Jain and Howard, 1992; Mason, Mayer and 
Ezell, 1991; Donovan and Rossiter, 1982). With each interaction, customers formulate 
perceptions of the Shopping Experience that progresses with them across the shopping process. 
Therefore, Shopping Experience is process oriented that occurs across all phases of the 
shopping journey including pre-purchase, purchase and post-purchase (Danziger, 2006; Otieno 
et al., 2005). This is consistent with the stages of Customer Experience development presented 
in the literature (Lemon and Verhoef, 2016; Homburg, Jozic and Kuehnl, 2015).  
 
Schmitt (2003) argues that a customer’s Shopping Experience is determined by more 
than just getting what they want. For instance, customers value the design of the shopping 
environment and service personnel when assessing their experience (Schmitt, 2003). 
Additionally, Morrell (2012) argues that the Shopping Experience is influenced by 
environmental stimuli such as Lighting, Product positioning, Sound and Smell. From this 
perspective, customers do not always make rational decisions during the shopping process 
because of external influences from the retail setting (Sachdeva and Goel, 2015).  
 
Badgare and Jain (2013) argue that the Retail Customer Experience (i.e. Shopping 
Experience) is multidimensional incorporating Joy, Leisure, Mood and Distinctive dimensions. 
Each dimension can yield behavioural responses in terms of approach and avoidance towards 
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the retail location. For instance, customers perceive the shopping process as a joyful experience 
that stimulate feelings and sentiments (Falk and Campbell, 1997). It incorporates leisure 
activities that results in customer’s delight (Oliver et al., 2005; Babin et al., 1994). From this 
perspective, Bagdare and Jain (2013) propose that the Retail Customer Experience is “the sum 
total of cognitive, emotional, sensorial and behavioural responses produced during the entire 
buying process, involving an integrated series of interactions with people, objects, processes 
and environment in retailing” (p.792).  
    
Retailers are encouraged to develop positive shopping experiences that stimulate 
positive patronage behaviour. According to Babin et al (1994), a positive Shopping Experience 
that incorporates hedonic values (such as feelings and emotions) may affect customers’ 
perceived satisfaction with the customer journey. In recent work, Terblanche (2018) argue that 
a memorable Shopping Experience is associated with a distinct competitive advantage that may 
influence existing and future customers’ patronage intentions. The implications of the 
Shopping Experience on customers’ loyalty, satisfaction, and future patronage intentions 
across different retail settings were noted (Terblanche, 2018; Stocchi, Hart and Haji, 2016; 
Tandon, Gupta and Tripathi, 2016; Kerin Jain and Howard, 1992). The following sub-sections 
review specific work on Shopping Experience in different retail formats. 
 
2.5.1 Store Shopping Experience  
 
 The perceived value of shopping at the store is arguably influenced by the perceived 
Shopping Experience in terms of search and purchase (Mazursky and Jacoby, 1986; Zeithaml, 
1988). Investigating this claim, Kerin, Jain and Howard’s (1992) earlier work addressed the 
effect of the Store Shopping Experience on customers’ perceived value of price and quality of 
the store’s offerings. Building on previous literature (Ghosh and McLafferty 1987; Holbrook 
and Hirschman, 1982), scholars argue the importance of the experiential element of the 
consumption process to the perceived value of the store. As customers interact with the store’s 
tangible and intangible cues, they formulate perceptions of the perceived value of the store by 
evaluating their shopping experience. Thus, Kerin, Jain and Howard (1992) argue that the store 
Shopping Experience “emerges from a consumer’s interaction with a store’s physical 
surroundings, personnel and customer-related policies and practices” (p.377).   
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 Using focus-group methodology, Kerin, Jain and Howard (1992) identified five 
touchpoints that contribute to the development of the Store Shopping Experience: Store 
Cleanliness, Overall Variety and Selection, Checking Cashing Policy, Friendliness of Staff and 
Waiting Time in check-out lines. Their qualitative work proposes that customers judged their 
perceived value of shopping in the supermarket by these elements. These propositions were 
validated using Structural Equation Modelling, where the Store Shopping Experience had 
significant and stronger relationships with customers’ perceived value of the supermarket in 
contrast to price and quality. Thus, the scholars argue the importance of monitoring and 
developing the Shopping Experience due to its noted effect on customers’ patronage intentions. 
Whilst the findings are limited to the supermarket context, this research provides basis for 
understanding the determinants of Shopping Experience and its likely implications on 
patronage intentions in the wider retail context.   
 
Revisiting the earlier work of Kerin, Jain and Howard (1992), Terblanche (2018) re-
examined the Supermarket Shopping Experience at supermarket level. As Customer 
Experience is influenced by elements beyond the retailer’s control (Meyer and Schwager, 
2007), Terblanche (2018) focused on the Supermarket Shopping Experience to measure 
precisely its effect on customer’s future patronage intentions. A mixed methods approach was 
adopted to identify what the Supermarket Shopping Experience encompasses from a customer 
perspective, and how it affects future patronage intentions. The empirical findings suggest that 
customer’s interactions with the following touchpoints contribute to the development of the 
Supermarket Shopping Experience: Merchandise assortment, Interaction with staff, Internal 
shop environment and In-shop emotions, and Other customers presence and interaction. 
Likewise, the findings demonstrate a positive relationship between the accumulated Shopping 
Experience and customer’s satisfaction and patronage intentions. This work extended to the In-
store Shopping Experience by revisiting the touchpoints that contribute to the development of 
the shopping experience from a customer perspective. Yet, the findings are limited due to the 
small sample size of supermarkets used to draw these conclusions. Likewise, the Shopping 
Experience was captured in terms of Customer Satisfaction with the supermarket, which may 
lead to measurement bias as indicated by previous studies (Stein and Ramaseshan, 2016). 
Accordingly, further work is required to validate the relationships presented in Terblanche 
(2018) work.  
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2.5.2 Shopping Mall Experience  
 
In the shopping mall context, Tandon, Gupta and Tripathi (2016) examined the 
determinants of Shopping Experience within Indian shopping malls. In line with Jain and 
Bagdare (2011) and Verhoef et al (2009), the authors posit that the Mall Shopping Experience 
is the mere outcome of interactions with retail cues that triggers multiple psychological 
responses, which create an overall perception of the Shopping Experience. Using Principle 
Component Analysis (PCA), the authors found four factors that contribute to the development 
of Mall Shopping Experience: Atmospherics, Entertainment, Tenant management and 
Facilities management. Within each factor, a set of touchpoints exist that contribute to the 
development of a holistic Shopping Experience. Their results indicate that except for 
Entertainment, all the remaining factors significantly affect the Mall Shopping Experience. The 
Entertainment factor was not perceived as significant due to customer factors including goals 
and motives (Puccinelli et al., 2009). Yet, the authors suggest that mall management should 
focus on this factor to extend the shopping visit, specifically when a limited retail offer is 
present.   
 
In line with Customer Experience literature (De Kayser et al., 2015; Verhoef et al., 
2009), Tandon, Gupta and Tripathi (2016) proposed that a holistic Shopping Experience can 
influence shopping mall performance in terms of attractiveness and customer retention. Yet, 
the authors called for further research on this proposition. Whilst this research provides 
fundamental understanding of Mall Shopping Experience, there are two limitations with their 
work. First, the authors drew the construct elements from previous literature and surveyed 
customers accordingly. In doing so, their work disregarded the subjective nature of Customer 
Experience, which may have led to measurement error (Homburg, Jozic and Kuehnl, 2015). 
Second, since situational factors (such as culture) moderate Customer Experience (Verhoef et 
al., 2009), the findings of this research are limited to the Indian context. Hence, further work 
is required to validate the determinants of Mall Shopping Experience from a customer 
perspective across different samples.  
 
2.5.3 Town Centre Shopping Experience  
 
Whilst not focusing entirely on the Shopping Experience, Hart et al (2007) explored 
the determinants of Shopping Enjoyment and its implications on customer’s patronage 
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intentions. Building on Kerin, Jain and Howard (1992) and Schmitt (1999), the scholars argue 
that the Shopping Experience incorporates sensory impressions towards the town centre. 
Throughout the shopping visit, town centre customers interact with series of tangible and 
intangible cues that guides their outward behaviour in the town centre.  These cues include 
Accessibility, Atmosphere, Environment, and Service elements (Hart et al., 2007). 
Accordingly, the authors developed a model of Shopping Enjoyment and tested it using 
Structural Equation Modelling. The results indicate a significant relationship between the 
Shopping Experience and patronage intentions. Importantly, their work highlights the 
moderation effect of demographic factors (such as gender), where female shoppers perceive 
their Shopping Experience to be more significant than male shoppers to their patronage 
intentions. This argument is consistent with broader Customer Experience literature (Verhoef 
et al., 2009; Puccinelli et al., 2009; Grewal, Levy and Kumar, 2009).  
 
Whilst their work remains central to the development of Town Centre Shopping 
Experience, outlined elements of Shopping Experience may have changed. The dataset was 
collected before the 2008 economic crisis. Town Centre reports argue the effect of macro 
factors such as economic crisis, changed customers’ perception of the town centre (Wrigley et 
al., 2015). They started to seek convenience and value in their shopping, which altered their 
expectation from the Town Centre Shopping Experience. Likewise, customers’ perceptions of 
the Town Centre Shopping Experience may have changed due to the development of digital 
retailing (Wrigley et al., 2015). Customers’ preferences of the Shopping Experience have 
shifted following the emergence of digital retailing. Nowadays, they are becoming more reliant 
on the internet to make shopping decisions (Hildebrand, 2014). They prefer to shop in various 
ways such as searching online and buying in store (Bamfield, 2013). Whilst customers still 
want to engage with the physical store to create sensory impressions (such as taste, feel, touch) 
about the product/service, they now  access a plethora of information online including reviews, 
comparisons and recommendations at each stage of the decision-making process  to attain 
reassurances in their choices (Rigby, 2011). Customers seek a seamless Connected Experience 
across the physical and digital channels to complement their shopping visit (Rigby et al., 2012). 
With the advancement of digital retailing, retailers are encouraged to review their channel 
strategies to maintain customers’ expectations (Cao and Li, 2015). Existing literature on 
multichannel retailing highlight several implications of integrating digital and physical 
channels together for customers’ search and purchase intentions at retail stores (Cao and Li, 
2015; Herhausen et al., 2015; Pauwels and Neslin, 2015). Hence, further research is imperative 
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on the Shopping Experience in the town centre context to achieve deeper insights into the 
patronage issue.  
 
The following section reviews existing knowledge on Connected Experience in the 
wider marketing and retailing literature.  
 
2.6 Connected Shopping Experience in Retailing 
 
With the introduction of digital channels and technologies, the dynamics of Customer 
Experience has changed over time, affecting customer’s decision-making process in terms of 
search and purchase (Dennis et al., 2016; Verhoef, Kannan and Inman, 2015). The 
advancement in digital retailing empowered customers with a plethora of information during 
the decision-making journey, which altered their expectations and behaviours (Cao and Li, 
2015). Today, customers demand a Connected Experience embodied in integrating the benefits 
of physical and digital retailing in one location (Rigby et al., 2012). This is due to customer 
preferences to shop across different digital and physical channels and retail providers, to make 
better shopping decision (Verhoef, Kannan and Inman, 2015; Brynjolfsson et al., 2013; 
Verhoef, Neslin and Vroomen, 2007). Their expectation of the service exchange has shifted to 
incorporate a connected interaction with the retailer across physical and digital channels to 
achieve their goals (Verhoef et al., 2015; Brynjolfsson et al., 2013; Puccinelli et al., 2009). 
Hardgrave (2012) and Rigby (2011) emphasise that customers seek the advantage of digital 
retailing (such as the access to information) in the physical store to complement their perceived 
shopping value and reduce their transactional costs.   
 
Digital integration in physical stores increases the quality of the Shopping Experience 
by enabling personalised retail services that facilitate the interaction process (Hoffman and 
Novak, 2015). It allows constant availability and interactivity between the customer and the 
retailer to conduct the transaction at customer’s convenience beyond the physical presence in 
the retail store (Gensler, Leeflang, and Skiera 2012; Montoya-Weiss, Voss, and Grewal 2003; 
Wolk and Skiera 2009). Due to their interactive, personal and information-rich nature, digital 
channels can create channel synergies that derive searching and purchasing (Cao and Li, 2015). 
This can increase the perceived value of shopping by reducing transactional costs such as time 
and travel (Verhoef, Neslin and Vroomen, 2007; Neslin et al., 2006). Increasing the perceived 
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value of shopping improves customers’ perception of the Customer Experience positively 
(Neslin et al., 2006). 
 
As Dennis (2005) argues, enjoyment is associated with customer’s motivation to visit 
the Brick and Mortar stores. Thus, digital retailing can create a multisensory experience that 
complements the perceived Shopping Experience in the physical store (Jones et al., 2010). This 
parallels with Cao and Li (2015) who argue that integrating the digital channels in the physical 
stores drives the search and purchase behaviour across channels because of the increased 
convenience of search and purchase. Stein and Ramaseshan supported this argument by 
identifying the role of technologies (such as Websites and Mobile applications) in co-creating 
Customer Experience across different stages of the customer journey. As information facilitates 
the decision-making process of customers (Shankar et al., 2003), technologies can provide 
customers with access to information in real time that helps them in their goal pursuit (Stein 
and Ramaseshan, 2016; Sonali, 2015; Norzieiriani et al., 2010). Thus, scholars argue the 
importance of digital channels and technologies in enhancing the Shopping Experience 
(Pantano and Di Pietro, 2012; Aubrey and Judge, 2012).    
 
Neslin et al (2006) was first to address the effect of integrating physical and digital 
channels on Customer Experience and future patronage intentions. They developed a 
conceptual framework based on academic research in the literature of Customer Experience 
and marketing channels (Blattberg, Neslin and Kim, 2006). The model suggests that customers 
migrate across different channels during the search, purchase and post-purchase stages of the 
decision-making process. Interaction with channel specific attributes creates an experience that 
influences future patronage behaviour. This assumption is based on the argument that 
customers develop psychological responses during an encounter with channels’ touchpoints, 
which progresses with the consumer across the stages of retail customer journey (Schmitt, 
1999). Thus, the experience generated with a retail channel plays a role in manipulating future 
customers’ outward behaviour towards other channels (Neslin et al., 2006). However, the 
findings of this study are limited as there is no empirical evidence to support the conceptual 
arguments proposed. 
 
Although not entirely in the context of Customer Experience, Verhoef, Neslin and 
Vroomen (2007) empirically examined the effect of channel-specific attributes on consumers’ 
channel choice. The authors’ work was unique by considering multiple shopping behaviours 
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(search and purchase) and multiple channels (internet and brick and mortar). They empirically 
tested the effect of channel-specific attributes on the behaviour of consumer towards a retail 
channel. In support of Neslin et al (2006), Verhoef, Neslin and Vroomen (2007) found 
significant effect of channel-specific attributes on channel choice, suggesting that Customer 
Experience with a channel manipulates their outward behaviour in terms of search and 
purchase.  
 
In the current retailing environment, retailers are trying to add-value to customers 
through seamlessly integrating the physical and digital channels (Brynjolfsson et al., 2013; 
Verhoef, Kannan and Inman, 2015; Lemon and Verhoef, 2016). In this type of retail 
environment, the touchpoints of every channel are consistent and allow customers to continue 
their shopping journey across a physical or digital domain without any disconnection. This type 
of integration changed customers’ perception towards retailers’ offerings because they expect 
a seamless migration across all retail channels to achieve economic benefits and convenience 
(Brynjolfsson et al., 2013). The introduction of seamlessly connected channels provides 
customers with the opportunity to progress through the stages of the customer journey at their 
convenience, which results in an increase in customers’ willingness to search and purchase 
(Melis et al., 2015; Verhoef, Neslin and Vroomen, 2007). Thus, this strategy takes a customer-
centric approach by integrating physical and digital elements of retail seamlessly to increase 
customer convenience. Verhoef, Kannan and Inman (2015) argue that a Connected Experience 
can influence the retailer’s performance. Their argument suggests that a retailer’s inability to 
deliver a seamless experience can lead to customer dissatisfaction and negative behaviour 
towards the retailer. Yet, limited empirical evidence is provided for this argument. Therefore, 
a call to investigate the implications of Connected Experience on retail performance has been 
raised (Verhoef, Kannan and Inman, 2015). 
 
Herhausen et al (2015) examined the effect of integrating the Online and Offline 
channels on customer’s search, purchase and willingness to pay intentions. Through integrating 
digital features in the physical store and vice versa, a positive effect on customer’s intentions 
to search and purchase was noted. This is due to the enhanced service quality and reduced 
perceived risk. Whilst scholars’ work provides fundamental understanding of the effect of 
Connected Shopping Experience, their findings remain limited to the retailer-level. Scholars 
raised the call to deepen our understanding of how the Connected Shopping Experience 
develops throughout the customer journey and its effect on customer’s patronage intentions of 
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retail locations (Lemon and Verhoef, 2016; Verhoef, Kannan and Inman, 2015) such as town 
centres (Stocchi, Hart and Haji, 2016).  
 
Encouraged by advancements in digital retailing, firms have been adding online and 
offline channels to develop better communication with their customers (Blattberg, Kim and 
Neslin, 2008). From this perspective, Cao and Li (2015) examined the implications of channel 
integration on firm’s retail performance. As customers seek a Connected Experience across 
channels, Cao and Li (2015) argue that channel integration allows channels to complement 
each other by offering services (such as click and collect) that were restricted before. As a 
result, customers’ convenience increases, which affects the firm’s sales growth. Their empirical 
findings support this argument showing a significant relationship between channel integration 
and growth of sales. However, the authors found that the resulting experience from this 
integration can manipulate the strength of the relationship. Hence, Cao and Li (2015) 
recommend taking a customer perspective when integrating the channels by asking respondents 
on their perception of a physical-digital integration. This would allow the development of an 
enhanced experience that would deliver benefits to the retailers.  
 
Pauwels and Neslin (2015) examined the impact of adding a physical store to existing 
online channels on a retailer’s order size and frequency. Previous research by Van Nierop et al 
(2011) highlight a negative relationship between adding informational websites and physical 
store visits and purchase frequency. Despite potential cannibalisation of the purchase frequency 
in either channel, Pauwels and Neslin (2015) found a positive effect of adding a physical store 
to an existing online channel on the total purchase frequency of the retailer. The scholars 
attribute the positive relationship to the complementary effect of information rich online 
channels and the benefits of physical stores where customers can touch and feel the product. 
As a result, the authors encouraged retailers to integrate the physical and digital channels to 
maximise customers convenience, hence improve their retail performance.  
 
 Fornari et al (2016) extended the findings of Pauwels and Neslin (2015) by exploring 
the effect of adding a physical store to an existing online channel (website).  The introduction 
of new channels can lead to positive effects on retailer’s revenues as it facilitates constant 
communication and interaction between the customer and the retailer touchpoints (Fornari et 
al., 2016). Nowadays, customers demand constant interaction with different retailers to 
evaluate different retail offerings (Verhoef, Kannan and Inman, 2015). Likewise, they are 
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oriented towards migrating across physical and digital channels to draw the potential 
advantages of both channels (Kwon and Jain, 2009).  For instance, online channels are 
perceived as goal-direct shopping, whereas the physical store is more recreational (Bridges and 
Florshein, 2008; Dholakia, 1999). Despite their demand for a seamless experience, they have 
higher purchase value and stronger loyalty towards the integrated experience provider (Fornari 
et al., 2016). Importantly, the positives of channel addition are not limited to existing 
customers. New channels may attract dissatisfied customers with previous channels, which 
facilitates service exchange between the customer and the retailer (Ofek, Katona and Sarvary, 
2011). The empirical work of Fornari et al (2016) support this argument. While channel 
cannibalisation of the original channel may occur, on the long-run, retailers benefit from 
channels integration due to the perceived complementary effect of physical and digital 
channels.  
 
Despite scholars’ interest in exploring the Connected Shopping Experience, there is 
scarcity of knowledge in the literature on how digital retailing influence the shopping 
experience (Lemon and Verhoef, 2016; Verhoef et al., 2009). For instance, Schmitt and 
Zarantonello (2013) argue the scarcity of knowledge in terms of the impact of digital 
technology on shopping at the physical stores. Whilst technology is overcoming the boundaries 
between the physical and digital Shopping Experience, limited knowledge exists on how 
customers interaction with the physical and digital touchpoints create a connected experience 
across the customer journey (Lemon and Verhoef, 2016). To date, our understanding of the 
Connected Shopping Experience remains limited (Lemon and Verhoef, 2016; Verhoef, Kannan 
and Inman, 2015). This is due to the complexity of channel synergies between physical and 
digital channels, which affects the Customer Experience. Thus, it remains to be addressed how 
channel migration influences customers’ perception of the totality of experience they develop 
across multiple channels and multiple retailers (Schmitt and Zarantonello, 2013; Verhoef et 
al., 2009).  However, the positive implications of Connected Experience make it imperative to 
research this concept in the town centre context. This is important as some studies have been 
conducted in the high street context, which provide fundamental knowledge for the 
implications of Connected Shopping Experience.  
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2.6.1 Connected Experience in the High Street  
 
Despite the call for research on digital integration in the high street, only three studies 
examined this concept. First, Demko-Rihter and Ter Halle (2015) suggest that digital retailing 
provides better, faster and more convenient Shopping Experience to the customer by providing 
personalised experiences that guide the customer in the decision-making process. Using a 
survey of respondents’ opinion about a high street mobile application, the authors assert that 
integrating digital in the high street provides freedom to the customer by overcoming spatial 
and temporal constraints. In other words, customers become connected to the high street 
without physically being there, exploring what is available and planning their shopping visit. 
As a result, customers can reduce their transactional costs of shopping (such as time and 
money), which positively influences their outward behaviour towards the high street. However, 
it is noteworthy that customers’ perception of digital integration is key due to the subjective 
nature of Customer Experience (Cao and Li, 2015). Therefore, Demko-Rihter and Ter Halle 
(2015) recommend future research adopts a customer-centric approach to measure precisely 
the effect of Connected Experience on high street retail patronage.  
 
Second, El Azhari and Bennet (2015) investigated the effect of incorporating digital 
technologies in high street physical stores on customer’s decision-making process. 
Specifically, the authors examined how digital technologies such as Wi-Fi can be integrated in 
the physical store to maintain connectedness between the physical and digital channels 
(Adweek, 2013). The authors found that customers who had a Connected Shopping Experience 
reported an enhanced experience due to the usefulness of digital technologies in the shopping 
process. Hence, high street retailers are encouraged to incorporate digital technologies to fit 
the changing needs of shoppers. Consistent with Demko-Rihter and Ter Halle (2015), El Azhari 
and Bennet (2015) recommend taking a customer-perspective approach to understand what the 
Connected Shopping Experience in the high street should encompass.  
 
Third, customers develop their experience through series of interactions with the 
physical and digital touchpoints of the retail environment (Betzing, Beverungen and Becker, 
2018; Lemon and Verhoef, 2016).  When customers migration across channels is disrupted, 
their patronage intentions throughout the customer journey is negatively influenced (Pauwels 
and Neslin, 2015). Due to limited digital integration in the high street, the scholars emphasise 
on the importance of digital integration in this context to minimise the patronage issue. They 
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propose a set of solutions including the integration of a mobile channel that provides contextual 
information about what is available in the high street. Likewise, they propose the integration 
of digital technologies such as Wi-Fi to facilitate customer’s access to the digital domain during 
their high street visit. Despite the lack of empirical support to their propositions, the authors 
work provides fundamental understanding of the need to integrate digital in the high street to 
maintain its viability.  
 
Considering the continuous decline in town centre patronage, there is scarce empirical 
work on the Connected Shopping Experience in this context. Building on the findings of 
previous work (Betzing, Beverungen and Becker, 2018; Herhausen et al., 2015; El Azhari and 
Bennet, 2015; Demko-Rihter and Ter Halle, 2015), the lack of digital integration in town 
centres may have contributed to the perceived poor Shopping Experience in this retail 
environment. As Rigby et al (2012) argue, a disturbance in the interaction across any channel 
can have negative implications on customer’s perception of the Shopping Experience. 
Consequently, customer’s outward behaviour in terms of patronage is affected. With calls to 
revitalise the town centre, exploring the implications of digital integration in town centres can 
inform our understanding of the problems for the town centre retailing (Stocchi, Hart and Haji, 
2016). From this perspective, exploring the implications of a Connected Town Centre 
Shopping Experience on town centre patronage intentions is timely.  
 
2.7 Research Gaps 
 
The review of the extant research on Connected Shopping Experience in the town 
centre context underlines three main gaps that currently exist in the literature, each with a 
subsequent gap within (see Figure 2-1). This research attempts to explicitly address the main 
gaps to make significant contributions to the literature. In doing so, the research will also extend 
our knowledge of the subsequent gaps.  
 
Gap 1a: A Comprehensive Measure of Shopping Experience in Town Centre Context.  
 
Researchers sought to measure the Town Centre Customer Experience construct by 
analysing multifaceted journeys to the town centre (Stocchi, Hart and Haji, 2016). However, a 
precise measure of Customer Experience should focus on a single experience 
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(journey/interaction) to outline specific customer interactions that contribute to this experience 
(Stein and Ramaseshan, 2016). To date, the lack of comprehensive measurement from a 
customer perspective limits our ability to operationalise the construct and address the patronage 
issue. Therefore, this research attempts to bridge this gap by exploring how customers perceive 
the Town Centre Shopping Experience and the touchpoints that contribute to its development.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Gap 1b: Relationship between Shopping Experience Measure and Different Patronage 
Intentions Beyond Revisit. 
 
The previous work in the literature pinpoints the effect of Shopping Experience on 
revisit intentions only (Terblanche, 2018; Stocchi, Hart and Haji, 2016; Hart et al., 2007). 
However, it is argued that the effect of Shopping Experience extends to other patronage 
intentions including spend and dwell. Thus, scholars emphasise the need to examine the effect 
of Customer Experience beyond a single indicator of patronage (Chan et al., 2015; De Keyser 
et al., 2015). Particularly in the town centre context, examining other patronage intentions is 
imperative to develop insights into where town centres are failing. Accordingly, this research 
attempts to draw further insights into the effect of this construct on different patronage 
intentions by taking a customer journey approach.  
Figure 2-1 Main and Subsequent Gaps in the Town Centre Literature 
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Gap 2: A Comprehensive Measure of Connected Shopping Experience in Town Centre 
Context 
 
 To date, there is little research on the Connected Shopping Experience in town centre 
context despite its significant importance in other retail formats. Literature argues that a 
Connected Shopping Experience entails interactions with the physical touchpoints and digital 
touchpoints including channels and technologies. However, as customers’ perceptions of 
digital integration varies across retail settings (El Azhari and Bennet, 2015), relying on the 
existing literature to develop a measure of Connected Town Centre Shopping Experience will 
lead to inaccurate findings. Thus, this research attempts to synthesise a measure of this 
construct by taking a customer-perspective approach.  
 
Gap 3: Conceptualisation of the Connected Town Centre Shopping Experience and its 
implications from a customer perspective.  
 
 
The emergence of digital retailing influenced customer’s expectation of the retail 
experience (Dennis et al., 2016). Yet to date, limited research exists on the role of digital 
integration in the development of the Shopping Experience in town centre context. Rigby 
(2011) argues that customers want the benefits of brick and mortar stores combined with the 
benefits of digital retailing. Evidence from store-level research suggests an effect of Connected 
Shopping Experience which embodies integrating digital channels in brick and mortar stores, 
on customer’s search, purchase and willingness to pay (Herhausen et al., 2015; Cao and Li, 
2015; Pauwels and Neslin, 2015). Consequently, this research will explore the Connected 
Town Centre Shopping Experience from a customer-perspective and its implications on town 
centre patronage intentions.   
 
Gap 3b: Role of Connected Experience on Patronage Intentions. 
 
The lack of digital integration constrained researchers from investigating the effect of 
digital integration on town centre’s patronage (Wrigley et al., 2015). Therefore, researchers 
called for exploring the role of digital touchpoints in influencing customers’ patronage 
intentions (Stocchi, Hart and Haji, 2016). By synthesising a precise measure of Connected 
Town Centre Shopping Experience, this research will contribute new insights into the effect of 
digital integration on the persistent issue with patronage.  
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2.8 Chapter Summary 
 
 This chapter provided an extensive review of existing research on Customer Experience 
in the broad marketing and retailing context. Then, the literature on Shopping Experience has 
been reviewed alongside the Connected Shopping Experience. Finally, research on Town 
Centre Customer Experience was evaluated to identify the main limitations in the literature.  
 
 Customer Experience is subjective, incorporating psychological responses to an 
interaction with touchpoints in the retail environment across each stage of the decision-making 
journey (Lemon and Verhoef, 2016; Lemke, Clark and Wilson, 2011). The totality of 
accumulated experiences guides customers’ in the decision-making in an iterative process, 
which influences their outward behaviour towards the retailer (De Kayser et al., 2015). 
Similarly, Shopping Experience is subjective to customers’ interactions with the tangible and 
intangible cues of the retail environment (Badgare and Jain, 2013). Customers develop 
psychological responses towards each interaction, which yields a perception of the Shopping 
Experience (Kerin, Jain and Howard, 1992). Across the pre-purchase, purchase and post-
purchase stages, customers accumulate perceptions of each touchpoint interaction (Otieno et 
al., 2005), which influence their patronage behaviour (Terblanche, 2018).  
 
 Research on Town Centre Customer Experience remains scarce. Despite the calls for 
consumer research, only two studies were conducted on the Town Centre Customer 
Experience. Whilst, they provide fundamental understanding of the Town Centre Customer 
Experience construct and its effect on town centre revisit intentions, measure specification 
limits the accuracy of the findings presented in the literature. Likewise, existing research lacks 
consideration of the role of digital integration on Town Centre Customer Experience. The 
emergence of digital retailing changed customers’ perceptions of the Shopping Experience as 
they demand seamless and connected interaction with multiple channels and retailers. Yet, this 
effect remains unaddressed in the town centre context (Stocchi, Hart and Haji, 2016; Wrigley 
et al., 2015). Accordingly, this research addresses the call of research by Stocchi, Hart and Haji 
(2016) by exploring the Connected Town Centre Shopping Experience and its implications on 
the town centre patronage intentions. The research contributes to the wider retail literature by 
providing empirical evidence to the effect of this construct on retail performance at a macro-
level such as town centre. The following chapter outlines the research philosophy and 
methodological approach adopted in this research.  
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Chapter 3 Research Philosophy and Design 
 
“Customers instinctively compare each new experience, positive or otherwise, with 
their previous ones and judge it accordingly.” (Meyer and Schwager, 2007, p.3) 
 
This chapter describes the research philosophy, design and sampling strategy used to 
achieve the objectives of this research. There are four sections: 1) research paradigms, which 
examine possible research paradigm to use for this research; 2) research design section that 
outlines the main stages of the research.  The multiphase mixed methods design used to explore 
a model of the Connected Town Centre Shopping Experience is outlined; 3) sampling strategy 
used in this research; 4) ethical considerations of this research. The chapter concludes with a 
summary of the chosen research design and method of each phase of the research design. 
 
3.1 Research paradigms 
 
A research paradigm is defined as “set of interrelated assumptions about the social 
world which provides a philosophical and conceptual framework for the organized study of 
that world” (Filstead, 1979, p. 34). It represents the researcher’s perceptions of the reality and 
being in the world (Ontology) and the set of possible relationships they may have towards that 
world (Epistemology) (Guba and Lincoln, 1994). A good research practice incorporates 
suitable consideration of the ontological and epistemological aspects of the research and the 
researcher. (Knight and Ruddock, 2003; Fellows and Liu, 2015). Therefore, it is important for 
the researcher to understand the philosophy of science and research paradigms because they 
can influence the researcher’s assumptions about the problem, the instruments and methods 
used in the quest for new knowledge (Ponterotto, 2005; Denzin and Lincoln, 2000). Johnson 
et al (2006) argue the need to consider different research paradigms available and select a 
suitable paradigm that can help answer the research question. Particularly in social 
investigation, understanding the philosophical consideration is important to design an 
appropriate methodology (Ma, 2015). This is because each paradigm perceives knowledge 
differently, which influence the data collection methods used to answer the research question 
(Lee and Lings, 2008).  
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Historically, researchers identified a spectrum of research paradigms based on their 
perceptions of reality. At one end, the Positivism paradigm assumes reality must be 
scientifically proven by scientific methods. On the other, the Interpretivism paradigm assumes 
that reality is subjective and socially constructed. Realism, which takes an intermediate 
position towards reality, has later been introduced to the spectrum. For this research, the three 
research paradigms Positivism, Realism and Interpretivism will be reviewed for their suitability 
for this research.  Table 3-1 highlights the main distinctions between the three philosophical 
stances present in the literature.  
 
Table 3-1 Research Paradigms Adopted in Retailing Research (adapted from: Bryman, 2016; 
Creswell, 2014) 
Research paradigm Positivism Realism Interpretivism 
Assumption 
The world has a set 
of laws, which 
makes the truth 
stable and easily 
observed. 
Latent constructs are 
significant if a 
theoretical validation 
exists. 
Latent constructs 
that includes beliefs, 
emotions, attitudes 
and perception is 
important to 
knowledge. 
Knowledge 
generation 
Scientific research 
that underpins 
cause-effect 
relationships. 
Reality can be 
measured and 
generalised, and it 
exists regardless of 
how it is perceived. 
Evaluating human 
processes that 
involve society and 
culture. 
Main research 
method 
Quantitative 
research approaches. 
Mixed methods. Qualitative 
approach. 
 
3.1.1 Positivism 
 
Positivism is one of the historical considerations adopted in research and it is commonly 
used in natural sciences research. In this paradigm, positivists acquire knowledge through 
scientific research that underpins cause-effect relationships as to make sense of the context of 
interest (Hunt, 1990; Fellows and Liu, 2008). This philosophical stance assumes that the world 
has a set of laws that makes the truth stable and easily observed (Hunt, 1990). It emphasises 
objectivism, where a researcher must adopt rigor, standard procedures and rely on factual 
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information to examine a phenomenon, therefore eliminating any sources of bias (Ponterotto, 
2005). Furthermore, this paradigm focuses on dualism, whereas the relationship between the 
researcher and the research is independent of one another (Ponterotto, 2005). From the 
perspective of a positivist, a phenomenon is real only when it can be apprehended, identified 
and measured (Ponterotto, 2005). As the truth is independent of the observer and participant, 
positivists disbelief in the existence of latent (unobservable) constructs that are created by 
psychological factors such as feelings and emotions. This is because of the complexity of 
observing and measuring them and the bias they could create, which can influence the findings 
of the research (Lee and Lings, 2008; Hunt, 1990).  
 
Since theory is central to this paradigm, a deductive research technique is adopted 
where the observer extracts knowledge from the literature, formulates hypotheses, and tests the 
validity of these hypothesis using rigours statistical tests (Bryman, 2016; Creswell, 2014; 
Cacioppo, Semin and Berntson, 2004). As a result, the primary research goal of a positivist is 
to verify the existence of phenomena using functional relationships that can be proved using 
mathematical formulas (Guba and Lincoln, 1994). Hypotheses are then accepted or rejected by 
testing them in various experimental situations to gain evidence in support of theory. The 
theory is verified and considered true when the findings of the research can be replicated and 
yield similar results (Ponterotto, 2005). Hence, the main purpose of this paradigm is to provide 
explanation of theory to predict and control the research problem (Ponterotto, 2005).  
 
Quantitative methodologies have been commonly used in positivist research due to the 
deductive nature of the paradigm that requires the formulation of hypotheses based on existing 
and verified literature. Such methodologies focus on the quantifications of observations and 
drawing interpretations by analysing causal or correlational relationships between defined 
empirical variables (Denzin and Lincoln, 2000; Ponterotto, 2005). Quantitative approaches can 
provide scientific explanations for a phenomenon. This is attributed to their ability to facilitate 
the collection of information from a larger sample, which enables generalisation of knowledge 
(Bryman, 2016). By using a rigorous sampling technique and structured approach, the 
measurements of the relationships enable a positivist to draw conclusions about the wider 
population from the findings beyond the sample involved in their study (Bryman, 2016).   
 
This research focuses on the Shopping Experience, which has similar characteristics as 
Customer Experience construct. It is latent in nature and subjective to customer’s interaction 
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with different touchpoints across the customer journey (Lemon and Verhoef, 2016; Verhoef et 
al., 2009; Meyer and Schwager, 2007). This construct incorporates feelings and sentiments that 
influence the customer’s perceptions of the interactions with the retail setting (Schmitt, 1999). 
However, Positivism paradigm does not acknowledge psychological factors such as 
perceptions and emotions because they are unobserved. Similarly, drawing theories from the 
literature to predict the touchpoints that influence Customer Experience may not provide 
holistic understanding of the actual touchpoints’ interactions (Stein and Ramaseshan, 2016). 
Collecting data through surveys to measure Customer Experience is questioned by Meyer and 
Schwager (2007) because of its inability to extract in-depth information that can help in 
explaining the perceived experiences. The limitations of measuring a latent construct using 
Positivism paradigm render its suitability for conducting research on the latent construct of 
Shopping Experience.  
 
3.1.2 Interpretivism 
 
Interpretivism acknowledges the importance of latent constructs including beliefs, 
emotions, attitudes and perceptions. Whilst positivists are viewed as objectivists, interpretivists 
are considered subjectivists because they assume that multiple and equally valid realities exist 
depending on the individual (Ponterotto, 2005; Hansen, 2004). Society and culture play a role 
in the human thought process of a phenomenon and influence an individual’s perception of it 
(Hunt, 1999). Thus, reality can be apprehended in different ways because it is independent on 
external entities and constructed in the mind of the individuals (Hunt, 1990; Ponterotto, 2005). 
Therefore, this paradigm has been referred to as ‘Social Constructionism’ because theory is co-
created between the researcher and participants through an interactive discussion that 
stimulates hidden values (Bryman, 2016; Lee and Lings, 2008; Ponterotto, 2005; Hunt, 1990).  
 
In contrast to positivists, interpretivists believe that unobservable constructs with 
intangible properties are essential to make sense of reality and being.  Interpretivists argue that 
reality is dependent on the subjectivity of humans and their beliefs and values, some of which 
may be difficult to quantify and observe (Hunt, 1990; Guba and Lincoln, 1994). Unlike 
positivist where rigor and standard methods are adopted in research to eliminate bias, this 
paradigm acknowledges the co-creation of knowledge between the researcher and the 
participants. The researcher has their own beliefs and values about realities, which may 
intervene during the data collection and analysis process (Denzin and Lincoln, 2000; Hunt, 
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1990). As a result, variation in findings is acceptable in this research paradigm. Interpretivists 
do not believe in generalisation of knowledge due to the complexity of human beings, which 
makes the researcher interpret the behaviour of each sample differently (Lee and Lings, 2008). 
 
Interpretivism paradigm develops knowledge through capturing the behaviours of 
people within a target sample and make sense of their actions (Fellows and Liu, 2008). Hence, 
an inductive research approach is taken by interpretivists to develop theories from real data 
instead of existing literature (Lee and Lings, 2008). This paradigm is associated with 
exploratory research and adopts a qualitative approach where the researcher examines the 
context of interest by asking respondents to use their own language and senses to describe the 
phenomenon, and then evaluate their responses based on the perceptions of the researcher 
(Ponterotto, 2005; Denzin and Lincoln, 1994). The findings of qualitative work are presented 
in everyday language and supported by evidence from participants’ words to explain the 
research question (Taylor and Bogdan, 1998). Despite its rich insights, the reliability and 
validity of interpretivists work is questioned because of the small sample size and subjectivity 
of questions and responses, which creates complexity in knowledge generalisation across wider 
population. Therefore, the findings of interpretivists’ research must be validated through 
iterative processes and debates between researchers to find consistency (Hunt, 1990; Zinkhan 
and Hirschheim, 1992).  
 
Since Customer Experience incorporates customer’s perceptions and emotions towards 
touchpoints’ interactions, an interpretivist approach would allow the researcher to capture and 
evaluate people’s perception of Customer Experience using qualitative approaches such as 
interviews and diaries (Stocchi, Hart and Haji, 2016; Stein and Ramaseshan, 2016). Exploring 
the Connected Town Centre Shopping Experience through this paradigm would seem 
appropriate due to the use of qualitative data that can increase the accuracy of the measures 
developed (Stein and Ramaseshan, 2016). Specifically, with the limited understanding of the 
role of digital integration in developing the Town Centre Customer Experience (Stocchi, Hart 
and Haji, 2016), qualitative research can provide detailed insights into the way customers 
perceive digital integration in the Town Centre Shopping Experience.  
 
Nevertheless, the aim and objectives of this research are to explore a model of the 
Connected Town Centre Shopping Experience that underpins the effect of this construct on 
patronage intentions. Qualitative research is appropriate when exploring a research 
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phenomenon rather than measuring it.  Hence, neither of the extreme paradigms can achieve 
the aims of this research. On one hand, Interpretivism restricts knowledge generalisation. On 
the other, Positivism does not acknowledge the existence of latent and subjective constructs. 
Historically, researchers in Marketing and Retailing tend to take a neutral view when dealing 
with similar constructs (Zinkhan and Hirschheim, 1992). A Realism approach is intermediate 
to both paradigms that allows the measurement and generalisation of latent constructs such as 
Connected Town Centre Shopping Experience.  
 
3.1.2 Realism 
 
The paradigm of Realism takes an intermediate position between the two more extreme 
research paradigms. This philosophical stance shares mutual characteristics with Positivism 
and Interpretivism when perceiving reality and being. Like positivists, realists assume that 
reality is independent on the researchers’ perceptions of being, it is measurable and 
generalisable (Lee and Lings, 2008). Yet, realists argue that latent constructs (which 
incorporate psychological perceptions) are measurable and useful to develop knowledge if a 
theoretical validation exists (Hunt, 1991; De Vellis, 2003). They believe that latent constructs 
can be indirectly but approximately observed though different observable constructs (Hunt, 
1991), which enables the researcher to measure them and understand their significance. Thus, 
supporting the Interpretivism paradigm. 
 
In this paradigm, existing structures and relationships that operate independently of 
perceptions can be used to develop theoretical knowledge (Zinkhan and Hirschheim, 1992).   
Despite their observational complexity, realists believe that a latent construct can become 
directly observable and measurable (Hair, Bush and Ortinau, 2006; Hunt, 1991) as it operates 
as an antecedent of sub-components that reflects the subjectivity of the construct (De Vellis, 
2003). Yet, realists consider a latent construct as valid and reliable if it is associated with other 
constructs within a hypothesised nomological or theoretical network (Hair, Black, Babin, 
Anderson and Tatham, 2006). A latent construct exists if only the relationships of its sub-
components can influence the behaviour as hypothesised (De Vellis, 2003). Therefore, Realism 
supports knowledge generalisations of latent constructs as the existence of such constructs 
within a nomological network facilitates testing them on a wider population (Zinkhan and 
Hirschheim, 1992). In line with Positivism, the findings of Realism research are considered 
valid if it can be replicated with consistent results (Hunt, 1990). 
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Customer Experience is defined as a latent construct (Verhoef et al., 2009) because it 
is holistic, and incorporates subjective and psychological responses of consumers. From an 
ontological stance, Realism appears most suitable approach for this research since it attempts 
to explore model of the Connected Town Centre Shopping Experience. From a methodological 
stance, Realism does not imply a specific methodology. It takes a pragmatic approach to use 
multiple and available methods to answer the research question. Mixed methods research has 
been implemented by realist scholars. Through the adoption of mixed methods approach, the 
researcher can answer complex questions that cannot be answered using a single method 
(Creswell, 2018). Likewise, this research approach can minimise the weakness of quantitative 
and qualitative approaches and provide a better understanding of the research problem (Patton, 
1990; Creswell, 2014). Adopting this approach ties in with De Kayser et al (2015) 
recommendation for using multiple methods to measure Customer Experience. 
 
The next section reviews the literature of research design and describes the mixed 
methods research design adopted in this research. 
 
3.2 Research Design 
 
Literature has classified research designs into exploratory or explanatory (Churchill, 
1999). Whilst exploratory research is mainly concerned with qualitative approaches to develop 
comprehensive knowledge of a vague construct, explanatory research adopts quantitative 
approaches to test hypotheses developed by the researcher based on their understanding of the 
literature (Bryman, 2016; Creswell, 2014; Churchill, 1999). According to Creswell (2018), 
different methodological approaches can be used to fulfil the objectives of a research: 
Qualitative, Quantitative and Mixed Methods.  
 
Denzin and Lincoln (2003) argue that qualitative research is an inductive approach that 
explores a central phenomenon in a specific context. It examines participants’ experiences and 
interactions, which generates perception of a specific phenomenon (Creswell, 2014). As a 
result, hypotheses and relationships are developed based on participants’ understanding of the 
research question. This approach is commonly used to understand new theories through 
personal interpretation of the meanings of the collected data. Since this approach relies on real-
life settings for data collection, this approach enables the researcher to discuss in-depth the 
phenomenon with the participants, hence generating rich analysis of the what and why 
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questions of the explored theory (Eli, 2009). Despite the richness of the analysis, the findings 
are based on personal interpretation of the researchers, which makes them (Creswell and Plano-
Clark, 2017). Likewise, the data describes the research phenomenon by using participants’ own 
words (Taylor and Bogdan, 1998). Therefore, the findings are only generalisable in a specific 
context (Creswell, 2018).   
 
Quantitative research is a deductive approach where the hypotheses are developed 
based on existing theories (Bryman, 2016). Using statistical tools, this approach focuses on 
identifying causal or correlational relationship between empirical variables (Denzin and 
Lincoln, 2000). Data is collected across large samples to examine the accuracy of 
measurements of a specific construct (Ponterotto and Grieger, 1999), which allows 
generalisability of the findings beyond the research sample (Bryman, 2016). However, this 
approach does not incorporate human explanations of the statistical findings nor provide an 
understanding of the context that people live in (Creswell and Plano Clark, 2018). Our 
understanding of the “why” aspect of the phenomenon is restricted as the justification of the 
research phenomenon is limited to the researcher’s interpretation of the numerical findings 
(Eli, 2009).  Hence, the researcher’s personal biases may intervene and influence the findings 
of the research.  
 
De Kayser et al (2015) urged researchers to adopt multiple approaches to measure 
Customer Experience precisely. Mixed methods research allows the researchers to ask different 
questions that are best answered using different methodologies, which provide clearer 
understanding of the phenomenon (Creswell and Plano Clark, 2018). This innovative research 
explores a model of the Connected Town Centre Shopping Experience. Whilst quantitative 
methods measure a construct and draw interpretation of the results, qualitative work is vital to 
determine what should be encoded in the quantitative variables (Creswell and Plano Clark, 
2018). Due to scarcity of knowledge on the role of digital integration in town centre context 
(Stocchi, Hart and Haji, 2016), town centre customers are central to this research because their 
perceptions of the Connected Town Centre Shopping Experience is important to define the 
measures that will enable the research to identify constructs of the model accurately (El Azhari 
and Bennet, 2015). Therefore, a combination of qualitative and quantitative methods will 
provide rich insights into this construct and allow generalisability of the findings across a larger 
sample.  Further, it allows participants to shape the findings of the research and contribute to 
changes in their community (Creswell and Plano Clark, 2018; Greysen et al., 2012). 
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3.2.1 Mixed Methods Research Design 
 
Mixed methods research is “practical in the sense that the researcher is free to use all 
methods possible to address a research problem” (Creswell and Plano Clark, 2007, p.10). In 
this approach, the researcher can select multiple paradigms to help answer complex questions 
(Gelo, Braakmann and Benetka, 2008). This approach uses an inductive-deductive approach to 
induce new theories using observations, facts and evidence, which can be used to predict, 
develop hypotheses, and validate theories about the studied phenomenon (Grimstad, 2013). It 
incorporates elements of qualitative and quantitative approaches to provide clearer 
understanding of the research problem (Creswell, 2014).  
 
Mixed methods approach is resource intensive (time and money) and requires 
researcher expertise in different methods of data collection and analysis (Creswell and Plano 
Clark, 2018). Nonetheless, this approach has recently attracted attention from Retailing 
researchers for different reasons. Firstly, in new research where limited information exists 
about the variables that need to be measured, mixed methods allow the researcher to explore 
the research questions and variables qualitatively prior to statistically examining the data to 
generalise the findings (Creswell and Plano Clark, 2018). Secondly, through the integration of 
different data types, researchers can enhance the reliability, validity and generalisability of their 
findings by overcoming the biases associated with qualitative and quantitative research 
(Creswell and Plano Clark, 2018; Toomela, 2008). As a result, this design can provide a 
comprehensive picture of the research phenomenon through the incorporation of thematic and 
statistical data in the analysis (Creswell and Plano-Clark, 2018). 
 
Several designs have been developed in mixed methods research. Table 3-2 briefly 
highlights the variations in mixed methods research designs present in the literature. For this 
research, Multiphase mixed methods design is implemented. In this design, the researcher can 
use different methods at each phase to explore the research question and develop an instrument 
to explore the subsequent research question: “By integrating qualitative and quantitative 
methods and findings into the study design, researchers can gain deeper insights into the 
participant’s point of view, explore complex social phenomena, and effectively tailor 
intervention approaches” (Peterson et al., 2013, p.218). It is appropriate when the researcher 
has different research questions that build on each other, or an instrument needs be designed to 
measure the implications of a program (Creswell and Plano Clark, 2018; Creswell, 2014). 
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The limitations in the literature regarding knowledge of the Connected Town Centre 
Shopping Experience makes it imperative to have a combination of qualitative and quantitative 
phases sequentially and concurrently to deliver the objectives of this research. In such case, 
Creswell and Plano Clark (2018) argue the importance of exploring the research question 
qualitatively as to develop instruments to measure the constructs quantitatively and generalise 
the findings. Whereas digital integration is new concept in town centre context, this design 
allows comparison to be drawn before and after the digital integration (Creswell and Plano 
Clark, 2018). Consistently, a Multiphase mixed method design was developed as shown in 
Figure 3-1. This figure presents an overview of each phase of the research design including the 
aims, objectives, methods and sampling technique used.  
 
Table 3-2 Review of Mixed Methods Research Designs (Creswell and Plano Clark, 2018; 
Creswell, 2014) 
 
Design Description 
Convergent mixed 
methods  
Quantitative and qualitative data is collected concurrently and merged in 
the analysis stage to provide a comprehensive understanding of the 
research problem. 
Explanatory sequential 
mixed methods 
Researcher collects and analyses quantitative data first and then 
implements a qualitative research to explore the findings of the research 
in-depth. Main aim of this design is to provide explanation for the 
quantitative results. 
Exploratory sequential 
mixed methods 
Qualitative data is collected from the view of participants and analysed to 
develop an instrument or identify set of variables to measure a research 
problem. Main aim of this design is to develop a quantitative instrument 
(survey, experiment) or identify new variables that can be tested in 
quantitative studies.  
Transformative mixed 
methods 
Use of theoretical frameworks to guide the design of the study. 
Quantitative and qualitative data could be converged or sequentially 
ordered in this design. 
Embedded mixed 
methods 
This design incorporates a large quantitative or qualitative design in which 
a qualitative or quantitative data collection is embedded within the design. 
Embedded data plays a supporting role in the overall research design. 
Multiphase mixed 
methods 
A combination of concurrent and/or sequential strategies are used in 
tandem over time to provide better understanding of the research problem.  
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Aim: Understand how customers perceive the 
Connected Town Centre Shopping Experience 
across their shopping journeys and its implications 
on future patronage intentions. 
Objective: Develop an instrument to capture the 
antecedents of connected Town Centre Shopping 
Experience. 
Sample: Judgment sampling in Loughborough 
Town Centre. 
Data analysis: 3 focus group (6-8 members) 
analysed using thematic analysis (NVivo 12).  
Phase I – Exploratory qualitative research 
using focus groups 
 
Aim: Explore the touchpoints that constitute the 
Connected Town Centre Shopping Experience 
across the customer journey  
Objective: Devise a model for the Town Centre 
Shopping Experience by exploring the physical and 
digital touchpoints that contribute to the Connected 
Town Centre Shopping Experience. 
Sample: Purposeful random across 6 UK town 
centres. 
Data analysis: 193 entries analysed using Thematic 
analysis (NVivo 12) and Logistic Regressions 
(Stata).    
Phase II – Convergent mixed methods 
using hybrid diary-based questionnaire 
Aim: To explore a theoretical model of the Town 
Centre Shopping Experience model that will allow 
capturing the effect of digital interactions.  
Objective: Examine the effect of digital 
integration on Shopping Experience and patronage 
intentions across treatment and control groups. 
Sample: Purposeful random in Loughborough 
Town Centre. 
Data analysis: A total of 388 entries analysed 
using Structural Equation Modelling and F-
statistic tests. 
Phase III – Exploratory quantitative 
research using experimental design 
Multiphase Mixed Methods Design 
Figure 3-1 Phases of the Research Design  
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Phase I: Exploratory Qualitative Research  
 
In Phase I, an exploratory qualitative research is conducted. Exploratory research 
provides specific insights into the perception of participants regarding the constructs and 
variables in the context of interest (Churchill, 1999; Hair, Bush and Ortinau, 2006).  In the 
early stages of research, an exploratory approach enables the researcher to collect primary data 
from a small sample, which is useful to understand the nature of marketing phenomena and 
provides preliminary insights into the research problem (Churchill, 1999; Malhotra and Birks, 
2003). However, the generalisability of the findings is limited in this approach due to the use 
of small sample size (Bryman, 2016). Yet, this stage is vital for this research for different 
reasons. Firstly, Customer Experience is a high order construct, which requires further 
specifications to measure it accurately (Stein and Ramaseshan, 2016; Homburg, Jozic and 
Kuehnl, 2015). Recent work by Stocchi, Hart and Haji (2016) explored customers perception 
of the Town Centre Customer Experience by analysing different journeys to the town centre. 
Accordingly, the multifaceted nature of the scholars’ measure limits the precision of their work. 
By focusing on the shopping journey, a precise measure of the Shopping Experience can be 
attained, which will help in developing our understanding of the Connected Town Centre 
Shopping Experience construct.  
 
Secondly, the concept of a digitally enhanced town centre is relatively new in UK town 
centres. The literature offers limited understanding into the dynamics of digital integration in 
this context. Hence, previous studies focused on the physical touchpoints that contribute to the 
Town Centre Customer Experience due to the limited digital infrastructure in town centres 
(Stocchi, Hart and Haji, 2016; Hart, Stachow and Cadogan, 2013). This raises the call to 
explore ‘what’ customers perceive as Connected Town Centre Shopping Experience, and 
‘how’ it is developed. Hence, a qualitative approach is used in Phase I to develop an 
understanding of this construct because it allows people to express themselves using their own 
language (Easterby-Smith, Thorpe and Lowe, 2002; Miles and Huberman, 1994). 
 
To achieve the objectives of this phase, focus group methodology is used. This 
approach is a commonly used in Marketing and Retailing literature because of the flexibility 
and richness of the data obtained during the study (Hair et al., 2017). A focus group is a social 
setting where participants and researchers engage in a discussion over a specific topic (Hair et 
al., 2017; Easterby-Smith, Thorpe and Lowe, 2002). It enables the researcher to get a shared 
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understanding of the phenomenon across several people in timely manner (Hair et al., 2017).  
Through an interactive discussion, the researcher can develop new understanding of the 
research problem by exploring the experiences and beliefs of others (Morgan, 1997). 
Therefore, focus groups enable the researcher to establish an understanding of the Connected 
Town Centre Shopping Experience by allowing several respondents to explain how they 
perceive this construct, its development, and its implications on their patronage intentions.   
 
 Despite its wide use in academic research, scholars acknowledge the limitations of this 
approach in terms of generalisability and reliability of the data that are influenced by the 
researcher’s perspective (Hair et al., 2017).  The method depends on saturation technique 
where the researcher assesses whether the data is enough to conduct the analysis (Teddlie and 
Yu, 2007). With this approach, researchers may have different perceptions of rich data and risk 
omitting insightful information from other participants. Yet, the insightful data gathered 
through focus group makes this approach appealing in exploratory research (Bryman, 2016). 
Through an engaging discussion between participants, the research can extract further 
information about an emerging phenomenon beyond the pre-determined questions (Bryman, 
2016). The spontaneous discussion in this setting allows the extraction of specific observations 
including emotions, beliefs and experiences that can help answer the research question (Hair 
et al., 2017). The findings of Phase I are used to develop the research instruments for Phase II, 
to capture the antecedents and precedents of the Connected Town Centre Shopping Experience 
model. The methodology and findings of Phase I is detailed in chapter 4. 
 
Phase II: Convergent Design  
 
In Phase II, a convergent design is adopted. Convergent designs allow the researcher to 
“…obtain different but complementary data on the same topic” (Morse, 1991, p.122) for 
incorporation and/or validation purposes (Creswell and Plano Clark, 2018). The researcher 
collects qualitative and quantitative datasets, analyses them separately and then merges them 
to draw conclusions. From this perspective, a convergent design enables the researcher to attain 
depth in the findings by complementing the strengths and weaknesses of qualitative and 
quantitative research (Patton, 1990). The incorporation of both datasets helps to examine new 
relationships outlined in the qualitative and quantitative analysis (Creswell and Plano Clark, 
2018). Despite being resource intensive, this design facilitates the use of rigorous approaches 
of data analysis that involve comparison confirmation, disconfirmation or cross-validation of 
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the results (Greene, Caraceli and Graham, 1989). Thus, it is used in Phase II to help identify 
the determinants of the Connected Town Centre Customer Experience. Qualitative and 
quantitative data is required for to attain valid and generalisable insights into the physical and 
digital touchpoints that customers interact with during their shopping visit. Qualitative data 
will provide insights into the antecedents of Connected Town Centre Shopping Experience and 
its implications on town centre patronage intentions. Meanwhile, quantitative data is used to 
provide statistical evidence for relationships provided in the literature across a large sample 
(Terblanche, 2018; Stocchi, Hart and Haji, 2016; Verhoef et al., 2009).  
 
To achieve the objectives of this phase, a hybrid questionnaire that incorporates open-
ended and closed-ended questions will be used. Open-ended provide depth in data as 
respondents freely express their opinions with minimal influence from the researcher (Kumar, 
2014). Hence, they would allow respondents to reflect in their own words on their Town Centre 
Shopping Experience across each stage of the customer journey. This can yield detailed 
insights into the physical and digital touchpoints that customers interact with throughout their 
shopping visit (Lemon and Verhoef, 2016; Lemke, Clark and Wilson, 2011). Due to limited 
evidence on the Connected Town Centre Shopping Experience, using open-ended questions is 
important to overcome the research-imposed bias in retail literature and increase the accuracy 
of the Shopping Experience measure (Stein and Ramaseshan, 2016; Gautschi, 1981). 
 
Closed-ended questions were included to assess the reliability of previous findings in 
the literature (Stocchi, Hart and Haji, 2016; Verhoef et al., 2009), and to increase the 
comparability of the answers (Saunders et al., 2009). Research suggests that customers may 
find difficulties recalling all the touchpoints they interreacted with during the customer journey 
(Stein and Ramaseshan, 2016; Verhoef et al., 2009; Puccinelli et al., 2009). Hence, the use of 
closed-ended questions with predetermined answers may help respondents to recall their 
shopping visits better and provide confirmatory analysis between the qualitative and 
quantitative findings. Qualitative and quantitative data were analysed independently and then 
converged to identify the determinants of the Connected Town Centre Shopping Experience. 
Further details about the methodology adopted in this phase is outlined in chapter 5. 
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Phase III: Exploratory Experimental Design  
 
In Phase III, a survey-based experimental design is implemented to draw a model of 
the Town Centre Shopping Experience that will help explore the effect of digital interaction on 
the constructs in this model. This approach was informed by the findings of Phase II that 
showed lack of customers’ awareness and interaction with the digital touchpoints of the town 
centre. Experimental design is concerned with quantitative research where the researcher 
explores the influence of specific conditions on an outcome (Shadish, Cook and Campbell, 
2002). This method helps to identify “why certain events occur, and why they happen under 
certain conditions not others” (Hair et al., 2017, pp.123-14). Typically, researchers try to 
determine the relationship between the independent (digital integration) and dependent 
variables (Town Centre Shopping Experience) before the research, then manipulate the 
independent variable in a controlled setting to measure the causal relationship (Hair et al., 
2017). As a result, experimental design draws attention to explore a theory rather than statistical 
effect between two variables, whilst holding other variables constant (Highhouse, 2009; 
Calder, Phillips and Tybout, 1981).  
 
Experiments seek to determine whether an independent variable (treatment) has an 
impact on the outcome across the treated group and controlled group (Creswell, 2014). 
Conclusions regarding the effect of an independent variable is made by measuring the changes 
in the dependent variable. As experiments are conducted mainly to explore causal relationships 
(Courtright, 1996; Lang, 1996), the interpretation of findings is questioned in the literature 
because of the representativeness of the sample used in contrast to the population (Erba et al., 
2018).  However, scholars argue that the main aim of experiment is to investigate the theory 
instead of generalising it, which makes any sample within the theory’s domain a representative 
sample (Highhouse, 2009; Calder, Phillips and Tybout, 1981; Chow, 1997).  
 
To overcome the concerns of generalisability, the survey-based experiments approach 
is becoming more popular in Marketing and Retailing research because it allows the researcher 
to “… establish causal relationships that are generalisable— that is, they try to maximise 
internal and external validity” (Barabas and Jerit, 2010, p.226). Whilst survey methodology is 
frequently used in the Marketing and Retail discipline to allow the researcher to “... understand, 
explain and predict marketplace behaviour” (Rindfleish et al., 2008, p.261), experiments 
provide better explanations for casual relationships between subjective constructs because the 
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researcher can capture feelings and beliefs of participants during the research setting (Hair et 
al., 2017). Through a combination of experiment and survey designs, the generalisability of 
the findings is improved as the survey structure allows administration of the experiment to a 
wider population (Mutz, 2011).   
 
Experimental designs have been central to Marketing research for a long time by 
allowing marketing researchers to investigate the relationships between variables of interest 
across certain conditions (Highhouse, 2009; Hair et al., 2017). Recently, multiple channel 
literature adopted experimental designs to explore the effects of online-offline integration on 
customers’ outward behaviour (Herhausen et al., 2015; Emrich, Paul and Rudolph, 2015; 
Emrich and Verhoef, 2015). A scenario-based experiment is integrated in the survey to 
immerse the respondents in an imaginary situation that reflects a real-life experience. The 
findings are then compared between the treated group and controlled group to answer the 
research question. This approach is desirable where concepts are not fully developed in the 
literature. For example, in the case of limited digital infrastructure in UK town centres, a 
scenario-based experimental design can elicit new knowledge regarding the effect of 
Connected Town Centre Shopping Experience. Data is analysed using statistical tools to 
compare the findings between treated and controlled groups to draw conclusions about the 
research question.  Detailed information about this methodology is illustrated in chapter 6. The 
following section discusses the sampling strategy administrated in this research.  
 
3.3 Sampling  
 
Sampling technique and sample size have been long debated in the research design 
(Creswell, 2014; Mason, 2010; Charmaz, 2006; Guest, Bunce and Johnson, 2006; Ritchie et 
al., 2003). In terms of sampling technique, there is a consensus in the literature that the research 
aims, objectives and research design guide the selection process of the sampling strategy 
(Mason, 2010). Whether the research approach is qualitative, quantitative or mixed methods, 
Morse and Niehaus (2009) argue that sampling methods should be adequate to the research 
approach to maximise the efficiency and validity of the research.  
 
In quantitative research, the researcher’s aim is to achieve representativeness of the 
population (Teddlie and Yu, 2007), which allow generalisation of the findings (Palinkas et al., 
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2015). Probability sampling (also referred to as Random sampling) techniques are heavily 
adopted in this research because it involves “… selecting a relatively large number of units 
from a population, or from specific subgroups (strata) of population, in random manner where 
the probability of inclusion for every member of the population is determinable” (Tashakkori 
and Teddlie, 2003, p.713). With this approach, every member in the target population has an 
equal chance to be selected in this study. The selection process is independent of the 
researcher’s opinion, which makes the respondents eligible to represent the population (Teddlie 
and Yu, 2007). In terms of quantitative samples, the simplicity of probability sampling allowed 
scholars to draw recommendations to determine the sample size in quantitative studies. For 
instance, Churchill (1999) suggests that the sample size is determined based on the number of 
instruments and variables tested. Other approaches to determine the sample size include 
statistical power, confidence level and method of analysis (Alreck and Settle, 1995; Weisberg 
and Bowen, 1977; Roscoe,1975). 
 
Meanwhile, the purpose of qualitative studies is to achieve deeper understanding of the 
research phenomenon (Patton, 2002). Researcher put emphasis on identifying members of the 
population that will enrich the findings of the research (Creswell and Plano Clark, 2018). This 
approach is coined as Purposeful sampling (also referred to as Purposive sampling), which is 
a common technique adopted in qualitative research (Teddlie and Yu, 2007). Instead of random 
selection, the researcher uses their judgement to assess the population and select the 
participants that fit the research problem (Teddlie and Yu, 2007; Tashakkori and Teddlie, 
2003). Maxwell (1997) suggest that in this approach “… particular settings, persons, or events 
are deliberately selected for the important information they can provide that cannot be gotten 
as well from other choices” (p.87). An adequate sample size in qualitative research remains 
unclear. Glaser and Strauss (1967) argue that the sample size in qualitative approach is 
determined by saturation where the data can be collected until new data does not inform new 
understanding of the explored phenomenon. However, the practicality of this approach is 
questioned in qualitative research because of the variation in aims and objectives of research, 
the quality and expertise of the researcher, heterogeneity and context of study, and accessibility 
to resources (Charmaz, 2006; Jette, Grover and Keck, 2003; Ritchie et al., 2003). Thus, the 
generalisability of qualitative research is challenged by quantitative scholars.   
 
Sampling in mixed methods research is an important consideration in research design, 
as the findings of each method influence the interpretation of the findings that inform the next 
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stage of research (Onwuegbuzie, 2007). Depending on the research purpose, a combination of 
probability and purposeful sampling is adopted in mixed methods research (Teddlie and Yu, 
2007). Whereas both techniques focus on selecting adequate sample for the research study, 
their findings are limited in terms of transferability or generalisability (Teddlie and Yu, 2007). 
By combining both sampling techniques, the researcher attains depth and breadth data from the 
population and minimise the concerns associated with sample size.  
 
In this research, purposeful random sampling is used to collect data across the phases 
of the research design. Teddlie and Yu (2007) recommend purposeful sampling when the 
mixed methods research aims to develop new measures, or conceptual models for an emerging 
concept.  Purposeful sampling is a common technique mainly used for inductive research where 
the research aims to gather insights into an emerging phenomenon rather than theory 
generalisation (Patton, 2002). Whilst traditional approach is criticised for the potential 
selection bias that influence representativeness of the population, this issue is minimised in 
purposeful random sampling (Kemper et al., 2003). This sampling technique increases the 
credibility of the findings of this research because it allows random selection of participants 
within the target population. Further, this technique is suitable when there is limited 
accessibility to participants with expressive and articulate experiences to help explore the 
emerging phenomenon (Bernard, 2002).  
 
Since this research is part of a funded work from Loughborough University, the 
researcher has time constraints that restricts the duration of data collection, thus influencing 
the choice of sampling technique (Green and Thorogood, 2009). As the research design is 
Multiphase mixed methods, time and resources are two factors to consider in the sampling 
process of each stage. There are limited guidelines on sampling methods in mixed methods 
literature, hence the choice of sampling technique and sample size is determined based on the 
objectives of each phase of the research (Palinkas et al., 2015). The following sub-section 
discusses the overall sampling technique used. It is noteworthy that the sampling approach 
adopted in each phase of the design will be discussed in their subsequent chapters.  
 
3.3.1 Overall Sampling Approach – Quota Sampling  
There are different guidelines for the selection of purposeful sampling in the literature, 
(Teddlie and Yu, 2007). In this research, the researcher’s focus is to achieve representativeness 
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and comparability by identifying instances that represent the Town Centre Shopping 
Experience and draw differences between Physical vs. Connected Town Centre Shopping 
Experience. Thus, stratified purposeful sample (Quota sampling) will be used in this research. 
It is a tool that gather insights into a phenomenon from a selected number of individuals who 
are carefully selected to “… maximise the understanding of the underlying phenomenon” 
(Onwuegbuzie, 2007, p.287). This technique is widely used in mixed methods research because 
the stratified nature of the approach entails the characteristics of probability and purposeful 
sampling (Teddlie and Yu, 2007), which enhances the representativeness and saturation of the 
research. The researcher identifies a quota with the characteristics of the participants required 
for the study, and then recruits participants that best fit the research problem (Onwuegbuzie, 
2007). Using a narrowly focused purposeful sample, the transferability and generalisability of 
mixed methods research is improved (Teddlie and Yu, 2007).  
 
Despite the large number of retail venues in the UK, accessing data about them can be 
costly to obtain.  The researcher had access to 2015 Experian Goad data for two regions in the 
United Kingdom: Leicestershire and Warwickshire. This research focuses on market towns 
because they are at higher risk in contrast to cities (Wrigley et al., 2015). Leicestershire and 
Warwickshire are in the Midlands and share similar characteristics in terms of their market 
towns. Both regions have similar characteristics of towns in terms of size, attractions, and 
employment, which can lead to consistent data collection. The Experian dataset has 
information about the demographics split of each town in both regions. Additionally, the 
dataset has information about existing retail parks and shopping malls in these regions. Table 
3-3 provides information about the retail sites provided in the Experian dataset. The Experian 
dataset was reduced by elimination to ensure that the town centres considered for this research 
represent the average town centre in terms of retail and non-retail variety. The elimination 
process criteria include:  
 
1. Locations with historic tourists’ profiles (Stratford Upon Avon).  
2. Small size towns that offer limited accessibility and shopping variety for shoppers 
(Oadby, Wigston, Kenilworth, Syston, Melton Mowbray and Lutterworth).  
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From the remaining town centres, three towns were selected from each region to fit the 
category of top performers, average performers and under-performers. The categorisation of 
towns was based on 2015 Experian Goad data about the retail variety and vacancy rates in 
Leicestershire and Warwickshire regions. 
 
Table 3-3 Selected town centres based on their retail performance (Adapted from 2015 
Experian Goad data and ERS research and consultancy report 2015) 
Region Top performer Average performer Under performer 
Warwickshire Leamington Spa Warwick Rugby 
Leicestershire Market Harborough Loughborough Coalville 
 
Following a check of the average demographic split in the UK (Wrigley and Lambiri, 
2014), both regions chosen for this research as they represent the typical demographic split of 
United Kingdom population. The Experian dataset shows the demographic split of each town 
in these regions. Both regions have university towns (Loughborough and Warwick), which 
contribute to consistent demographic split across both regions. The data of each town was 
aggregated per region and an average demographic split is displayed in the following pie charts. 
 
 
 
 
 
 
 
 
 
Figure 3-2 Warwickshire Region Age Split Figure 3-3 Leicestershire Age Group Split 
Figure 3-4 Demographic Split of Leicestershire and 
Warwickshire Regions 
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It is noteworthy that the six towns in both regions represent a similar demographic split 
in terms of age, gender and occupation. This resulted in a consistent quota sample for both 
regions, which helps achieving suitable participants spread across the study. Since this research 
investigates the Connected Town Centre Shopping Experience, the quota sample had an 
additional filter ‘access to smartphones. This is because smartphones play a significant role in 
creating a Connected Shopping Experience across the physical and digital domain (Pantano 
and Priporas, 2016; Demko-Rihter and Ter Halle, 2015; Verhoef, Kannan and Inman, 2015; 
Cao and Li, 2015). Table 3-4 elaborates the quota sample devised for this research. 
  
Table 3-4 Target Respondents for Phase I, II and III  
Quota Criteria Target % 
Gender 
Male 48% 
Female 52% 
Age group 
18-30 years 25% 
30-55 years 49% 
55+ years 26% 
Socio-demographics 
AB 9% 
C1&C2 46% 
DE 45% 
Access to 
smartphones 
Yes 
 
The sample size and demographic of each phase was dependent on the objectives and 
resource availability. Detailed information about each sample is outlined in the subsequent 
chapters. The next section discusses the ethical considerations in this study and how they were 
approached.  
 
3.4 Ethical Awareness  
 
 A good research practice incorporates ethical consideration of the research design in 
terms of collecting, storing and analysing data morally as well as reporting the data fairly and 
responsibly (Saunders et al., 2009). As this an exploratory research, human participants were 
involved in different phases of the research design. As a result, the researcher had to obtain 
prior ethical clearance from Loughborough University ethics committee before collecting the 
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data. The researcher submitted and subsequently received ethical clearance approval on each 
data collection strategy. Due to the use of Multiphase mixed method design, the researcher had 
to account for important ethical considerations raised by Kemper et al (2003) regarding the 
sample and recruitment process of each phase. 
 
 Focus group methodology was adopted in Phase I. Participation in this phase was 
voluntary as the researcher distributed an email to the participants for recruitment purposes. 
The researcher designed a research description sheet that explains the purpose of the research 
and participants’ rights in this study. A consent form was signed by each participant to grant 
the researcher a permission to use their responses in this research. To protect participants’ 
identity, participants’ information including name, age, gender and occupation was 
anonymised. This phase is exploratory in nature therefore, the demographic information is not 
central to the data analysis. In compensation for their time, participants had complementary 
access to food and drinks. All focus groups were recorded, transcribed and stored on an 
encrypted hard drive.  
 
 In contrast to Phase I when participants had to be present physically, Phases II and III 
were conducted remotely using online questionnaires. Both phases were designed using 
Qualtrics platform, which Loughborough University has a licence for. Participation in both 
studies were voluntary and the recruitment process was conducted through: 
 
1. The researcher advertised the call for participants on the official social media pages of 
the town centres. In town centres with a university, the researcher posted the call for 
participants on the social media pages of the universities.  
2. Street intercept approaches where shoppers were presented with the link for the study 
to complete it at their convenience.  
3. Emailing BID teams of each town centre requesting them to share it within their town 
centre.  
4. Emailing contacts in each town centre to distribute the study within their networks.  
 
Each study had an introduction page explaining the purpose of the research, confidentiality 
information, storage and use of data was presented to the participants. Participants had the right 
to opt out of the research at any stage and were reassured that their data will be destroyed 
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immediately. Before proceeding with the study, all participants had to tick the consent box “I 
consent that I have read the description of the research and I authorise the researcher to use 
my responses for the purpose of this research” as to allow the platform to progress with the 
study. Data collected was stored on an encrypted hard drive.   
 
 In Phase III specifically, the researcher had to obtain permission from local authorities 
to use the names, logo and services of existing digital offerings in the town centre. Within the 
quota sample, Loughborough town centre was selected for this phase for two reasons. The 
researcher obtained copyright clearance from ‘Love Loughborough’ and ‘LoyalFree’ to use 
their contents in the experimental designs.  All participants were reassured that the content is 
real, and an approval was obtained from the responsible parties. Further, participants were 
reassured that this research has no advertising agendas associated with the use of the contents 
of those parties. Participants in Phase III treatment were offered a chance to enter a prize draw 
for ‘Amazon’ vouchers in compensation for their download of the mobile application and 
intensively using it. Approval for providing monetary compensations for this group was 
attained from Loughborough University ethics committee.  
 
3.5 Chapter Summary 
 
This chapter outlined the research paradigm and research design adopted in this 
research. Customer Experience is a subjective, multidimensional construct that results from 
consumers interaction with retail and non-retail touchpoints. This study aims to explore and 
examine a model of the connected Town Centre Shopping Experience, which is conductive to 
adopting the Realism paradigm. Realism argues that latent constructs with psychological 
beliefs can be measured using other observed variables if a theoretical validation exists. In line 
with this paradigm, a mixed methods evaluation design is adopted to explore and examine the 
Connected Town Centre Shopping Experience. A purposeful random sampling using quota 
technique was used in this study because of its suitability to the research question and resource 
availability. Appropriate ethical clearance was obtained from Loughborough University ethical 
committee before conducting the research. The following chapters discusses the findings of 
each phase of the research design.
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Chapter 4 Exploring the Connected Town Centre Shopping Experience  
 
“The value a customer receives from shopping at a particular store is determined 
jointly by the quality of the shopping experience and price” (Ghosh and McLafferty, 
1987) 
 
4.1 Introduction 
 
This chapter discusses Phase I of the research design and its contribution to the research 
objectives. Using a qualitative research approach, this phase explores how people perceive 
their Shopping Experience and its implications on their patronage intentions. Importantly, it 
explores how people perceive digital integration in the town centre and its contribution to the 
formation of a Connected Town Centre Shopping Experience. Details of the methodology and 
data analysis approach are presented in this chapter. A discussion of the main findings of this 
phase are presented. Finally, the chapter concludes with consideration of the limitations of this 
phase and recommendations for Phase II of this research. 
 
4.2 Phase I Aims  
Following a thorough review of the literature, this phase aims to answer existing calls 
of research in three ways: 
1. This phase will focus on the shopping journey as to obtain a precise measure of 
the Connected Town Centre Shopping Experience. This extends the town centre 
literature by providing new consumer research in this context, thus answering 
the call of Portas (2011). 
  
2. It attempts to highlight how consumers perceive digital integration in town 
centre and its role in developing a Connected Town Centre Shopping 
Experience. In doing so, this research answers the call by Stocchi, Hart and Haji 
(2016) and Wrigley et al (2015).  
 
3. It will explore the likely implications of a Connected Town Centre Shopping 
Experience on patronage intentions. The effect of Customer Experience should 
be captured beyond a single indicator of performance to attain deeper insights 
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(De Kayser et al., 2015). By exploring customers’ perceptions of the Connected 
Shopping Experience, this phase aims to extend our understanding of the effect 
of this construct on other patronage intentions.  
 
The following sections of this chapter outlines the methodology adopted in this 
research, research findings and discussion, limitations and future work for phase II.  
 
4.3 Phase I Methodology 
 
This section explains the rationale for the methodological approach adopted in Phase I 
of the research design. The data collection process is outlined alongside a description of the 
sample. Finally, the data analysis procedure is described. 
 
4.3.1 Method – Focus Group 
  
Phase I adopted an exploratory qualitative approach to develop an understanding of the 
Connected Town Centre Shopping Experience. This method ties in with scholars’ 
recommendation to take a customer-perspective when researching Customer Experience due 
to its subjective nature (Homburg, Jozic and Kuehnl, 2015). A focus group methodology was 
employed to gain insights into the research problem by exploring the experiences and beliefs 
of others (Morgan, 1997). As limited knowledge of the Connected Town Centre Shopping 
Experience exists, focus groups enable the researcher to get a shared understanding of this 
concept across several people in timely manner (Hair et al., 2017).  
 
4.3.2 Data Collection and Sample 
 
Three focus groups were conducted in Loughborough Town Centre, which represents 
an average demographic split of the Leicestershire and Warwickshire regions. A purposeful 
sampling technique using snowball approach was adopted in this phase to recruit participants 
from different demographic profiles in a timely manner. This technique is appropriate when 
the researcher’s aim is not to generalise knowledge rather to gather insights into a research 
problem (Churchill, 1999). In line with the demographic split of both regions, the recruitment 
criteria ensured consistent age and socio-economic profile representation in this phase.  
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Each group had 8-12 participants with a total of 29 participants taking part in this phase. 
Participants aged between 18-60 years old, with an average of 34.7 years and good spread of 
socio-economic profiles.  There were more females (18) than males (11) in this phase. Previous 
town centre studies reported higher involvement of females than males in their research 
(Stocchi, Hart and Haji, 2016; Hart et al., 2007). It is noteworthy that some of the participants 
in this phase have lived and have shopped in various towns in Leicestershire region. The 
diverse shopping experiences of those participants enabled the researcher to access insights 
about the Connected Town Centre Shopping Experience across several towns. Each session 
lasted 75 minutes and participants had complementary access to food and drinks. 
 
To increase the reliability of the data, respondents were required to have completed a 
visit to a town centre within the past month of the focus group date for two reasons. Firstly, 
customers may not recall the entirety of an experience after an extended period from the visit 
(Stein and Ramaseshan, 2016; Puccinelli et al., 2009). Hence, it is central to reduce the recall 
bias of customers to allow the researcher to capture the most recent perceptions of the Town 
Centre Shopping Experience. Secondly, a Customer Experience Management perspective is 
adopted which typically focuses on existing customers who have had an interaction in the 
current period of a historic period (Homburg, Jozic and Kuehnl, 2015). This perspective is used 
to help town centre managers evaluate existing perceptions of the Town Centre Shopping 
Experience to identify new marketing opportunities (Homburg, Jozic and Kuehnl, 2015).      
 
The focus groups were semi-structured to guide the participants through the research 
whilst maintaining the duration of the session. All questions were open-ended to allow 
respondents to freely express their shopping experiences using their own words and engage in 
an interactive discussion with their peers. The wording of these questions (see Appendix A) 
was adapted from Customer Experience literature (Lemon and Verhoef, 2016; Stein and 
Ramaseshan, 2016), Town Centre Customer Experience literature (Stocchi, Hart and Haji, 
2016) and Store Experience literature (Terblanche, 2018). At the beginning of the session, the 
researcher presented the participants with an introduction sheet that describes the purpose of 
the focus group, the main questions to be asked, and how we intend to use their data. 
Participants signed a consent form for the researcher to use the data. The discussions were 
recorded, transcribed and stored in a secure location.  
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In the first section, participants were asked to identify the main purpose of visiting a town 
centre. Following the continuous development of digital retailing, it was important to verify 
that customer still perceive the town centre as a shopping destination. Upon that, respondents 
were asked to reflect on their reasoning behind shopping in a town centre. The conceptual 
model of Verhoef et al (2009) suggests that Customer Experience within the retail environment 
is carried along with the customer in future journeys, therefore guiding their future behavioural 
intentions. Hence, this question helps to explore why people choose to shop in a town centre 
and identify whether the reasons to shop are linked to the determinants of the Connected Town 
Centre Shopping Experience.  
 
Next, participants were asked to describe a typical town centre shopping journey. Research 
suggests that an experience is developed from customers’ interactions with different 
touchpoints across the pre-purchase, purchase and post-purchase stage of the customer journey 
(Lemon and Verhoef, 2016; Otieno et al., 2005). Therefore, identifying the stages of the town 
centre shopping journey is central to gain an understanding of all potential interactions that 
customers may have with the town centre’s touchpoints. As highlighted in Customer 
Experience literature (Lemon and Verhoef, 2016; Meyer and Schwager, 2007), non-retailer 
owned touchpoints influence customer’s perception of the experience. Thus, respondents were 
asked to provide detailed information about each stage of their shopping journey to reveal all 
interactions that may have influenced their perceptions of the Shopping Experience.  
 
Later, respondents were asked about their overall impressions of the most recent Shopping 
Experience. This question is adapted from store image literature (Zimmer and Golden, 1988) 
to create an overall impression of a typical Town Centre Shopping Experience that will allow 
subsequent discussion on this matter. Respondents started to engage in a discussion on what 
their Shopping Experience included. This discussion enabled the researcher to understand the 
implications of this construct on patronage intentions in the future and develop a definition of 
the Town Centre Shopping Experience from the respondents’ perspective.  
 
Finally, respondents were asked about their overall impression of digital integration in 
town centre shopping. Whilst literature outlined how a Connected Shopping Experience can 
be implemented in the store and the high street, there is a need to understand how customers 
perceive this integration and how it links to their shopping visits (Betzing, Beverungen and 
Becker, 2018; Herhausen, et al., 2015; El Azhari and Bennet, 2015). A limited digital 
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infrastructure adds to the complexity of measuring a Connected Town Centre Shopping 
Experience. Thus, the discussion formed the basis of subsequent discussion on ‘what’ and 
‘how’ digital touchpoints can develop a Connected Town Centre Shopping Experience.  
      
4.3.3 Data Analysis Procedure  
 
The data was analysed using thematic analysis based on Braun and Clark (2006) to enable 
the researcher to extract latent meanings behind participants’ words. As the literature offers 
limited understanding of the Connected Town Centre Shopping Experience, thematic analysis 
can guide the researcher to create codes that reflect on the meanings of the data (Braun and 
Clark, 2006). Thematic analysis is consistent with the Realism philosophical stance since it 
analyses narratives from life stories (Vaismoradi, Turunen and Bondas 2013). The analysis 
process followed the six steps recommended by Braun and Clark (2006). These steps include 
familiarising with the data, generating initial codes, searching for themes, reviewing themes, 
defining and naming themes, and producing the report. The findings of the focus groups are 
presented in the following sections with supporting illustrative quotes to address the research 
aims and objectives.   
 
4.4 Phase I Results  
 
This section presents the main findings of Phase I of the research design. Figure 4-1 
highlights the main overarching themes emerging from the thematic analysis of the focus 
groups. A detailed discussion the individual themes and their subsequent codes are presented 
in the following sub-section
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Figure 4-1 Themes Emerging from Phase I 
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4.4.1 Purpose of visiting a Town Centre 
 
Numerous comments were provided by respondents on the role of town centre in 
fulfilling functional and recreational needs. There was consensus around the groups that their 
visits to the town centre are primarily shopping focused: “I go there to do my weekly groceries”, 
“I like to browse the stores in the town centre”, “The market has interesting items, so I often 
nip into town for this”. The purpose of the town centre shopping journey was not only to fulfil 
product/service needs. Over half of the respondents referred to their town centre shopping visit 
as “recreational” because it often encompasses leisure activities. Those respondents reported 
an engagement with the leisure facilities in the town centre to complement their shopping visit: 
  
“Every time I shop in the town centre I have to visit a café or a restaurant in the town. 
I like to spend time eating or drinking whilst doing my shopping” 
 
“We like to take the kids for a meal or to the cinema when we shop in the town” 
 
Meanwhile, other respondents incorporate leisure time in their town centre shopping 
visit to make up for the inability to fulfil their shopping goals:  
 
“I usually look to spend some time in the park or walk around the town when I can’t 
find what I came for. I am already here so I might as well do something fun”. 
 
Interaction with the town centre leisure activities creates feeling and sentiments for 
respondents, which helped respondents to feel better about their decision to shop in the town 
centre. This is consistent with the findings of previous studies that highlight the role of social 
and leisure activities in town centre shopping visits and their influence on revisit intentions 
(Stocchi, Hart and Haji, 2016; Wrigley and Lambiri, 2014).  
 
A few respondents reported lack of interest in shopping in the town centre because it is 
“inconvenient”, “boring” and “waste of time”. They prefer to shop online or go to neighbouring 
cities because of the wider retail offer. Their primary purpose to visit the town centre is purely 
leisure including “having a drink” “meeting my friends for a meal” or “go to the cinema”. Yet,  
respondents in this category reported an indirect shopping process during their visit to the town 
centre: “I would only look around the shops if I have time to kill”, “I simply go there for fun, 
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there is nothing to buy but if I found sale in stores, then I will go in”. This finding parallels 
with Morrell (2012) and Sachdeva and Goel (2015) who argue that shopping became an 
impulsive and irrational decision guided by atmospheric stimuli such as lighting, product 
positioning, sound and smell.  
 
Customers shop for various reasons including entertainment, recreation, social 
interaction and intellectual stimulation (Tauber, 1972; Arnold and Reynolds, 2003). Regardless 
of the shopping motives, they seek entertainment in their shopping experience (Sit, Merrilees, 
and Birch, 2003; Wakefield and Baker, 1998). From this perspective, shopping is regarded as 
a leisure activity where consumers regardless of their goals will establish a perception of the 
retail environment and judge their experience across the customer journey (Puccinelli et al., 
2009). The findings support the proposed specification of Town Centre Customer Experience 
as Town Centre Shopping Experience. Furthermore, in line with previous research (Stocchi, 
Hart and Haji, 2016; Hart, Stachow and Cadogan, 2013), the findings highlight that most town 
centre visits incorporate leisure and entertainment. Thus, customers develop their experiences 
through interactions with experiential touchpoints of the town centre as well as the functional 
touchpoints.  
 
4.4.2 Reasons to shop in Town Centre 
 
Previous research argues that customers’ willingness to shop in in the local retail area 
is dependent on retail offer factors such as Price, Assortment and Quality of Service (Herrmann 
and Belk 1968, Thompson 1971, Reynolds and Darden 1972, Samli and Uhr 1974).  Consistent 
with previous research, many respondents commented on the town centre retail offer. Mostly, 
respondents referred to town centres as “inadequate”, “limited” and “out-dated”. Further, 
respondents reported their frustration with the accessibility within the town centre in terms of 
parking, pedestrian and bus routes. There was a consensus amongst all groups that town centre 
shopping does not satisfy the need:  
 
“Loughborough shopping is poor. There is no reason for me to go and shop there. 
You can’t find a decent parking spot at a convenient price. Not much stores option or 
product range” 
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“Why do I shop there? It is purely because I have to shop there. I do not have a car to 
go elsewhere. There is no variety at all. If I had access to a car, I will probably never 
go there for shopping.” 
 
Whilst respondents appeared unsatisfied with the town centre, they still visited the town 
centre for shopping due to its proximity to them, specifically to those with limited mobility: 
“The town is right where I live. It’s easier for me to do my shopping here”, “I live locally so it 
saves me a lot of effort to shop here”. Likewise, urgency appears to be pivotal to respondents’ 
choice to shop in the town centre. Whilst respondents perceived online shopping to be more 
convenient than town centre shopping, delivery and returns appear to be an issue when the 
respondents needed the product/service in timely manner. Customers emphasised the 
convenience of shopping in the town centre as viewed in the comments:  
 
“You can probably get a bargain online but sometimes you really need an item and 
can’t wait for delivery to take place or the delivery is too expensive.” 
 
“I work 9-5. Sometimes I struggle to get home delivery because I am not there. So I 
try to go there and shop locally instead. I also do some click and collect to save me 
effort” 
 
As reported by eleven respondents, situational factors (such as proximity and urgency) 
influenced their shopping behaviour towards the town centre. Despite their frustration with the 
town centre retail offer, respondents in this phase perceived the Shopping Experience more 
positively when proximity and urgency factors were involved.  
 
Similarly, the sense of belonging to the town centre appears to have strong influence 
on customers’ choice of shopping location. To some respondents, shopping in the town centre 
is viewed as a responsibility towards the community. Respondents expressed their concerns 
towards the future survival of independent retailers in the town centre. They expressed their 
willingness to compromise shopping elsewhere to support their local towns: 
 
“I feel really sorry for those who make a living from the town centre. People no 
longer shop there, and they are closing down. It is a shame that people are losing 
their jobs because we cannot be bothered to go there anymore.” 
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“My neighbour used to own a place in the town. He had to close down because 
people no longer shop in the town because of online shopping. After learning about 
this, I now commit more to shopping in my local town to help our retailers.” 
 
Social factors including place attachment influence patronage intentions of shoppers 
(Hozier and Stem, 1985). Thompson (1971) suggests that retailers believe that customers “owe 
it to the community to shop at home” (p.80). Researchers reported the role of social and 
psychological processes such as feelings, ideas and attitudes in customers’ patronage intentions 
(Gardner and Levy, 1955; Verhoef et al., 2009). The findings continue to support the role of 
social factors including place attachment and emotional commitment on customers’ decision 
to shop in their local town centre. Likewise, this finding shows that town centres remain 
important to users’ social well-being as discussed in High Street Britain’s 2015 report.  
 
Customer Experience literature conceptualised the effect of situational moderators on 
Customer Experience during the decision-making journey (Grewal, Levy and Kumar, 2009; 
Puccinelli et al. 2009, Verhoef et al., 2009). Respondents in this phase mainly referred to 
situational and customer factors that influenced their decision to shop in their local town centre. 
Despite their frustration with their shopping experience, proximity and attachment influenced 
respondents’ intentions to patronise the town centre. Thus, Findings from Phase I provides 
further understanding of the moderation effect of situational and customer factors on the 
creation of Customer Experience (Verhoef et al., 2009; Puccinelli et al., 2009). 
    
4.4.3 Town Centre Shopping Journey 
 
Scholars argue that a deeper understanding of Customer Experience can be obtained by 
investigating customers’ purpose of the journey to the retail environment and analysing all 
direct and indirect interactions with the retail setting (Homburg, Jozic and Kuehnl, 2015; 
Lemke Clark and Wilson., 2011; Shaw and Ivens, 2005). Hart et al (2014) argue that customers 
adopt habitual behaviour during their town centre journeys. Hence, it is vital to develop an 
understanding of the typical customer shopping journey to the town centre as to determine the 
touchpoints that stimulates the Town Centre Shopping Experience.  
  
Respondents were asked to report on their typical shopping visit to their local town 
centre. Majority of the comments referred to the shopping visit from the moment of arrival to 
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departure from the town centre. Respondents discussed the activities they did in the town centre 
during their shopping visit such as parking, visit to retail stores, refreshment and entertainment 
facilities. Further, they discussed the routes they typically walk during their shopping visit and 
their preferred stores:  
 
“I usually park in the beehive car park because it is close to the town centre. I walk 
around the centre and start exploring the offers in Primark and Boots. After finishing 
the stores in the centre, I will go down to the Rushes and check TK Maxx, Next and 
M&S to hopefully find a good product” 
 
Six respondents mentioned elements of their journey to and from the town centre to 
their home/work. They discussed the traffic on the road, bus routes and timetable, as well as 
visiting friends and families pre/after going there. These aspects appeared to influence their 
mood, with respondents reporting feelings and sentiments towards their journey to/from the 
town centre: 
 
“…the road was jammed all the way to the town centre. I spent 30 minutes on the 
road when it should have taken me less than 10 minutes” 
 
“I use public transportation to get to the town centre. Buses are really inconvenient, 
and you have to walk carrying your bags in the rain to get to the bus stop. They must 
do something about this”. 
 
Customers interact with different touchpoints beyond the retailer’s control throughout 
their customer journey (Meyer and Schwager, 2007). As shown in the quotes above, 
respondents emphasised on interactions with public transport timetables and traffic queues and 
how it influenced their perceptions of the Shopping Experience. However, while Customer 
Experience is the totality of direct/indirect interactions with the retail environment (Lemon and 
Verhoef, 2016; Verhoef et al., 2009), this research will focus purely on the town centre 
touchpoints (such as the Layout, Atmosphere, Assortment, Leisure, etc.). This due to the 
managerial complexities of town centres that include public and private organisations (such as 
public transport operators) that are difficult to manage as a single entity (Stocchi, Hart and 
Haji, 2016). 
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According to respondents, the town centre shopping journey consist of three stages: 
‘Pre-visit’, ‘During-visit’ and ‘Post-visit’. This is consistent with the previous Customer 
Experience journey (Lemon and Verhoef, 2016; Homburg, Jozic and Kuehnl, 2015). Across 
each stage, respondents reflected on their feelings towards the interactions they had with the 
town centre touchpoints. Those interactions developed customers’ perception of the town 
centre shopping visit. Hence, a better understanding of the Connected Town Centre Shopping 
Experience can be achieved by identifying the town centre’s physical and digital touchpoints 
across the three stages of the shopping visit.  
 
4.4.4 Perception of the Connected Town Centre Shopping Experience 
 
 Customer Experience is dependent on an individual’s perception of their interactions 
with the retail environment (Verhoef et al., 2009). Thus, respondents were asked to express 
their understanding of the Town Centre Shopping Experience and what it constitutes. As this 
construct is subjective and internal, exploring it from a customer perspective would increase 
the accuracy of definition (Stein and Ramaseshan, 2016; Verhoef et al., 2009). In their 
description of the construct, many of the comments referred to the interaction with physical 
aspects of the town centre including Assortment, Atmosphere, Parking, Layout, Social 
Interaction and Leisure facilities. Respondents discussed how these interactions developed 
their feelings and sentiments towards that shopping visit:  
 
“The way I see it, my shopping experience would be judged by what the town can 
offer to me such as good range of brands and products, cheap parking and clean 
routes… It will either be a happy experience or a bad experience” 
 
“Sometimes I have positive experience and sometimes not. It all depends on each visit. 
For example, if I go into town and I am able to find a convenient parking, it will be a 
pleasant one. Unfortunately, most of the times you don’t find good products and end 
up wasting your time walking down empty stores and wasting your money on 
parking” 
 
Notably, a few comments referred to interactions with individual retailers in the town 
centre. For example, some respondents were dissatisfied with retailers’ customer service, 
which influenced their mood and experience during that shopping visit:  
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“The staff in Primark Loughborough were very unfriendly to me, I kept calling for 
help but never received it. It wasn’t a pleasant shopping experience at all” 
 
This parallels with Stocchi, Hart and Haji (2016) that Town Centre Customer 
Experience involves interactions with public and private organisations. Based on the findings 
of the focus group, this research contributes the following definition of the Town Centre 
Shopping Experience:  
 
Customer’s internal response to the totality of direct and indirect interactions with the 
town centre physical touchpoints across the shopping journey.    
 
  Next, respondents were asked about their perceptions of the Connected Town Centre 
Shopping Experience. Whilst several digital channels (Website, Mobile application, Social 
Media) and technologies (Wi-Fi) are available in Loughborough town centre, none of the 
respondents mentioned previous interaction with the digital touchpoints of the town centre. 
They believed that digital channels and technologies do not exist in that town centre. They also 
argued that digital was not central to their town centre shopping visits due to their familiarity 
with the town centre, which makes their shopping visits habitual:  
 
“I never heard of any website for the town centre. What can it offer to me? I know the 
town centre inside out so it doesn’t come to me”. 
 
“Do they exist? I have never heard of any online website for Loughborough in my life. 
Won’t use it anyway because I know the town thoroughly” 
 
“I wouldn’t think of using them because I know everything in the town so I would just 
go and get what I want easily” 
 
This finding conforms to Hart et al (2014) who argue that 60% of shopping journeys to town 
centre are pre-determined.  
 
 Respondents’ lack of interaction with the digital channels and technologies were 
facilitated by a lack of awareness of town centre digital media and technologies. Due to limited 
knowledge of the digital touchpoints, a detailed discussion followed on how digital integration 
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can complement the Shopping Experience. Two thirds of the comments referred to the role of 
digital channels (such as Websites and Social Media) in determining vital shopping information 
about the town centre. Respondents compared online shopping and shopping malls to town 
centre shopping visits to identify how digital can play a role in the town centre shopping visit:  
  
“When I shop online, I can find every store I want, every product with the right price 
within few clicks. Maybe if such a website exists for a town centre, then it can help me 
learn more about the stores in the town and if any offers exist. At least I wouldn’t 
waste my time going there for luck” 
 
“The issue is town shopping is inconvenient. You don’t find what you want, and if you 
do, you find it at a higher price. Parking is a problem that needs attention. I don’t 
know how digital can be a solution but maybe a website or a mobile application like 
Harrods app can help to gather all information of the town in one place?” 
 
“It is hard to imagine how it can be used in my shopping visit. For example, when I 
go to a shopping mall, I can check what stores they have, any offers, parking costs, 
and any events they are running. Also, shopping malls you can find Wi-Fi, interactive 
displays and charging stations. All of these technologies make shopping malls more 
favourable.” 
 
The findings of the focus group highlight important types of digital touchpoints that 
can be integrated in the town centre. Customers seek digital channels that complement the 
physical shopping journey in the town centre to make it more convenient. This supports Rigby 
(2011) who argue that consumers may still prefer to visit Brick and Mortar stores as well having 
the ability to access all information online such as price, reviews, tips, location. The 
introduction of omnichannel retailing changed customers’ buying behaviour (Dennis et al., 
2016; Verhoef et al., 2009). Hence, retailers should provide “an integrated sales experience 
that melds the advantages of physical stores with the information-rich experience of online 
shopping” (Rigby, 2011, p.4).  In the town centre context, some respondents argue that an 
interaction with the town centre digital media (such as websites and social media pages) can 
stimulate cognitive and affective responses towards the Shopping Experience, which may 
influence their patronage intentions: “…Maybe I would feel better about shopping in the town 
knowing what to expect beforehand”. 
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Several respondents argue that digital technologies such as Wi-Fi can be used to 
complement the shopping journeys to the town centre. Those respondents emphasised the 
inconvenience of shopping in town centre with limited connectivity. Respondents suggest that 
‘poor’, ‘weak’ or ‘limited’ internet signal on their phones in the town centre limits their ability 
to make ‘better’ shopping decision:  
 
“The reason I shop online is that I can get a bargain by comparing the prices. When I 
am in town, sometimes I struggle to do so because I do not get good signal on my 
phone, so I end up nipping into a café to use their Wi-Fi and check the prices.” 
 
“I use the internet to get advice from my family and friends when shopping. If I can’t 
get online, I won’t be able to make a good decision, so I end up leaving.” 
 
These comments were consistent with the high street literature, suggesting that town 
centre customers demand to remain connected within their social networks to seek shopping 
advice or engage in research shopping (Betzing, Beverungen and Becker, 2018; El Azhari and 
Bennet, 2015; Demko-Rihter and Ter Halle, 2015). As a result, Wi-Fi technology can be 
viewed as another digital touchpoint that can bridge the gap between offline and online, helping 
customers to remain connected and interact with different channels to complement their 
shopping visit (El Azhari and Bennet, 2015; Rigby et al., 2012). Based on respondents’ quotes, 
a Connected Town Centre Shopping Experience constitutes interactions with town centre 
physical and digital touchpoints (such as website, social media, mobile application and Wi-Fi 
technology) at different stages of the town centre shopping journey. Consequently, this phase 
contributes the following definition of the Connected Town Centre Shopping Experience:  
 
Customer’s internal response to the totality of direct and indirect interactions with the 
town centre physical and digital touchpoints across the shopping journey.   
 
4.4.5 Implications of the Connected Town Centre Shopping Experience  
 
 The implications of Customer Experience on retail performance have been 
conceptualised in the literature (Lemon and Verhoef, 2016; Verhoef et al., 2009). Previous 
studies found an association between a pleasurable Shopping Experience and future 
behavioural outcomes such as satisfaction, loyalty and revisit (Terblanche, 2018; Tandon, 
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Gupta and Tripathi, 2016; Hart et al., 2007; Mano, 1999). However, in the town centre context, 
few studies measured Customer Experience effect beyond a single indicator. Therefore, it is 
imperative to identify all the possible measures of patronage intentions that are influenced by 
customers’ Shopping Experience.  
 
Accordingly, respondents were asked to reflect on the likely effect of Connected Town 
Centre Shopping Experience on their patronage intentions without explicitly asking about their 
revisit intentions.  To do so, respondents were first asked to reflect on their shopping behaviour 
following their most recent shopping visit to their local town centre. The highest proportion of 
comments referred to the role of previous shopping experiences on influencing the 
respondent’s revisit intentions to the town centre. A “positive”, “favourable” and “satisfying” 
Shopping Experience increases the likelihood of shopping in the town centre again or in the 
near future. Furthermore, a few respondents discussed how ‘negative’ and ‘dull’ shopping 
experiences influenced the duration of shopping visit and money spend in the town centre: 
 
“Last time I shopped in Loughborough was terrible. Barely any good stores let alone 
the weather. I don’t like to go there unless I really have to” 
 
“When I was there last time it was nice. I managed to get a good parking spot for 
cheap. I got everything I wanted in one go rather than going in and out to move the 
car. The market was in town, so I stayed for a little longer and ended up buying more 
things from the market.” 
 
“I don’t enjoy visiting Loughborough for shopping because you cannot get anything. 
Market days are good because they create a vibrant atmosphere in the town so you 
would enjoy spending time and money there. Otherwise, it is waste of time”. 
 
 Whilst respondents in this phase had limited interaction with the town centre digital 
touchpoints, they reported positive intentions towards shopping in the town centre if a digital 
integration existed. They believe that the convenience of the shopping visit will be enhanced 
due to accessing information about town centre shopping at any time.  By knowing what is 
available in the town centre, respondents can plan their shopping journey to the town centre 
better, which influence their patronage behaviour in the town centre:  
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“Although I don’t see it happening anytime soon, but let’s say it exists, I think I will 
be more willing to try and shop there again. My issue in this town is that I can’t get 
what I want, for the price that I want. But maybe if I know what is available in the 
town centre through a website, then I guess I will be tempted to give it a try. It will be 
similar to shopping for clothes from a brand. You go on the website and if the 
collection is tempting, you may visit the store and probably buy something there.” 
 
“Sure. I think it will be more convenient for myself. If an app can tell me the retail 
offer in the town centre such as brands, promotions, opening hours, etc., then I will be 
more confident in visiting the town centre. I will get what I want in timely manner” 
 
Notably, five respondents did not perceive an effect of Connected Town Centre 
Shopping Experience on their patronage intentions towards the town centre. They believe that 
the town centre issue is linked to “poor” and “insufficient” assortment, which would not be 
solved with online information. Nevertheless, those respondents suggested that leisure 
information could be of value to them as they perceive the town centre as a “place for 
entertainment”: 
 
“I don’t think it will impact my decision to go there at all. The problem is the town is 
dead and empty. Having Wi-Fi or a website will not solve the problem. In fact, it 
might be off putting for people because they will know how poor the town is.” 
 
“I can see where it would influence my decision to shop there. I look up shopping 
malls before going there to avoid disappointment. However, I know the town inside-
out and the disappointment is there. I don’t see the value of shopping in the town 
anymore. But maybe events information and entertainment can encourage people to 
visit the town centre and spend some time and money on fun activities rather than 
shopping.” 
 
Previous studies found a significant effect of integrating digital channels and 
technologies on customers’ perceived Shopping Experience and patronage behaviour (Inman 
and Nikolova; Demko-Rihter and Ter Halle, 2015; El Azhari and Bennet, 2015). They argue 
that integration can provide contextual information to shoppers, allowing them to remain 
connected to the high street without a physical presence. This allows customers to plan their 
 Chapter 4: Exploring the Connected Town Centre Shopping Experience 
 86 
shopping journey conveniently, which will lead to positive patronage behaviour. The findings 
of Phase I support previous literature as two thirds of respondents believe that digital channels 
and Wi-Fi can enhance the shopping convenience in the town centre by allowing them to 
remain connected to access to information at any time. As customers’ perception of the 
Shopping Experience improves, the likelihood of patronage intentions may be positively 
influenced as a result. However, customers’ perception of the digital integration may influence 
the effect of digital integration. Whilst some respondents perceived this integration as 
“important” and “useful”, other believe that it adds no value to their town centre shopping 
journey.  
 
4.5 Phase I Discussion  
 
 Town centres remain an important shopping destination for its users due to personal 
meanings and psychological factors such as attachment and social responsibility. Users’ 
shopping visits to the town centre incorporate leisure and entertainment activities to 
complement their shopping experience. The inconvenience of shopping in the town centre 
caused by inadequate retail offer and poor accessibility encouraged respondents to look for 
other recreational activities to enhance their experience. This parallels with Schmitt (1999) that 
customers want to be entertained and stimulated emotionally, socially and cognitively in their 
shopping visit.  
 
Despite the perceived Town Centre Shopping Experience, respondents’ intentions to 
patronise the town is influenced by situational and customer factors (such as proximity, 
urgency and social responsibility). Respondents were prepared to shop in their local town 
centre in contrast to online shopping when there is an urgent need for the product, or the town 
centre is within proximity, thus providing locational convenience. Whilst online shopping 
offers greater convenience in terms of assortment and accessibility, some town centre 
customers still perceive online shopping to be less convenient due to delivery and returns 
concerns. Thus, they choose to shop in the town centre despite its limited retail offer as to 
obtain the item at the earliest convenience. Likewise, respondents’ social responsibility 
towards retailers in the town centre influenced their intentions of shopping in the town centre. 
Respondents attachment to their local town centre community acts as an important moderator 
of their decision to visit the town centre. As such, town centres still hold meaningful values to 
their users beyond shopping (Thompson, 1971). The findings support the conceptual work of 
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Verhoef et al (2009), highlighting the importance of considering customer and situational 
factors (such as convenience and attachment) when assessing customers’ perceptions of the 
Shopping Experience.  
 
In line with Grewal and Roggeveen (2020), the town centre shopping journey consists 
of three stages: ‘Pre-visit’, ‘During-visit’ and ‘Post-visit’. As recently noted by Roggeveen, 
Grewal and Schweiger (2020), the touchpoints within the customer journey formulates 
perceptions of Customer Experience. Consistently, the Town Centre Shopping Experience is 
perceived in terms of customers’ interactions with the physical touchpoints of the town centre. 
This parallels with Stocchi, Hart and Haji (2016) findings which highlighted that customers 
depend mainly on the physical touchpoints to judge their Town Centre Customer Experience. 
Approximately, three quarters of respondents perceived their Shopping experience in terms of 
their interaction with retail touchpoints including Assortment, Accessibility, Layout and Social 
Interactions. The remaining respondents emphasised the importance of leisure touchpoints in 
developing their shopping experience by complementing their shopping visit. Accordingly, the 
definition of Town Centre Shopping Experience presented in this phase parallels the definition 
of Stocchi, Hart and Haji (2016) with slight variations due to the journey specification.  
 
Respondents did not refer to any interaction with the digital touchpoints of the town 
centre despite their availability. On one hand, some respondents lack awareness of their 
existence. On the other, respondents do not perceive the value of using them because of their 
familiarity with the town centre and lack knowledge in using them. Accordingly, respondents 
did not perceive an interaction with the digital touchpoints to play a role in their shopping 
experience. However, when asked to explore how digital can improve their shopping 
experience, their intentions to interact with the digital touchpoints altered. They perceived 
some digital channels and technologies could provide shopping information about the town 
centre and help them remain connected to their social networks throughout the shopping visit. 
The sense of connectedness can influence customer’s intentions to patronise the town centre. 
This extends to the previous literature that argue the positive effect of digital integration on the 
Shopping Experience (El Azhari and Bennet, 2015; Herhausen et al., 2015; Rigby et al., 2012). 
In line with Betzing, Beverungen and Becker (2018), a Connected Town Centre Shopping 
Experience incorporates interactions with the physical and digital touchpoints across the ‘Pre-
visit’, ‘During-visit’ and ‘Post-visit’ stages. 
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The implications of Shopping Experience on patronage intentions have been discussed 
in the literature (see chapter 2, section 2.5). A positive experience is associated with positive 
intentions to spend, dwell and revisit a retail location (Kerin, Jane and Howard, 1992). The 
findings of this phase support the previous work as respondents judged their intentions to shop 
in town according to their previous experience. They emphasise that the poorly perceived 
shopping experiences influenced their patronage intentions beyond revisit to include spend and 
dwell. This finding extends the work of Stocchi, Hart and Haji (2016) by highlighting other 
patronage indicators that are influenced by the Town Centre Customer Experience. As reported 
by respondents, a Connected Town Centre Shopping Experience may have positive 
implications on these patronage intentions. Yet, this proposition requires further investigation 
due to respondents’ lack of interactions with the digital touchpoints.  
 
4.6 Phase I Limitations and Future Work  
 
Phase I explored customers perceptions of the Connected Town Centre Shopping 
Experience and its implications on patronage intentions. Despite the richness of the data 
collected through the focus group approach (Hair et al., 2017), two limitations are applicable 
to this phase of research design. First, previous studies argue the importance of taking the 
customer journey perspective to identify the touchpoints that contribute to the development of 
Customer Experience (Lemke Clark and Wilson., 2011). The focus of this phase was not to 
explore the touchpoints of the Connected Town Centre Shopping Experience but rather to 
understand how consumers perceive this construct. Hence, there is still a need to examine in-
depth a range of shopping journeys across several towns to identify the determinants of the 
Connected Town Centre Shopping Experience model.   
 
Second, there are limitation associated with the sample size and location in Phase I. 
Whilst small sample sizes are suitable for exploratory research where the research is trying to 
explore a phenomenon (Churchill, 1999), the results of this research cannot be generalised 
across the population. Likewise, this phase was conducted in Loughborough town centre only. 
Respondents in other town centres in the quota may have different perceptions of a Connected 
Town Centre Shopping Experience due to situational factors such as location, retail offer and 
availability of digital offer (Verhoef et al., 2009). Therefore, further work is required to extend 
our knowledge of the Connected Town Centre Shopping Experience. Phase II of the research 
design builds on the findings of this phase and attempts to overcome its limitations. 
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4.7 Chapter Summary  
 
 This chapter has described the findings of Phase I of the research design. Three focus 
groups were conducted in Loughborough town centre using a snowball technique to recruit 
participants. The findings of this phase suggest that shopping remains central to town centre 
users. Respondents shop in the town centre mainly due to situational and customer factors (such 
as proximity, urgency and attachment) rather than town centres’ retail offer. Whilst respondents 
have negative perceptions of the shopping touchpoints of the town centre, they still perceive it 
as an important shopping destination to achieve their goals and attain recreation. The findings 
outlined that respondents judge their Shopping Experience in terms of their interactions with 
town centre physical touchpoints in the ‘Pre-visit’, ‘During-visit’ and ‘Post-visit’ stages. The 
perceived experience influences respondents’ patronage intentions in terms of revisit, spend 
and dwell. Due to limited awareness of the town centre digital touchpoints, respondents did not 
interact with these touchpoints during their shopping visit. Yet, respondents argue that a 
Connected Town Centre Shopping Experience involves interactions with the digital channels 
and Wi-Fi technology to complement their interactions with the physical touchpoints of the 
town centre. The findings suggest a positive effect of a Connected Shopping Experience on 
town centre patronage intentions. The following chapter discusses the methodology and 
findings of Phase II of the research. 
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Chapter 5 The Determinants of Connected Town Centre Shopping Experience  
 
“Depending on the nature of the product/service or the customer’s own journey, the 
strength or importance of each touch point category may differ in each stage” 
(Lemon and Verhoef, 2016, p.76). 
 
5.1 Introduction 
 
This chapter highlights the aims and objectives of Phase II of the research design. Then, 
it draws upon additional strands of literature on Customer Experience and Town Centre 
Customer Experience building on the findings of Phase I. The methodology and research 
design adopted in this phase is discussed. Analysis of the qualitative and quantitative findings 
are reported independently and then converged together. Finally, the limitations and future 
work are reported alongside recommendations to Phase III of the research design.  
 
5.2 Phase II Aims  
 
The findings of Phase I developed a definition of the Connected Town Centre Shopping 
Experience by exploring how respondents perceived this construct and its likely implications 
on the town centre patronage intentions. Yet, our insights regarding the interactions that occur 
during the shopping journey that contribute to the creation of the Connected Town Centre 
Shopping Experience are limited. Customers interact with a broad range of retail and non-retail 
touchpoints across the customer journey (Lemon and Verhoef, 2016; Lemke, Clark and Wilson, 
2011; Verhoef et al., 2009). Accordingly, they develop subjective perceptions of Customer 
Experience that is guided by their interactions (Meyer and Schwager, 2007). Hence, scholars 
argue the need to map all the touchpoints customers interact with across the customer journey 
as to determine the implications of this construct on patronage intentions (De Kayser et al., 
2015; Homburg, Jozic and Kuehnl, 2015).  
 
Further, our understanding of the salient interactions that develop the Connected Town 
Centre Shopping Experience is also limited. This is due to scarcity of research on digital 
integration in the Shopping Experience in the town centre context. Thus, Phase II explores 
customers’ interactions with the town centre physical and digital touchpoints across each stage 
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of the shopping visit to identify the touchpoints of the Connected Town Centre Shopping 
Experience.  In doing so, this phase provides a measure of this construct, which will deepen 
our understanding of its relationship with different patronage intentions (revisit, spend and 
dwell). A mixture of qualitative and quantitative insights is analysed to draw theoretical and 
managerial implications of this phase. Based on the limitations of knowledge presented in 
Phase I and in the literature, the objectives of Phase II are:  
 
1. To explore the physical and digital touchpoints that customers interact with 
throughout the town centre shopping journey.  
2. To explore the role of digital integration in the creation of the Connected Town 
Centre Shopping Experience.  
3. To explore the relationship between the Connected Town Centre Shopping 
Experience and town centre patronage intentions.  
To achieve the objectives of this phase, a customer journey perspective is adopted to 
attain insights into the determinants of the Connected Shopping Experience (Lemke, Clark and 
Wilson, 2011). A mixed methods convergent design is used to obtain complementary data that 
supports and validates the findings of Phase I (Morse, 1991; Creswell and Plano Clark, 2018). 
Whilst this method requires intensive resources such as time and effort, it facilitates rigor in 
the findings using different analysis techniques (Greene, Caraceli and Graham, 1999). A 
combination of qualitative and quantitative methods is converged to explore the physical and 
digital interactions that contribute to the creation of the Connected Town Centre Shopping 
Experience. Accordingly, the converged data allows us to explore the implications of this 
construct on the town centre patronage intentions.  
 
5.3 Summary Review of the Determinants of Connected Shopping Experience 
 
 This section briefly draws upon strands of literature in different retail contexts to 
identify existing knowledge on the determinants of Customer Experience and Shopping 
Experience in different retail settings. Detailed literature on this topic is provided in chapter 2 
(section 2.5). 
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5.3.1 Determinants of Customer Experience and Shopping Experience in Retail  
 
 Customer Experience is an internal and subjective response to the direct and indirect 
interaction with an organisation (Meyer and Schwager, 2007). Whereas direct interaction 
occurs during purchase and consumption of the product or a service, indirect interaction occurs 
with the external environment of the company including branding, advertising and social 
interactions with other customers (Gentile, Spiller and Noci, 2007). Each interaction generates 
a multisensory response that guides customers patronage intentions in the retail setting 
(Verhoef et al., 2009; Schmitt, 1999). Thus, Customer Experience is an accumulation of 
responses customers develop towards interactions with the retail and non-retail touchpoints 
across the customer journey (Lemon and Verhoef, 2016; Verhoef et al., 2009).  
 
 Customers face a difficult decision to make when choosing where to shop (Sit et al., 
2003). It is argued that the retail offering and facilities play a critical role in motivating 
customers to visit their regional stores (Stocchi, Hart and Haji, 2016). However, this notion has 
changed recently. Nowadays, customers emphasise the role of experience in their shopping 
journey (Van Rompay et al., 2012). They expect to be stimulated and challenged in their senses 
beyond basic product and service needs (Schmitt, 1999). Thus, customers may shop for 
different needs including entertainment, recreation or social interaction in contrast to pure 
purchase intentions (Arnold and Reynolds, 2003). Accordingly, Shopping Experience 
originates from customers’ interaction with retailer’s physical surroundings, personnel and 
customer-related policies and practices (Mason, Mayer and Ezell, 1991). It occurs following 
customers patronage of the store to allow direct interactions with the store settings (Kerin, Jain 
and Bagdare, 1992). Importantly, it occurs across all phases of the buying process including 
pre-purchase, purchase and post-purchase (Otieno et al., 2005). Therefore, Shopping 
Experience encompasses sensory responses to cognitive cues related to the physical store (such 
as Merchandise, Price, Layout) and sensorial cues that relate to the environment of the store 
(such as Ambience and Atmosphere) (Jain and Bagdare, 2011).  
 
As explained by Schmitt (2003), the Shopping Experience is evaluated beyond just 
achieving customer’s goals. Customers value the design of the shopping environment and 
service personnel when assessing their experience (Schmitt, 2003). Consistent with previous 
findings, Morrell (2012) argue that customers’ shopping decisions are influenced by 
environmental stimuli such as lighting, product positioning, sound and smell. In line with 
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Customer Experience literature (Verhoef et al., 2009), the Shopping Experience is influenced 
by situational and customer factors. Hence, the Shopping Experience is subjective to individual 
customers and different retail locations. Multiple research has been conducted on Customer 
Experience, specifically the Shopping Experience, to determine the touchpoints that contribute 
to their development. The implications of interactions with those touchpoints on patronage 
intentions are noted in their research. Table 5-1 highlights the main findings of previous studies 
and the limitations of their work. This table can be used as a reference for the touchpoints that 
contribute to the Connected Shopping Experience in town centre context.  
  
Due to the presence of public and private organisations in the town centre, managing 
the town centre is complicated (Stocchi, Hart and Haji, 2016). Customers may interact with 
touchpoints beyond town centre’s own touchpoints, which adds to the complexity of measuring 
the Shopping Experience. As a result, the findings of previous studies cannot be adapted to the 
town centre context. As recommended by De Kayser et al (2015), There is a need to understand 
how customers develop the Shopping Experience in the town centre context to attain better 
measure for this construct.   
 
Importantly, whilst the research on the Town Centre Customer Experience provides 
fundamental understanding of the touchpoints that develop this construct, its applicability in 
this research is limited.  First, Stocchi, Hart and Haji (2016) argue that Town Centre Customer 
Experience is a multifaceted journey that involves interaction with functional and experiential 
touchpoints. Yet, the nature of that experience has not been specified here. Recent work by 
Stein and Ramaseshan (2016) and Lemon and Verhoef (2016) argue the need to specify the 
nature of the experience as to capture it more precisely. Furthermore, viewing Customer 
Experience as an accumulation of experiences in other journeys may restrict our understanding 
of the key touchpoints that occur during the service exchange (Stein and Ramaseshan, 2016). 
Since shopping remains the main purpose of visiting the town centre (Stachow, Hart and 
Cadogan, 2013), focusing on the shopping journey may provide theoretical and managerial 
implications into the effect of Shopping Experience on the declining footfall issue for town 
centres.    
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Table 5-1 Touchpoints Contributing to Customer Experience/Shopping Experience  
Author(s) Context Findings  Limitations  
Verhoef et 
al (2009) 
Retailing 
environment  
- Assortment, Price, Retail Atmosphere, Social Environment, Service Interface, Retail Brand, 
Customer Experience in alternative channels and Previous Customer Experience.  
- Situational and customer factors moderate Customer Experience.  
- Perceived experience influences outward behaviours such as loyalty and patronage. 
-Determinants of Customer 
Experience were drawn from 
previous literature, which does not 
conform to the subjective nature of 
the construct. 
Stein and 
Ramaseshan 
(2016) 
Customer 
Experience 
- Atmospherics, Technological, Product-interaction, Process, Customer-Customer Interaction, 
Communicative and Employee-Customer Interaction. 
-Findings cannot be generalised due 
to qualitative nature of study. 
-Requires replication across different 
retail formats.  
Tandon, 
Gupta and 
Tripathi 
(2016) 
Mall 
Shopping 
Experience 
- Variety of Stores, Parking, Entertainment Facilities, Layout, Atmosphere and Facilities 
Management. 
- Perceived experience has positive relationship with future revisit intentions.  
-Limited to the Indian Shopping Mall 
context.  
Terblanche 
(2018) 
Supermarket 
Shopping 
Experience 
- Merchandise Assortment, Interaction with Staff and other Shoppers, Internal shop Environment 
and In-shop Emotions.  
- Shopping experience has positive relationship with customer satisfaction and future patronage 
intentions.   
-Results are limited to the 
supermarket context.  
Hart et al 
(2007) 
Shopping 
enjoyment 
in regional 
centres  
- Accessibility, Atmosphere, Environment and Personnel.  
- Perceived experience influences customer’s future patronage intentions towards their regional 
centres.   
-Customer’s perception of the 
shopping experience may have 
changed since 2007 due to macro 
factors such as economic crisis and 
digital retailing.   
Hart, 
Stachow 
and 
Cadogan 
(2013) 
Town 
Centre 
Customer 
Experience 
and Image 
- Cognitive elements: Assortment, Accessibility, Layout, Appearance and Non-retail. 
- Sensorial elements: Atmosphere 
- Moderators of Customer Experience: Customer and Situational factors.  
- Perceived experience influences patronage intentions.  
-Propositions require empirical 
support.  
-Limited consideration of digital 
interactions. 
Stocchi, 
Hart and 
Haji (2016) 
Town 
Centre 
Customer 
Experience 
- Functional touchpoints: Stores, Products, Layout, Accessibility, Parking, Information and 
Signage. 
- Experiential touchpoints: Savings and Bargains, Markets, Special Events, Social Interactions, 
Entertainment, Cafes and Restaurants.  
- Perceived experiences influence customers’ likelihood of revisiting the town centre  
-Customer Experience was explored 
over multifaceted journeys. Hence, 
the interactions may differ across 
different journeys. 
-Digital touchpoints are not 
highlighted.  
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Second, Stocchi, Hart and Haji’s (2016) study explored the relationship between the 
Town Centre Customer Experience and the likelihood of revisiting the town centre. The 
enjoyment of the town centre can impact more than the intentions to revisit the town centre 
including the time and money customers are likely to spend in their shopping visit (Donovan 
et al., 1994; Wakefield and Baker, 1998; Donovan and Rossiter, 1982). For instance, there is 
an association between customers’ shopping experience and customers’ intentions to spend and 
dwell in a visit (Wakefield and Baker, 1998; Donovan et al., 1994). Chan et al (2015) 
emphasise the need to consider more than two dimensions of patronage intentions such as 
revisit and purchase intentions. As a result, further work is required to explore the implications 
of the Town Centre Customer Experience on patronage beyond revisit intentions.  
 
Third, due to limitations associated with digital integration in town centre, the dataset 
of Stocchi, Hart and Haji (2016) focused on the physical touchpoints of the Town Centre 
Customer Experience. The lack of digital infrastructure in the town centre led to limited 
interactions with the digital touchpoints in the town centre across their sample. The emergence 
of multiple channel retailing disrupted the dynamics of Customer Experience (Dennis et al., 
2016).  As a result, Stocchi, Hart and Haji (2016) raised the call to explore the effect of digital 
domain in the creation of the Town Centre Customer Experience. This promotes further work 
in this context to explore the interactions customers have with the digital touchpoints across 
their shopping visit to develop a Connected Shopping Experience. The next section discusses 
the determinants of Connected Experience in the wider retail context.  
 
5.3.2 Connected Shopping Experience in the Wider Retail Context  
  
Customers preferences of the Shopping Experience has shifted following the 
emergence of digital retailing (Verhoef, Kannan and Inman, 2015). Nowadays, they are 
becoming more reliant on the internet to make shopping decisions (Hildebrand, 2014). They 
prefer to shop in various ways such as searching online and buying in store (Bamfield, 2013). 
Whilst customers still want to engage with the physical store to create sensory impressions 
(such as taste, feel, touch) about the product/service, they now seek to access plethora of 
information online including reviews, comparisons and recommendations at each stage of the 
decision-making process as to attain reassurances in their choices (Rigby, 2011). Thus, Rigby 
(2011) argue the existence of complementary relationship between digital and physical stores 
in the creation of a Connected Shopping Experience. Scholars argue that digital integration can 
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provide information about the physical stores and allow customers to remain connected to the 
digital domain as to facilitate convenience through reducing transactional costs (Verhoef, 
Kannan and Inman, 2015; Pauwels and Neslin, 2015; Rigby, 2011). Digital integration be 
achieved through successful integration of digital channels and technologies (Demko-Rihter 
and Ter Halle, 2015; El Azhari and Bennet, 2015).  Table 5-2 highlights the findings of existing 
research on this concept.   
 
The introduction of digital channels affected customer’s decision-making process such 
as search and purchase (Pantano and Priporas, 2016; Cao and Li, 2015). As a result, they behave 
differently in terms of order size, frequency and lifetime value (Melis et al., 2015; Cao and Li, 
2015; Kumar and Venkastesan, 2005). Meanwhile, digital technologies create a multisensory 
experience that stimulate the Shopping Experience in the physical store (Jones et al., 2010). As 
information facilitates the decision-making process of customers (Shankar et al., 2003), digital 
technologies can provide customers with access to information in real time that helps them in 
their goal pursuit (Stein and Ramaseshan, 2016; Sonali, 2015; Norzieiriani et al., 2010). Thus, 
scholars argue the importance of digital technologies in enhancing the Shopping Experience 
(Pantano and Di Pietro, 2012; Aubrey and Judge, 2012).  
 
The findings of previous work highlight the role of digital channels and technologies 
as touchpoints to create a Connected Shopping Experience. Yet, El Azhari and Bennet (2015) 
emphasise on the need to take customers’ perspective when integrating digital channels and 
technologies in the physical store. They attribute this to the need to understand customers’ 
willingness to interact with digital touchpoints and how they interact with it in ways to 
complement their shopping experience. Accordingly, there is a need to explore the digital 
interactions that occur during the town centre shopping visit, as to determine the digital 
touchpoints that influence the Shopping Experience. This is central to address the calls for 
exploring the role of digital integration in the changing the dynamics of the Shopping 
Experience and patronage intentions in town centres (Stocchi, Hart and Haji, 2016; Wrigley et 
al., 2015). The following section discuss the methodological approach used in this phase to 
achieve the aims and objectives. 
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Table 5-2 Determinants of Connected Shopping Experience Identified in Previous Research 
Author(s) Context Findings Limitations  
Rigby (2011) 
High Street 
Connected 
Experience 
- Integrating the benefits of brick and mortar stores with information-rich digital channels. 
- Connected Experiences can increase customers’ convenience leading to positive 
patronage behaviour. 
-Propositions require empirical 
support.  
Pauwels and 
Neslin (2015) 
Multichannel 
Experience 
- Adding a physical store to an existing online channel.  
- Potential channel cannibalisation of this integration is likely to occur, but the total benefits 
of the integration outweighs individual channel performance  
-Dataset is outdated and from single 
company.  
-Requires validation across larger 
sample. 
Herhausen et al 
(2015) 
Connected 
Experience 
- Integrating Online and Offline channels. 
- Perceived experience has positive effect on customer’s intentions to search, purchase and 
willingness to pay at a retailer.  
-Results require replication across 
different retail formats.  
Cao and Li 
(2015) 
Cross-
channel 
Experience 
- Adding mobile channel to the physical store.  
- Integrating retail channels increases retailer’s sales growth.    
-Results require replication across 
different retail formats.  
Demko-Rihter 
and Ter Halle 
(2015)  
High street 
Connected 
Shopping 
experience 
- Integrating digital channels (websites) and technologies (interactive displays, Wi-Fi) in 
the physical high street.  
- An integrated experience positively influences customer’s outward behaviour towards 
high street retailers.  
-There is a need to investigate how 
customers perceive digital integration 
in their own contexts.  
El Azhari and 
Bennet (2015) 
High street 
Connected 
Shopping 
experience 
- Integrating digital technologies (such as Wi-Fi) and digital channels in the high street.  
- Perceived experience increases customer’s shopping convenience by allowing them to 
remain connected to the digital domain whilst being in the physical store.  
-Sample size is relatively small.  
-Findings may differ across different 
demographics due to customer factors.  
Betzing, 
Beverungen and 
Becker (2018) 
High street 
Connected 
Experience  
- Connected Experience can be achieved through using digital channels (website and 
mobile applications) and Wi-Fi. 
- Perceived experience is viable option for high street retailers to rebuild their competitive 
advantage.  
-Propositions require empirical 
support.  
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5.4 Phase II Methodology 
 
 This section highlights the methodology and sampling approach used in Phase II. 
Likewise, it highlights the development of the hybrid diary and the findings of the pre-test. 
Finally, the data cleaning and analysis process is described.  
 
As previously described in chapter 3, Phase II adopted a mixed method convergent 
design. A hybrid online questionnaire-based diary was used to capture respondents’ 
interactions with the town centre physical and digital touchpoints across the ‘Pre-visit’, 
‘During-visit’ and ‘Post-visit’ shopping visit stages. Diaries allow respondents to reflect on 
their experiences and behaviour using their own words (Milligan, Bingley and Gartell, 2005). 
This method is appropriate as a precise measure of Connected Shopping Experience can be 
achieved by taking a customer perspective where respondents reflect on each stage of their 
shopping journey in their own words (Stein and Ramaseshan, 2016). As the aim of this phase 
is to reveal the touchpoints that contribute to the Connected Town Centre Shopping 
Experience, a diary structure will allow respondents to reflect on each stage of the shopping 
visit with as much detail as possible. This allows the researcher to obtain in-depth insights into 
the research phenomenon whilst minimising researcher-imposed bias (Gautschi, 1981). A 
diary-based approach was implemented by Stocchi, Hart and Haji (2016) to uncover an 
understanding of the Town Centre Customer Experience. Adopting this approach will enable 
comparisons between the findings of this study and previous findings whilst controlling for the 
methodological approach (Gupa and Lincoln, 1994). 
 
5.4.1 Method - Hybrid Diary Design 
 
In this phase, the purpose of the diary is to guide the respondents through the stages of 
the shopping visit outlined in Phase I (Pre-visit, During-visit, Post-visit), hence identifying the 
salient touchpoints that contribute to the Connected Shopping Experience. A hybrid diary 
incorporates a mixture of open-ended and closed-ended questions. Open-ended questions were 
adopted to encourage respondents to express their feelings in their own words (Kumar, 2014). 
Meanwhile, closed-ended questions were used to allow comparability of the findings (Saunders 
et al., 2009). Since Puccinelli et al (2009) argue that customers’ ability to recall the entirety of 
interactions in a specific journey, closed-ended questions were used to facilitate the cognitive 
memory of respondents. Such questions are useful to encourage respondent recollection of 
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additional interactions with the town centre, which may have been omitted in the open-ended 
question.  
 
In designing the open-ended questions of the diary, the researcher followed the 
recommendations of McNamara (2009) in terms of ensuring that the questions were worded 
clearly without any bias and allow respondents the space to express their feelings with as much 
details as they desire. By following these recommendations, the researcher ensured freedom 
for respondents in expressing their shopping experience.  
 
In terms of the closed-ended questions, a mixture of dichotomous and multiple-choice 
questions were adopted previous studies outlined in Table 5-1and Table 5-2 and the findings 
from Phase I. Multiple choice questions were used to capture the respondent’s interactions with 
the town centre touchpoints. As Customer Experience is subjective to the internal feelings of 
the customer (Meyer and Schwager, 2007), it is important to minimise researcher-imposed bias 
by providing respondents with the flexibility to choose from a range of answers they believe 
were central to their experience. Meanwhile, to determine the relationship between the 
Connected Town Centre Shopping Experience and Patronage Intentions, a set of dichotomous 
questions (Yes, Neutral, No) were used to encourage respondents to choose carefully whether 
their shopping experience have an influence on their future patronage intentions.  
 
The diary was designed using the Qualtrics platform because of its wide accessibility 
and ease of use. The design of the hybrid diary was based on the recommendations of Covell, 
Sidani and Ritchie (2012) who suggest displaying open-ended questions first, followed by the 
closed-ended questions. This guideline can reduce researcher’s-imposed bias. Both types of 
questions were created using tools available on the platform. A distribution link was created 
and used to communicate the diary across the quota sample. A printed version of the diary is 
presented in Appendix B. 
 
The first section of the diary displayed information about the research and a consent 
form to give the researcher the permission to use the data. Upon their acceptance, diarists were 
asked to provide detailed information about their most recent shopping visit including time of 
the day, duration of the visit and spending amount. Likewise, this section asked respondents to 
express in-details the purpose of their shopping visit, and the reason behind shopping in this 
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town. The purpose of this section was to encourage respondents to re-immerse themselves in 
their journey.   
 
The following section encouraged respondents to reflect on the interactions they had 
with town centres’ physical and digital touchpoints across the ‘Pre-visit’, ‘During-visit’ and 
‘Post-visit’. Consistent with Stocchi, Hart and Haji (2016), the open-ended section asked 
respondents to reflect on a memorable experience they had during their shopping visit to 
facilitate the cognitive and affective process of recalling the shopping visit. The sequential 
incident technique has been adopted in Customer Experience literature to determine the 
significant touchpoints to the Customer Experience creation (Stein and Ramaseshan, 2016). 
This technique adopts a story-telling approach that allow respondents to describe and evaluate 
the interactions they recall from the retail encounter (Stein and Ramaseshan, 2016), which will 
“facilitate the investigation of significant occurrences (events, incidents, processes, or issues) 
identified by the respondent, the way they are managed, and the outcomes in terms of perceived 
effects” (Chell and Pittaway, 1998, p. 56). Accordingly, this method allows the researcher to 
provide guidance for the customer during their recall process to ensure capturing as much 
details as possible about the incidents that happened during their shopping visit.  
 
Following the open-ended question, a list of touchpoints was presented to the 
respondents. Respondents had the opportunity to select as many of the displayed touchpoints 
that have interacted with and contributed directly to their shopping experience. Importantly, 
they could select ‘others’ option and write in their own words any interactions they recalled 
that are not present in touchpoints list. This option was introduced to limit the researcher-
imposed bias in retail studies by allowing respondents the opportunity to report any other 
interactions they may have recalled after being exposed to the touchpoints list.   
 
In the third section, respondents were asked to express freely how they perceived their 
shopping experience in this visit. No closed-ended question was provided for the Shopping 
Experience due to the absence of an established measure of this construct in the literature. The 
researcher allowed respondents to express how they perceived the Connected Town Centre 
Shopping Experience in their own words, which will help in developing a scale of this construct 
for future research.  
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In the final section, respondents were asked to reflect their outward behavioural 
intentions towards shopping in this town following this Shopping Experience. Whilst the 
literature associates Customer Experience with Revisit intentions (Stocchi, Hart and Haji, 
2016), extending the measure of patronage in terms of other behavioural factors such as dwell 
and spend is central to determine the effect of Customer Experience construct (De Kayser et 
al., 2015). In line with the findings of Phase I, a closed-ended question asked respondents to 
select whether their shopping experience had an influence on their future revisit, spend and 
dwell intentions. Finally, respondents were asked to report their demographic information 
including gender, age and occupation. Customer factors such as age and gender moderate 
Customer Experience (Verhoef et al., 2009). Whilst customer factors are beyond the scope of 
this research, such information can be used to develop further understanding of the findings. 
The design of the questionnaire was pre-tested and modified before its final commission.  
 
5.4.2 Pre-test and Pilot Study 
 
The hybrid diary was pre-tested with Marketing and Retailing academics to ensure that 
the wording of the questions and the flow of the diary were suitable (Kvale, 2007). The findings 
of the pre-test facilitated the modifications of certain words such as ‘shopping visit’ instead of 
‘shopping journey’ and ‘digital’ to ‘online’. In line with Covell, Sidani and Ritchie (2012), the 
flow of the diary in terms of displaying open-ended questions then the closed-ended questions 
were not problematic for respondents in this design. Respondents indicated that the flow of the 
diary facilitated their memory and immersed them back into the journey. 
 
Before the commencement of the data collection, a pilot study was conducted to verify 
that the questions reflect the objectives of the study. The adequate sample size for a pilot study 
is widely debated in the literature. Whilst some scholars recommend using 10% of the target 
sample size to achieve good representation (Treece and Treece, 1982), Issac and Michael 
(1995) and Hill (1998) believe that 10 – 30 participants is acceptable in survey-based research. 
The pilot study involved 24 respondents who share similar profile to the target sample.  
Respondents from different demographic profiles contributed to this research.  
 
The findings of the pilot study showed no significant concerns yet highlighted an 
important modification. Some respondents perceived the shopping centres located within the 
town centres as part of their shopping experience. As explained previously, shopping centres 
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are different entities from town centres due to their managerial structure (Stocchi, Hart and 
Haji, 2016; Teller, 2008). Thus, the introduction sheet to the diary clearly emphasised that this 
research is concerned with the town centre shopping area, not the privately-owned shopping 
centres. Based on the pre-test and pilot study, the final design was modified and administrated 
to the target quota.   
 
5.4.3 Data collection and Sampling Strategy 
 
 In line with the overall sampling approach, a stratified purposeful sampling was adopted 
to obtain deeper understanding of the Connected Town Centre Shopping Experience. This 
sampling technique entails the characteristics of probability and purposeful sampling to allow 
the researcher to achieve representation and saturation in the findings (Teddlie and Yu, 2007). 
In doing so, the researcher can draw instances that represent the Connected Town Centre 
Shopping Experience across a wider sample.  
 
Data was collected across the six town centres from the Leicestershire and 
Warwickshire regions: Loughborough, Market Harborough, Coalville, Leamington Spa, 
Warwick and Rugby. To achieve representation and saturation in the findings of the stratified 
purposeful sampling technique, the target sample size was carefully considered. Using 
Qualtrics platform, the sample size of the study was determined using the following equation 
(Bartlett et al., 2001):  
 
 
Sample size =  
 
 
Where:  
• N = Population size (220,000 across the six towns in this phase) 
• Z = Z value for confidence interval (1.96 for 95% confidence level) 
• p = Percentage of proportion (5% in this phase)  
• e = Error margin (5–7 %) 
 
According to the 2015 Experian Goad dataset, the total population of the town centres selected 
in this study round up to 220,000. Using a 95% confidence interval and an error margin of 5% 
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to 7%, the minimum and maximum accepted target sample size was found to be 190 to 384 
responses. In quota sampling, the demographic of the target sample should reflect the 
demographic split of the region to achieve good sample representation (Teddlie and Yu, 2007). 
In parallel to the demographic split of Leicestershire and Warwickshire region (see chapter 3, 
section 3.3.1), the target demographic of the sample includes:  
 
• Age split: 18-30yrs = 25% / 30-55yrs = 49% / 55+yrs = 26% 
• Socio-demographics: AB = 9%, C1&C2 = 46%, DE = 45% 
• Gender: Male = 48%, Female = 52% 
 
To achieve representation of the population, the online diary was commissioned across 
several online and offline communication channels to allow equal chance of participation in 
this phase (see chapter 3, section 3.4). The data collection process lasted 10 weeks between 
April to July 2018. This period was selected to minimise the effect of the festive shopping 
period and sale season, which can moderate Customer Experience (Verhoef et al., 2009). No 
incentives were provided for participation in this phase. At the end of the data collection period, 
a total of 285 online diaries were recorded on Qualtrics platform, which lies within the 
boundaries of the accepted sample size for this phase. Data entries were imported from 
Qualtrics and were subjected to stringent data cleaning and preparation techniques to increase 
the quality of the findings.  
 
5.4.4 Data Cleaning and Preparation 
 
To increase the robustness of the findings, the data entries were cleaned and prepared 
in three ways to increase the trustworthiness, reliability and quality of findings. Firstly, 
consistent with the approach adopted in Phase I, diarists were asked to reflect on their most 
recent shopping visit as to increase the accuracy of the recall. Literature suggests that Customer 
Experience should be captured immediately after an interaction occurs because respondents 
may not recall the entirety of the interactions in their shopping trip (Stein and Ramaseshan, 
2016). Therefore, entries referring to journeys beyond one month were eliminated to control 
for the effect of memory (Puccinelli et al., 2009).  
 
Secondly, some entries referred to interactions with the shopping centres and malls 
located within the town centres instead of interactions with the town centre itself. Due to 
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managerial complications between town centre and shopping centres (such as the presence of 
public organisation operating within the town centre) (Teller, 2008), such entries were removed 
to control for the situational effect across the quota sample. As highlighted in Verhoef et al 
(2009) situational factors associated with the retail location, parking and layout moderate how 
people perceive their experience (Verhoef et al., 2009). Likewise, retail catchment and 
attractiveness are influenced by factors such as size, retail mix, and touristic attractions 
(Dolega, Pavlis and Singleton, 2016). Thus, it was important to eliminate responses referring 
to shopping malls and centres because of their differences with the town centre retail offer.  
 
Thirdly, the quality of the qualitative and quantitative data was checked to enhance the 
trustworthiness of the findings (Guba and Lincoln, 1994). Some entries involved the use of 
abusive language and offensive language to express respondents’ feelings towards the 
Shopping Experience. Such entries had over 50% missing values as respondents’ intentions 
were to criticise their town centre. Those entries were frequent in underperforming town 
centres such as Coalville. In line with the recommendation of Guba and Lincoln (1994), those 
entries were eliminated due to concerns regarding the credibility of participants and the data, 
which may not reflect the reality.  
 
At the end of the cleaning process, a total of 193 diary entries were retained. The final 
sample used for the data analysis was within the boundaries of the accepted sample size based 
on the sample population equation. The retained responses were separated according to 
qualitative and quantitative data, and then imported into the appropriate data analysis package. 
 
5.4.5 Data Analysis Techniques 
 
Due to the mixed methods approach, quantitative and qualitative data was collected in 
this phase. The analysis process of each dataset is outlined in the following sub-sections:  
 
Qualitative Data Analysis 
 
Qualitative data was imported into NVivo 12 software package because of its ability to 
categorise and analyse rich qualitative data to generate themes and codes (Bazeley and Jackson, 
2013). Data was analysed using Thematic analysis (Braun and Clark, 2006). The first stage of 
qualitative data analysis involved familiarisation with the data. The researcher had to explore 
the diary entries to identify the nature of the data collected and its relevance to the research 
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question. Next, initial codes were created by examining through individual diary entries (Braun 
and Clark, 2006). Codes refer to the interesting elements of information in the data that can 
provide a meaning about the research phenomenon (Boyatzis, 1998). Whilst this phase had pre-
determined research questions, the coding process involved identifying as many potential codes 
in line with the recommendation of Braun and Clark (2006). This step was important to allow 
flexibility in the process of searching for themes. Then, the researcher explored commonalities 
across the codes to generate overarching themes and sub-themes. The themes were then 
reviewed by the researcher to judge whether the codes create coherent themes that are 
identifiable and independent (Braun and Clark, 2006; Patton, 1990). The initial themes were 
reviewed and refined to reflect meaningful representation of the dataset. Later, the themes were 
defined and named to provide guidelines to the reader as to what the themes mean (Braun and 
Clark, 2006). The names for the themes conformed to the names of established themes in town 
centre literature (Stocchi, Hart and Haji, 2016; Hart, Stachow and Cadogan, 2013; Hart et al., 
2007) as to maintain transferability of the qualitative findings (Guba and Lincoln, 1994). To 
increase reliability of the findings, the final report of themes was reviewed by independent 
Retailing academics to ensure consistency in the meanings of the overarching themes and their 
representation of the codes.  
 
Quantitative Data Analysis 
 
 The quantitative data was transferred into the STATA software package for statistical 
analysis. Due to the dichotomous nature of quantitative data collected in this study, STATA 
was used because of its ability to perform advanced correlations such as tetrachoric and 
polychromic correlations. In contrast to qualitative data analysis where clear analysis 
procedures exist, quantitative data analysis techniques depend on the research question and the 
data type. In this phase, the first analysis conducted was descriptive statistics to identify main 
features of the data and produce a report of the respondents’ profile. Secondly, tetrachoric 
correlation analysis was used to determine the strength of the correlation across the touchpoints 
explored in this phase. The correlation matrix was saved and used to conduct factor analysis as 
to determine the touchpoints that contribute to the creation of the Connected Town Centre 
Shopping Experience. Finally, regression analysis was conducted to determine the significance 
of the relationship between Connected Town Centre Shopping Experience and town centre 
patronage intentions. The following section highlights the results of this phase.  
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5.5 Phase II Results 
 
 This section highlights the results of the qualitative and quantitative analysis. Firstly, 
Descriptive statistics of the data are highlighted. Secondly, the analysis of the qualitative and 
quantitative findings is separately noted. Finally, the converged findings of both datasets are 
presented.  
 
5.5.1 Descriptive Statistics  
 
Approximately, 72% of trips reported in this study were completed within 2-3 days of 
taking part in this research. The average shopping journey duration was 1-2 hours with an 
average spend of £20-50. Consistent with Phase I, more females (114, 57%) participated in this 
research in contrast to men (79, 43%). The average sample age of respondents was 31-40 years 
old. Despite the researcher’s attempt to achieve good representation across socio-demographic 
profiles, limited responses referred to socio-economic group D. Limited resources available for 
this phase hindered the researcher’s ability to attain insights from this specific group. In terms 
of regional split, Loughborough recorded the most responses (64) in Leicestershire region 
whilst Leamington Spa recorded the most responses in Warwickshire region (31).  
 
5.5.2 Findings of Qualitative Study 
 
The analysis of the qualitative data resulted in the identification of emerging themes 
and verification of existing themes in the Town Centre Customer Experience literature. 
Through the analysis of the open-ended questions, it was possible to explore the determinants 
of the Connected Town Centre Shopping Experience and its implications on the future 
behavioural intentions.  A discussion of the main themes is provided in the following sub-
sections. 
 
5.5.2.1 Reasons to shop in a Town Centre  
 
Respondents were asked to report on the reasons behind shopping at their chosen town 
centre. Customer Experience literature argues that previous interactions with the retailer 
touchpoints develop a perception of the Customer Experience which guides the customer’s 
decision-making process in the future (Lemon and Verhoef, 2016; Verhoef et al., 2009; Neslin 
et al., 2006). As a result, it can have significant implications on retail performance (Verhoef, 
Kannan and Inman, 2015; Homburg et al., 2015; Schmitt, 1999; Pine and Gilmore, 1998). 
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Therefore, this question provides insights into the role of Shopping Experience in guiding the 
patronage intentions of customers. Table 5-3 highlights the main reasons that influenced the 
customers’ decision to shop in the town centre. 
Convenience 
 
The convenience of the shopping location was important to respondents across all six 
town centres and guided their decision to interact with the town centre as stated in “it’s my 
local town centre. It’s relatively close to where I live and I know what shops are there and the 
location of them. I don’t need to drive elsewhere”. The ease of shopping was a significant 
reason to shop in the town centre, particularly for customers who had time constraints. Based 
on previous interaction with the town centre, respondents developed positive perceptions of 
shopping in their local town centre (in terms of location of shops and ease of getting around 
them). Thus, respondents chose to re-shop in the town centre to maintain their convenience:  
 
“I know where the shops are so I could get around them quickly” 
 
“Shops are close to each other so I don’t need to spend so much looking for what I 
want” 
 
Downs (1970) highlighted convenience of location as an important consideration for 
shoppers. More specifically, Wrigley and Lambiri (2014) suggest that UK shoppers are driven 
by convenience, which influences their patronage intentions toward town centres.  As a result, 
this finding suggest that convenience can influence the customer’s decision to shop in a 
location, which parallels with the conceptual model of Verhoef et al (2009). Additionally, this 
finding supports the findings of Phase I that highlights the role of convenience as a reason to 
shop in the Town Centre. 
 
Attachment   
 
Attachment to the shopping location was important in facilitating the interaction 
between customers and their chosen town centre. Numerous comments related to the 
customers’ feelings towards their local town centre and their community. Respondents 
emphasised the importance of shopping in their local town centre to contribute to their local 
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community, and help protect the independent retailers who are going out of business as stated 
in comments such as:  
 
“I like to support local businesses as the choice of shops are getting smaller in the 
town and they need help” 
 
“Because I prefer to use local stores to large out of town centres or the internet all 
the time” 
 
“I like shopping locally to support my independent shops” 
 
Attachment to the community has been highlighted as a micro level attribute in Hart, 
Stachow and Cadogan (2013) in their contextual model of Town Centre Customer Experience. 
Place attachment is a bond between people and places (Allard, Babin and Chebat, 2009), which 
is created when a customer perceives the image of a place with their own (Line et al., 2012). 
This creates a sense of homophily (Tjafel, 1978), which can lead to greater involvement with 
this community. The findings suggest an effect of customers’ shopping attachment on their 
interaction with the local shopping location. Therefore, they extend the findings of Phase I and 
provide further support to the effect of place attachment on Town Centre Customer Experience 
(Hart, Stachow and Cadogan, 2013). 
 
Proximity 
 
Over two thirds of the comments across the entries related to the proximity of the town 
centre as a reason to shop there. Respondents suggest that their chosen shopping location is 
relatively close to where they live, which means they can easily shop there. For instance, some 
comments referred to the relativity of their location to the town centre. This was reflected in 
comments such as:  
 
“It’s the nearest town to where I live” 
 
“I work in the town so I went there to do my shopping before going back home” 
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“Closest to where I live. I live in the outskirts of [Coalville] and it’s a 15 minute walk 
to the town” 
 
The findings parallel with Phase I of the research design, confirming the role of 
proximity in guiding customers’ patronage intentions in town centre. Thus, situational factors 
play a moderating role in the perceived Shopping Experience as highlighted by Hart, Stachow 
and Cadogan (2013) and Verhoef et al (2009).  
 
Social Influence 
 
The role of social interactions on Customer Experience creation has been highlighted 
in the literature (Lemon and Verhoef, 2016; Stein and Ramaseshan, 2016; Verhoef et al., 2009). 
In town centre context, Wrigley and Lambiri (2014) highlight how shopping with other people 
(such as friends, family, colleagues) influences the town centre journey in terms of dwell and 
spend. In this phase, some respondents attributed their visit to the town centre to the influence 
of other people on their decision:  
 
“I was visiting my mother and she wanted to go to the town to do her shopping, so I 
tagged along” 
 
“Shopping in the town is fun because you always bump into someone you know. I 
even once met the MP in the street and market stall holders know you” 
 
“You really can’t find much there in terms of shops. But you can always meet your 
friends and family there and spend time wondering around that’s why I went” 
 
Despite their lack of interest in the shops available in the town centre, respondents opted 
to shop in their chosen town centre following an influence from their social circle. As a result, 
the perceived Shopping Experience was influenced by the social interactions within the 
shopping journey, and ultimately the patronage intentions. This finding ties in with Stocchi, 
Hart and Haji (2016) who argue the importance of Social Interactions on the creation of the 
Town Centre Customer Experience.  
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Table 5-3 Emerging Themes for Reasons to Shop in Town Centres 
Themes Selection of Respondent quotes 
Convenience “It is very easy to walk around the town as cars access within the centre is limited. A lot of pedestrians footpath and they are 
wide enough for large numbers of people” 
“Everything is close together, the lack of cars makes it feel safe and the shops are interesting” 
“I needed to buy a gift quickly, so I had to shop there” 
Attachment to the place  “I like to support local businesses as the choice of shops are getting smaller in the town and they need help” 
“I grew up in this town and I have been shopping here for ages. I feel like I have to shop there to help the community”  
“Last year I made a commitment to buy everything from my local town. Our retailers are losing so much money to online and I 
have responsibility towards them”  
Proximity “It's the closest place to where I live that I could buy what I needed and is only a few minutes drive away” 
“I walk through the town on my way home so I get my stuff from there because it is convenient.” 
Social Influence “My friends like to shop in the town during market days so I went with them to check out the vintage market”  
“I meet with the group of mothers for a coffee and then we walk the kids around.” 
Range of Shops “There is a good number of charity and vintage stores to view”  
“The selections of shops are limited” 
Range of Products “I can find all the food items that I need there” 
“It’s hard to find everything you want in this town” 
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Range of Shops 
 
Twenty-three respondents argued that the Range of Shops was central to their decision 
to shop in the town centre. Based on their previous visits to the town centre, they argue that the 
selection of shops satisfies their shopping needs:  
 
“They have a good range of stores so its worth while staying local rather than 
travelling” 
 
“lots of vintage and charity shops with great array of independent stores” 
 
“I like the shops that they have there and it is just what I need. I go there to save 
myself the time and effort of shopping elsewhere” 
 
As highlighted by Customer Experience literature, interactions with the retail 
touchpoints develops an experience that guides the customer through future decision-making 
journey (Lemon and Verhoef, 2016; Lemke, Clark and Wilson, 2011). This experience is 
moderated by customer’s ability to achieve their goals and motives from the actual experience 
(Puccinelli et al., 2009; Rohm and Swaminathan, 2004). The findings highlight that previous 
experiences developed from interactions with the Range of Shops influenced respondents’ 
choice of revisiting the town centre. Their previous Shopping Experience encouraged them to 
continue shopping in their local town centre because they were able to get what they want. This 
finding provide supports to previous literature in two ways. Firstly, the findings provide support 
for the moderation effect of goals and needs highlighted by Puccinelli et al (2009) and Verhoef 
et al (2009).  Secondly, it develops our understanding of the role of previous interaction with 
the touchpoints plays a significant role in the decision-making process of customers across 
each stage of the customer journey (Verhoef et al., 2009).   
 
Range of Products 
 
A few respondents attributed their decision to shop in the town centre to the availability of 
products. Similar to the Range of Shops, the respondent’s perception of the product availability 
was moderated by their goals and needs. They evaluated their ability to fulfil their goals and 
decided to shop in their town centre accordingly: 
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“I wanted to do my weekly groceries. It is good for shopping for food items” 
 
“Loughborough has a wholefood store that I like to use because I can find everything 
that I need for my diet” 
 
“It is usually not great for clothes, but I just wanted a pair of jeans. You can find it 
any of the shops available there”  
 
Assortment including the variety of products has been linked to the creation of retail 
Customer Experience (Stein and Ramaseshan, 2016; Verhoef et al., 2009) and the Shopping 
Experience (Terblanche, 2018; Kerin, Jain and Howard, 1992). It plays a vital role in guiding 
customer’s patronage intentions in retail locations (Donovan et al., 1994) including town centre 
(Stocchi, Hart and Haji, 2016; Teller and Reutterer, 2008). Thus, the findings support previous 
literature by illustrating how customer’s perception of the range of products influences 
customers’ patronage intentions in the future.  
 
5.5.2.2 Determinants of Connected Town Centre Shopping Experience  
 
 In line with the recommendations of Lemke, Clark and Wilson (2011), the diary was 
structured in accordance to the customer journey model (Lemon and Verhoef, 2016). The 
customer journey perspective allowed the researcher to retrieve in-depth insights about 
interactions that developed the Connected Town Centre Shopping Experience. The analysis 
section is split into three parts: ‘Pre-visit’, ‘During-visit’ and ‘Post-visit’.  Figure 5-1 illustrates 
the main interactions reported across each stage of the shopping visit.  
 
‘Pre-visit’  
 
Physical Interactions 
 
 Many respondents did not refer to interactions with the town centre physical 
touchpoints in this stage. This is attributed to the difficulty of having a physical interaction 
with the town centre touchpoints (such as Range of Shops, Atmosphere, Range of Products, 
Layout) without being physically in the town centre. However, some respondents commented 
on their journey into the town centre in terms of accessibility including routes taken, public 
transportation and parking availability. They expressed their feelings and emotions towards 
this interaction and how it influenced their overall Shopping Experience:  
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Figure 5-1 Overview of Touchpoints Interactions Throughout the Shopping Visit
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 “Bus was late for 20 minutes so I had to stand in the rain for a while. Not good” 
 
“Traffic into the town centre was heavy. The town is 10 minutes away from home but 
I spent a minimum of 30 trying to get there” 
 
“There was a diversion on the way, wasn’t pleasant” 
 
“Trying to find a parking in this town is really a pain. It is not only expensive, but 
they give you such short time that you can’t do anything in the town” 
 
Shopping Experience encompasses direct and indirect interactions with the retail 
environment including interactions beyond retailer’s control (Terblanche, 2018). Consistent 
with Customer Experience, such interactions influence customer’s perception of the totality of 
the Shopping Experience with the retailer and retail location (Verhoef et al., 2009). Town 
centres incorporate public and private entities that operate within the town centre (Stocchi, Hart 
and Haji, 2016). The range of touchpoints that customers can interact with during their visit 
creates difficulty in mapping and managing the Town Centre Customer Experience. As 
reported by some respondents, accessibility into the town centre developed perceptions of the 
Shopping Experience at the ‘Pre-visit’ stage, which influenced how they perceived their 
shopping experience:  
 
“It is really a shame that we try to go into the town but you can’t find proper public 
transportations. How am I supposed to carry the bags in the rain until the bus shows 
up?”  
 
“It was such a waste of time. I had a lunch break and I wanted to nip quickly into the 
town to get my stuff. They really should find a solution to the traffic into the town 
otherwise they shouldn’t complain about us not going there anymore”  
 
“…I had to pay so much just for 2 hours parking space that is 10 minutes walk from 
the town. I ended up just getting light stuff because I didn’t have enough time and I 
couldn’t be bothered to carry my stuff around”   
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Whilst the reported interactions may be beyond town centre’s control, their influence 
on the perceived Shopping Experience is apparent. Therefore, town centre managers are 
encouraged to consider such interactions in their assessment of the Shopping Experience and 
patronage intentions as it can help to uncover significant touchpoints that occurs outside the 
physical boundaries of the town centre.   
 
Digital Interactions 
 
Previous literature argues the need to integrate digital channels and technologies in the 
physical high street as to reduce spatial and temporal constraints (Betzing, Beverungen and 
Becker, 2018; Demko-Rihter and Ter Halle, 2015). In this stage, eight comments expressed an 
interaction with the town centres digital touchpoints as to obtain shopping-related information 
before going into the town centre. Those respondents emphasised their efforts in trying to 
obtain information about the town centre (including the range of shops, offers and discounts, 
stores opening hours, parking availability and any special events) using online channels such 
as Websites and Mobile Application: 
 
“I needed to check the availability of certain shops and the closing hours. I was also 
looking for the location of one shop in the town centre” 
 
“I looked for different variety of shops/retailers available within the central area of 
the town. I couldn’t find everything but it was good to check” 
 
“I searched for offers and discounts on LoyalFree before going to the town” 
 
“I was able to look for alternatives when I couldn’t find the shop in the town” 
 
As highlighted by previous research (El Azhari and Bennet, 2015; Rigby, 2011), interactions 
with the digital channels facilitates customers’ access to shopping information that helps them 
to plan their shopping visit conveniently. Hence, digital interactions influence the perceived 
Shopping Experience and patronage intentions. These arguments are supported in this phase as 
respondents argue:  
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“It enabled me to plan my shopping better because I knew exactly where the shops 
are located so I can nip into the town quickly” 
 
“I wasn’t planning to stay long in the town but then I saw an advertisement about an 
event taking place in the town so I decided to check it out” 
 
“Yes, it affected what I would do and how long and how I would plan it into my 
schedule”  
 
Based on these findings, respondents interact with the digital channels in the ‘Pre-visit’ 
stage to search for information about the town centre. The available information influences 
how customers’ perception of the physical touchpoints (such as Range of Shops, Range of 
Products, Events, etc.) and guides the decision-making accordingly. Then, customers develop 
a subjective perception of the Shopping Experience following an interaction with the digital 
touchpoints at the ‘Pre-visit’ stage, which influences how customers patronise the town centre 
in the ‘During-visit’ stage. These findings are consistent with Phase I findings despite no 
previous interactions with the digital touchpoints by that sample. Thus, this finding extends the 
Town Centre Customer Experience literature by highlighting the role of digital touchpoints in 
altering customers’ perception of the physical touchpoints, the perceived Shopping Experience 
and patronage intentions the ‘Pre-visit’ stage. The following section discusses how the 
Connected Town Centre Shopping Experience is developed in the ‘During-visit’ stage of the 
shopping visit. 
 
‘During-visit’  
 
Physical Interactions 
 
This section asked respondents to report on their interactions with the town centre 
during their most recent shopping visit. The questions encouraged respondents to report all 
positive and negative interactions they had with the town centre during their visit. Numerous 
comments referred to customers’ perception of positive/negative interactions with several 
touchpoints in the town centre. The following sub-sections highlights the interactions reported 
by respondents in their most recent shopping visit: 
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Range of shops 
 
Majority of respondents reflected on their interactions with the range of stores available 
in the town centre. Over two thirds of the comments referred to the variety of stores available 
in the town centre such as “charity”, “saving” and “vape” and the quality of these shops such 
as “cheap”, “basic” and “everyday”. Respondents emphasised how an interaction with Range 
of Shops contributed to their perception of the Shopping Experience as stated in the comments:  
 
“I think my shopping experience in Loughborough is subpar as physical brick and 
mortar stores does not provide much choice compared to Online” 
 
“I find shopping in Coalville not a great experience as the charity shops, vape shops, 
cheap shops far out weight the better up market shops. So many shops closed down 
for one reason or another”. 
 
“Not the best places to shop, no decent shops in town. There is nothing in town for 
their than coffee shop and charity shops. How can you say that’s a shopping 
experience.” 
 
Forty-three comments referred to the effect of an interaction with the Range of Shops 
on the patronage intentions within the town centre. The comments suggest that a better retail 
mix would have encouraged respondents to stay longer in the town centre and shop there 
instead of online: “more shops would have made me stay longer in the town”, “I would have 
to shop online for women clothes. There isn’t much in the town centre”. As a result, an 
interaction with Range of Shops is pivotal to the perception of the Shopping Experience and 
influences customers’ patronage intentions. This finding provides further support to existing 
literature that suggest the importance of retail assortment in the development of the Shopping 
Experience in different retail contexts (Terblanche, 2018; Tandon, Gupta and Tripathi, 2016; 
Stocchi, Hart and Haji, 2016; Hart, Stachow and Cadogan, 2013; Verhoef et al., 2009).  
 
Range of Products  
 
Despite being associated with the Range of Shops in the category of ‘Assortment’ in 
the literature (Terblanche, 2018; Verhoef et al., 2009; Bell, 1999), Stocchi, Hart and Haji 
(2016) reported Range of Products as an independent touchpoint from Range of Shops. To 
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maintain consistency in the findings, this touchpoint was considered independent from the 
Range of Shops. Respondents reported different perceptions of the “availability”, “variety” and 
“quality” of products available in town centre. Many respondents viewed their shopping 
experience negatively in the town centre when the choice of products was “limited” or 
“unavailable”. Product limitations in town centre created negative perceptions of the Shopping 
Experience as stated in the comments:  
 
“Limited choice of products. It is frustrating because I have to order online and wait 
for delivery” 
 
“I couldn’t find a decent pair of shoes in this town. I wasted my time there and I 
should have gone somewhere else instead”  
 
Meanwhile, comments that referred to a positive interaction with the Range of Products 
touchpoint highlight a “pleasant”, “enjoyable” and “exciting” Shopping Experience: 
 
“Loughborough do not have a good range of clothing shops. It is rubbish for ladies 
clothing shopping” 
 
“I found everything I was looking for. Market Harborough has a good range of 
clothes brand to buy from”. 
 
Following an interaction with this touchpoints, respondents’ patronage intentions were 
influenced as stated in:  
 
“There is no point of going there anymore. It is all about frustration and waste of 
money and time. I don’t think I will shop there for clothes anymore.” 
 
“It is all about luck. If you find what you are looking for then you can go. Personally, 
I’ve been lucky with finding what I want. You just have to know what you are 
shopping for before choosing to go or not”  
 
“You can’t buy anything in this place, and they wonder why we don’t shop here” 
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“I walked into the town centre hoping to buy a gift. I couldn’t find anything so I just 
left the town out of frustration. I was planning to spend the day there!” 
 
Therefore, this finding supports Stocchi, Hart and Haji (2016) by providing support to the effect 
of Range of Products on the creation of the Shopping Experience in town centre, and its 
implications on patronage intentions beyond revisit to include spend and dwell time.  
 
It is noteworthy that respondents evaluated the perception of this touchpoint according 
to the goals of the shopping visit.  For instance, respondents who were looking for utilitarian 
goals such as groceries and household reported a better experience in contrast to respondents 
who were looking for hedonic goals such as clothing. Retail store literature emphasised the 
effect of product categories on the formation of Customer Experience (Terblanche, 2018). 
However, with the complexity of town centre retail offer, this research is overlooking the 
product categories effect on the Shopping Experience. Yet, the findings of this phase provide 
support to the effect of customer factors (such as goals and needs) on Customer Experience 
(Verhoef et al., 2009; Puccinelli et al., 2009) and future work should explore the effect of 
product categories on the Shopping Experience in town centre context.  
 
Atmosphere  
 
Customer Experience literature conceptualised the importance of Atmosphere of the 
retail environment during the shopping journey (Roggeveen, Grewal and Schweiger, 2020; 
Puccinelli et al., 2009; Morrison et al., 2011). Atmospheric cues such as crowdedness, safety, 
and ambience influence how customers perceive their shopping experience (Morrell, 2012; 
Wakefield and Baker, 1998; Kerin, Jain and Howard, 1992). Interaction with the atmospheric 
elements generate sensory feelings and impressions for customers that contributes to the Town 
Centre Customer Experience (Hart, Stachow and Cadogan, 2013). In this phase, respondents 
emphasised on their interaction with the atmospheric elements of the town centre and its effect 
on their shopping experience during their last visit. Respondents highlighted variety of 
impressions of the overall shopping atmosphere in the town centre such as “Vibrant”, “Dull” 
and “Dead” according to its crowdedness. According to their comments, they evaluated the 
Atmosphere of the town centre based on how busy it is, and developed sensory and emotional 
responses towards the Shopping Experience: 
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“Went on Friday and it was not too busy/crowded. I’m not particularly a fan of 
crowds so I enjoyed this shopping visit” 
 
“Town centre was very quiet. No long queues, so it was great”, “the shops are not 
too busy, it creates a relaxing experience” 
 
“It feels a vibrant and safe environment. The broad, pedestrian areas are nice to walk 
around without worrying about traffic. The town centre feels open and airy.” 
 
Furthermore, respondents reported impressions on the atmospheric cues of the town 
centre based on their interaction with other touchpoints such as Range of Shops and Social 
Interactions. A range of positive and negative experiences were noted in the statements such 
as:  
 
“The atmosphere of Coalville is horrible. The town is full of closed and empty shops 
so not so many people come here” 
 
“Atmosphere in Leamington is nice, there is a good variety of stores there and 
consumers are friendly”  
 
“It’s a terribly neglected place. I hate going there because it smells” 
 
“It feels a vibrant and safe environment. The broad, pedestrian areas are nice to walk 
around without worrying about traffic. The town centre feels open and airy.” 
 
Additionally, some comments evaluated the Atmosphere of town centre to the safety 
and comfort elements of the town centre. A few respondents perceive shopping in town centre 
as “unsafe” and “dodgy” because of the increase in vacant units that affected the number of 
shoppers in the town centre. This has created a sense of loneliness for some respondents, which 
creates discomfort during the shopping visit. An effect of this atmospheric cue on town centre 
patronage intentions has been highlighted as stated in the comments: “The town is dead. I would 
not go there again unless I really have to”, “Leamington is a peaceful town. I feel relaxed when 
I shop there” and “I go shopping there because of the relaxed vibe in the town centre”. In 
support of previous literature (Stocchi, Hart and Haji, 2016; Hart, Stachow and Cadogan, 
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2013), the findings indicate an interaction effect between Atmosphere and future revisit 
intentions by influencing the perceived Shopping Experience construct. 
 
It is noteworthy that some respondents reported on the effect of weather conditions on 
the shopping atmosphere in the town centre. Numerous comments mentioned the importance 
of good weather when shopping in a town centre and its positive effect on patronage intentions 
such as: 
 
“My experience was good. The weather was sunny and the town was vibrant as 
people were out to enjoy the sunshine” 
 
“the weather was great, it was the reason why I went shopping there and I enjoyed 
it”.  
 
“Coalville town is generally depressing but the weather was good. I ended up having 
a coffee outside to compensate for the lack of shops”. 
 
Climate has been conceptualised by Verhoef et al (2009) model of Customer 
Experience as a situational moderator. The findings of this study provide support to the 
moderation effect of weather on Shopping Experience. Despite respondents’ negative 
interaction with other touchpoints in the town centre, they still reported a better experience in 
contrast to others due to the good weather conditions. For the purpose of this research, the 
effect of climate on the Shopping Experience is controlled for due to the variation in weather 
conditions across the data collection period.  
 
Accessibility 
 
Previous research highlights the significance of Accessibility to customers’ choice of 
the shopping location (Downs, 1970; Tandon and Gupta, 2016; Stocchi, Hart and Haji, 2016). 
Consistently, respondents emphasised the role of accessibility in their decision to shop in a 
town centre by referring to the convenience of shopping in terms of the ease of walking around, 
findings store and parking locations: “Shops are close to each other”, “It’s easy to find the 
shops that you want”, “It was quick visit, luckily the shops were next to each other so I did not 
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have to waste any time looking for them”. The interaction with the Accessibility touchpoint of 
facilitated different perceptions of the Shopping Experience as stated in comments such as: 
 
“It is very easy to walk around the town as cars access within the centre is limited. A 
lot of pedestrians footpath and they are wide enough for large numbers of people” 
 
“The cyclists in the market place are nuisance, skim past, have no respect to 
pedestrian. The buses to leave Loughborough to journey south is a significant walk 
from the centre. It’s too long when you are carrying shopping bags.” 
 
“Everything you need is within a walking distance. I can easily walk around and get 
what I want” 
 
“I enjoy shopping Market Harborough because I can easily get on the bus from where 
I live and reach the town. I don’t need to walk along distance carrying my bags 
because it will make me tired” 
 
Additionally, some comments referred to Accessibility in terms of parking. Previous 
studies measured parking within the Accessibility construct (Teller and Reutterer, 2008). Yet, 
Stocchi, Hart and Haji (2016) identified this touchpoint as independent from Accessibility. The 
findings therefore support the work of Teller and Reutterer (2008), indicating that parking is 
perceived as part of the Accessibility scale.  The effect of parking on the Shopping Experience 
was noted during their visit:  
 
“I do not feel like amenities such as parking are adequate especially if I was to do a 
large amount of shopping” 
 
“Parking cost and availability is huge negative” 
 
“I had a great experience because I was able to find free parking on the streets” 
 
The developed Shopping Experience from parking interactions had consequences on 
respondents’ patronage intentions as stated in the comments: 
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“I usually shop elsewhere because the parking is not good enough. You have to park 
far away from the centre” 
 
“I don’t visit the town centre often as parking isn’t good…Outer town stores or online 
is favourable”. 
 
British consumers’ value the convenience of shopping elsewhere such as Online and 
Out-of-Town shopping malls (Wrigley et al., 2015). Accessibility is central to the Town Centre 
Customer Experience (Stocchi, Hart and Haji, 2016), particularly following the emergence of 
digital retailing as customers are able get what they want with few clicks (Herhausen et al., 
2015). As highlighted in respondents’ comments, interactions with the Accessibility touchpoint 
is salient in customers’ perception of the Shopping Experience, consequently their patronage 
intentions. This is consistent with the previous research on Shopping Experience in other 
retailing contexts (Tandon and Gupta, 2016).  
 
Layout 
 
According to Mason, Mayer and Ezell (1991), the physical surroundings of the town 
centre including appearance, influence customers’ perception of the Shopping Experience. In 
the shopping mall context, Layout and Physical Infrastructure were significant to the mall’s 
Shopping Experience (Tandon, Gupta and Tripathi, 2016). The recent work of Pantano and 
Dennis (2019) demonstrates the importance of building appearance in enhancing the 
attractiveness of shopping malls by creating exceptional shopping experiences for tourists. In 
this phase, Layout of the town centre had an influence respondents’ perceptions of the 
Shopping Experience as they reported their concerns about the structure of the town centre, its 
visual appearance, and the positioning of the shops around as noted in the comments:  
 
“I do not like the way the town now seems to have 2 centres – around the market 
place and the Rushes. I tend to do 1 or the other.” 
 
“Visually I do not find Loughborough as appealing as others around it. The centre is 
literally a pathway” 
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“Coalville seems rundown and dated as well. it is a horrible place, needs 
regeneration”. 
 
“Leamington is beautiful and you enjoy walking there” 
 
Whilst the implications of Layout on patronage intentions were not clearly emphasised 
on by respondents, its effect on the perceived Shopping Experience was highlighted in some 
comments such as: “The place is not attractive and I hate it but it is the only option” and “Not 
the best experience because the place is not maintained”. Therefore, the findings provide 
further support to the role of Layout in the perceived Shopping Experience in different retail 
formats (Terblanche, 2018; Stocchi, Hart and Haji, 2016; Tandon, Gupta and Tripathi, 2016; 
Verhoef et al., 2009).  
 
Information and Signage 
 
The findings of Stocchi, Hart and Haji (2016) classified this touchpoint as functional 
touchpoint for the Town Centre Customer Experience. However, limited comments addressed 
this touchpoint in this phase of research. A few respondents addressed this touchpoint, mainly 
mentioning it as part of an interaction with another touchpoint in the town centre as shown in 
the comments:  
 
“I was trying to find where the event is taking place but there weren’t any signs up 
around the town” 
 
“I went to the town because I heard of new stores opening. When I go there, I 
couldn’t find any information on where they are. It took me a while but figured it out”  
 
“Getting around this town is a struggle. No information on where everything is and 
you end up having to ask people around. Not very pleasant when it is raining.” 
 
 Respondents perceive other sources of information (such as “Google”) as more 
convenient than physical signage when obtaining information about the town centre. The 
advancement of digital technologies and search engines facilitate ease of access to plethora of 
information about the shopping purpose (El Azhari and Bennet, 2015; Pantano and Viassone, 
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2013). This may have influenced respondents’ interaction with the Information and Signage 
touchpoint in the town centre.  Customers perception of this touchpoint may have diverged 
from Stocchi, Hart and Haji (2016) potentially due to the dated dataset used in their research. 
Although limited comments addressed this touchpoint in this phase, its contribution to the 
Shopping Experience remains central for some of the respondents. The quotes above expressed 
feelings and sentiments towards their inability of finding relevant information and signs when 
required. As a result, the significance of this touchpoint to the Town Centre Shopping 
Experience will be evaluated following the analysis of the quantitative data.  
     
Social Interactions  
 
Majority of respondents argued that social interactions influenced their shopping 
experience during their shopping visit. Respondents developed different feelings towards the 
interactions with the town centre itself and other users of the town centre, which influenced 
their perceived Shopping Experience:  
 
“I was visiting a cafe in the town centre and I had really nice interaction with the 
staff member of the store” 
  
“The town is really friendly and people would offer to help you.” 
 
“I went to check the town for some products. I did not get what I wanted but I bumped 
into an old friend who I haven’t seen in a while. We ended up going for a coffee so my 
experience was great” 
 
As previously discussed by Stocchi, Hart and Haji (2016), customers put significant 
emphasis on social interactions as it creates feeling and sentiments towards the town centre 
environment. Interaction with the community impacts the sense of belonging to the town centre 
(Hart, Stachow and Cadogan, 2013), which moderates town centre patronage intentions. 
Customer Experience literature conceptualised the direct effect of social environment on the 
creation of Customer Experience (Roggeveen, Grewal and Schweiger, 2020; Grewal and 
Roggeveen, 2020; Verhoef et al., 2009). The qualitative findings from Stein and Ramaseshan 
(2016) highlighted the effect of direct/indirect customer interactions on Customer Experience 
creation, and it was supported by the empirical work of Terblanche (2018) who reported a 
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significant effect between interaction with other customers, customer satisfaction and 
patronage intentions within the supermarket context. Therefore, this phase provides further 
support to the effect of social interaction on Customer Experience creation in the town centre 
context.  
 
Public Insecurity  
 
The sense of public safety in Town Centre appears to be central to the Shopping 
Experience and guides customers patronage intentions. Whilst safety is considered part of the 
retail atmosphere (Verhoef et al., 2009; Grewal, Levy and Kumar, 2009), respondents in this 
phase emphasised on the interaction effect of this touchpoint on the perceived Shopping 
Experience:  
 
“The town is filled with yobs or people in large groups that clearly out to cause 
trouble. They are creating discomfort in the town centre by going into the shops and 
causing problems out of boredom. They are creating a negative atmosphere, I’m only 
18 and I hate shopping there” 
 
“On the way to the shops, there were a group of rowdy teens in front of McDonald’s. 
I’m sure it was children being children, but I was not comfortable at all” 
 
“I do not like shopping here. The town is full of homeless and drunk people”. 
 
“Awful, lack of shops, awful quality, smells like drugs, alcoholics and lots of 
robbery's” 
 
The negative behaviours of other users in the town centre such as “street beggars”, 
“homeless” and “donation collectors”, is concerning for shoppers in the town centre. 
Respondents shared their concerns on the increase in number of street beggars by expressing 
the level of “discomfort” and “anxiety” when they interact with these users. For some 
respondents, the interaction with this group of town centre users is creating a sense being 
“hassled” and “pestered” for their own money, which influenced their shopping experience in 
the town centre: 
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“Hassle from beggars has reached its worst levels in 26 years I have been going into 
Leamington” 
 
“Negative incident would be too many beggars around town asking for money along 
with the charity workers who try to ask for money every time you walk past!” 
“Too many beggars in the town asking for money. I keep telling them sorry but it’s 
not comfortable when you are carrying shopping bags”. 
 
“Negative incident would be too many beggars around town asking for money a long 
with the charity workers who try to ask for money every time you walk past!” 
 
Earlier studies explored the effect of social aspects of the town centre on Image, 
Attractiveness and Enjoyment by referring to the friendliness of the town and direct/indirect 
interactions with staff and other shoppers (Hart, Stachow and Cadogan, 2013; Hart et al., 2007). 
On the contrary, little emphasis has been given to the implications of an interaction with other 
users of the town centre such as street beggars, donation collectors and homeless people.  
Therefore, this phase provides contributes to the town centre literature by highlighting the 
effect of negative interactions on customers’ sense of security within the shopping visit, 
consequently the Shopping Experience. This raises the call for future research on the Public 
Insecurity construct and its contribution to the existing patronage issue in town centre.  Phase 
III will take this finding into consideration to extend our understanding of the Town Centre 
Shopping Experience. 
 
Savings and Bargains 
 
Previous literature categorised this touchpoint as an experiential element of the Town 
Centre Customer Experience (Stocchi, Hart and Haji, 2016). Comments regarding this 
touchpoint referred to the experience respondents developed once they encounter a bargain that 
helped them to save money: “I was able to find something I was looking for at a reasonable 
price”, “New Look had 20% off for students event, so that was positive” and “I found some 
exciting deals in few shops so I saved some money”. The sense of achieving their goal with the 
complement of savings created a sense of ‘success’ for some respondents, which positively 
affected their shopping experience. Importantly, this touchpoint creates feelings of curiosity 
for some respondents as they seek to find better deals in the town centre: “The students shop 
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in this town so I keep an eye on their bargain hunting. They always seem to know where the 
garaging are”. Therefore, the findings provide further support to the town centre literature by 
highlighting the interaction effect between Savings and Bargains and Town Centre Shopping 
Experience (Stocchi, Hart and Haji, 2016). The results also suggest an effect of savings and 
bargains on town centre patronage intentions such revisit and spend through the creation of an 
experience that complements the shopping journey.  
 
Entertainment facilities  
 
Respondents reported on their interaction with leisure aspects of the town centre during 
their shopping visit. For some respondents, entertainment and leisure activities is considered 
part of their shopping visit to the town centre. The effect of experiential marketing has been 
addressed in the literature (Schmitt, 1999; Pine and Gilmore, 1998). Nowadays, customers look 
beyond the retail touchpoints in search for a memorable experience (Van Rompay et al., 2012; 
Grewal, Levy and Kumar, 2009). Entertainment activities play a significant role in enhancing 
the Shopping Experience by turning it into an event that stimulates different perceptions of the 
shopping visit (Dennis, Harris and Sandhu, 2002). Consistently, interactions with this 
touchpoint developed feelings and sentiments for respondents, which influenced their shopping 
experience in the ‘During-visit’ stage: 
 
“Entertainment facilities are minimal…not much to do in the town” 
 
“There is nothing much to do for kids. Would have been nice if we have place for kids 
to enjoy their time whilst we shop” 
 
“I went to the cinema after I finished shopping. It was great but there is nothing else 
to do in the town like bowling.” 
 
Respondents value the entertainment aspects of the town centre in search for a better experience 
that compensate for the entire journey. The variety of entertainment facilities in the town centre 
developed different emotions for the respondents, which influenced their shopping experience. 
As such, their patronage intentions were affected as stated in the comment: “Limited things to 
do in a small town. I prefer to shop in shopping malls because I can do my shopping and do 
something for fun”. Therefore, this finding provides support to previous literature that argued 
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that customers’ perception of the town centre beyond functional shopping to include leisure 
and recreation (Stocchi, Hart and Haji, 2016; Stachow, Hart and Cadogan, 2013).  
 
Cafes and Restaurants 
 
Previous literature elaborated on the role of refreshments in complementing the 
shopping journey (El-Adly, 2010; Tsai, 2010; Teller and Reutterer, 2008). Stocchi, Hart and 
Haji, (2016) suggest that customers’ interaction with refreshments complements their 
perception of the interactions with the functional touchpoints of the town centre including 
Atmosphere, Range of Shops, Range of Products, and Social Interactions. To some 
respondents, an interaction with this touchpoint was central in their shopping visit as they look 
to spend some leisure time when shopping:  
 
“I went shopping with my friend. We decided to stop for a meal to catch up after we 
finished shopping” 
 
“I like to go for a coffee with my partner when we do our weekly shopping.” 
 
Consistently, the variety of Cafes and Restaurants influenced the patronage intentions 
during their shopping visit as shown in the comments: 
 
“There is not much in terms of shops but if you want to eat there is a lot of choice of 
restaurants and cafes” 
 
“There is a great array of independent coffee shops in the town centre, which are the 
ones I’m most likely to visit when I go to the town” 
 
“I couldn’t get what I originally went for. I ended up going for a coffee in the town 
instead” 
 
Weekly Market  
 
Over thirty-six respondents reported frequent interaction with Weekly Market because 
of the variety of retail offer that complements the town centre offer. Respondents view this 
touchpoint as a “tradition” and “unique to the town centre”. For some respondents, the Weekly 
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Market is “essential” for their shopping because of the variety of products it offers. 
Furthermore, respondents value the weekly market because of its distinctive features that 
resembles the “old English town centre”. Therefore, weekly market complements other 
touchpoints of the shopping journey because of its influence on the community, which creates 
feelings and sentiments about the town centre environment:  
 
“The market is great! I have been going there most Saturdays for over 20 years…The 
shop keepers and market stall holders know you. Sometimes there is a busker or 
another event. It is the just wonderful.” 
 
“I look forward for the market days because I can find vintage items and bargains. 
The market creates a vibrant atmosphere in the town centre.” 
 
It is noteworthy that the interaction with the Weekly Market can create a 
positive/negative perception of the Shopping Experience. Whilst some respondents value the 
“vibrant” and “lively” atmosphere the Weekly Market creates, other feels the opposite: “I hate 
the market because it is not organised and you can’t walk comfortably in the town”, “Market 
days are noisy and crowded, I don’t like it” and “The town is very dirty on market days”. The 
implication of the perceived experience on patronage intentions are outlined in the comments:  
 
“…I enjoy going there on vintage market days because you can find interesting stuff 
to buy” 
 
“I like to go there to buy my groceries because its better than the ones in 
supermarket”  
 
“You can always find new items there, something which our town lacks”. 
 
Therefore, this phase extends the work of Stocchi, Hart and Haji (2016) by highlighting 
the effect of Weekly Market on the Shopping Experience. Likewise, it highlights the effect of 
the perceived experience on patronage intentions such as dwell and spend.  
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Special Events  
 
The variety of Special Events occurring in the town centre was valuable for some 
respondents. An interaction with this touchpoint enabled respondents to achieve recreation and 
entertainment in the shopping visit, which increase the perceived value of the shopping trip. In 
parallel with Stocchi, Hart and Haji (2016), respondents argue the importance of these events 
to regenerate the town centre as they represent social and cultural values that appeals to the 
town centre community. More importantly, they encourage respondents to walk around the 
town centre and interact with the functional and experiential touchpoints of the town centre 
during their visit: 
 
“The old car show was on in the town centre which was fantastic and probably the 
reason that we chose to walk through the town centre as opposed to drive directly to 
the sports direct. It was very pleasant” 
 
“There was an event in the town centre at the time. I decided to go check it out and 
then decided to do some browsing afterwards” 
 
“There was an exhibition in the town hall. I really enjoyed it” 
 
Consistent with Dennis, Harris and Sandhu (2002), the feelings and sentiments created 
from an interaction with the Special Events had an influence on respondents’ perceptions of 
their shopping experience, thus guiding their patronage intentions in terms of revisit, spend and 
dwell. This finding encourages town centre managers to consider the implications of this 
touchpoint in their efforts to address the patronage issue in the town centre.  
 
Digital Interactions  
 
In contrast to the ‘Pre-visit’ stage, most interactions with the digital touchpoints of the 
town centre occurred in this stage. Under twenty respondents attributed their interaction with 
the digital touchpoints to overcome challenges they encountered in their shopping journey such 
as “to find a location of a store” and “I was checking the opening hours of some stores”, or to 
remain connected with their networks by sharing information such as “sending my siblings a 
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picture of the clothes I bought” or “check my emails”. The following sub-sections discuss 
respondents’ interactions with the online channels and online technologies of the town centre. 
 
Digital Channels  
 
Respondents reported an interaction with the town centre’s Digital Channels (such as 
Website, Social Media and Mobile Application) were looking for specific information about 
the physical touchpoints such as the events they can attend or offers they can claim:  
 
“LoyalFree lets me claim my rewards once in store so I went on it to get my reward” 
 
“I was looking for reviews about the new store that opened in the town so I went on 
the social media page of the town as it was advertised there.” 
 
“I prefer to shop online because I can get my bargains spot on. When I knew about 
Love Loughborough apps things have changed slightly because I can get a lot of 
offers without having to wait for delivery. I think any online is very important factor 
now to where people prefer to go and shop.” 
 
“I get tempted to visit more often when there were savings to be made through a 
mobile app, for example the 'Loyal Free' mobile app which features local shops and 
discounts”  
 
It is argued that Digital channels influence the perceived Shopping Experience by 
allowing respondents to attain shopping information about the physical store, which help 
customers to achieve convenience in shopping (Rigby, 2011). Demko-Rihter and Ter Halle 
(2015) found that integrating digital channels in the high street positively influenced 
customers’ Shopping Experience as they were able to reduce the transactional costs of 
shopping. In this phase, the ability to retrieve information about the shopping goal created 
feelings and emotions that contributed to the overall Shopping Experience: “I was disappointed 
because I couldn’t find any information about the store closing hours or what they sell!” and 
“I was happy to find a discount code on Love Loughborough. I saved money!”. Foroudi et al 
(2018) emphasise on the importance of digital channels (such as Website) in positively 
influencing customers’ image of the retail location. Although not clearly emphasised, the effect 
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of such interactions on patronage intentions (such as spend) can be interpreted from 
respondents’ quotes: “I found about new store in the town so I went to check it out”. These 
findings are consistent with the effect of digital integration on customers’ willingness to search 
and purchase noted in previous studies (Herhausen et al., 2015; Cao and Li, 2015). 
 
Digital Technology  
 
Respondent’s physical presence in the town centre facilitated an interaction with the 
digital technology (town wide Wi-Fi) because of the proximity requirements for using these 
technologies. A few respondents interacted with this touchpoint after encountering “signal 
issues” or “mobile data limitations”. Respondents argued that an interaction with the Wi-Fi 
service facilitates their ability to achieve their shopping goals as shown in the comments:  
 
“It allowed me to stay connected to the online world so I can get better deals. It was 
also important because I was shopping for my family so I had to send them photos of 
the stuff I was buying.” 
 
“had to collect an online order from New Look so I needed the internet to open the 
email” 
 
“Yes, it was helpful to access the social media and contact my friend about meeting 
location” 
 
The ability to connect to the internet created feelings of “pleasure”, “satisfaction” and 
“value” as reported by respondents in this study. Their Shopping Experience was influenced 
by these feelings and had consequently affected their patronage intentions as seen in comments 
such as: “Made me confident with the deals am buying”, “Yes because it helped us choose a 
place to eat and it was lovely”,  “Having access to internet while shopping may extend my stay 
in the town centre”. For these respondents, digital interactions in the town centre shopping visit 
enabled them to overcome shopping challenges associated with internet connectivity and 
purchase decision. Therefore, it influenced their perceived shopping experience.  
 
The findings contribute to the town centre literature by highlighting the moderation 
effect of digital touchpoints on the Shopping Experience. Thus, answering the call of Stocchi, 
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Hart and Haji (2016). Digital channels interaction as a source of information to complement 
the shopping visit of customers, which is consistent with Rigby (2011). Meanwhile, digital 
technologies (Wi-Fi) help overcome connectivity issues in the town centre which allow 
respondents to remain connected to their social circle (Verhoef, Kannan and Inman, 2015). 
This finding is consistent with previous work that argues customers perceive digital 
technologies in retail as useful, convenient and functional (Betzing, Beverungen and Becker, 
2018; El Azhari and Bennet, 2015). The following section discusses the ‘Post-visit’ stage of 
the shopping visit.  
 
‘Post-visit’  
 
Physical Interactions  
 
In this stage of the shopping visit, respondents were asked to report on any interaction 
that influenced their shopping experience after leaving the town centre. This is to capture any 
interactions that may have influenced the perceived Shopping Experience and patronage 
intentions. Most respondents had no further interaction with the town centre after completing 
their shopping goals as some respondents mentioned: “I am not there anymore so I can’t 
interact with it” or “Nothing with the town itself”. However, similar to the ‘Pre-visit’ stage, a 
few respondents reported on negative interactions with accessibility aspects such as traffic and 
public transportations. Even though respondents did not report an effect on their future 
patronage intentions, some argued their shopping experience was negatively influenced by 
such interactions: 
 
“The day is going great until you realise how soaking wet I am because the bus did 
not show up on time and it started raining” 
 
“It was fine, I enjoyed it but I spent 40 minutes on the road trying to get back home.” 
 
 Scholars conceptualised Customer Experience as the totality of interactions with 
touchpoints beyond retailers’ control (Lemon and Verhoef, 2016; Meyer and Schwager, 2007). 
The implications of such touchpoints on the Connected Town Centre Shopping Experience is 
apparent in respondents’ comments. However, scholars argued the difficulty of mapping all the 
touchpoints beyond retailers’ control (Stein and Ramaseshan, 2016; Homburg, Jozic and 
Kuehnl, 2015). Due to the complexity of Town Centre Customer Experience that includes 
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public and private sector touchpoints (Stocchi, Hart and Haji, 2016), this research controls for 
the effect of non-town centre touchpoints across the customer journey when capturing the 
Connected Town Centre Shopping Experience. However, town centre managers should 
carefully examine such touchpoints to attain deeper insights into the patronage issue.  
 
Digital Interactions  
 
In terms of digital interactions, no direct interactions occurred between respondents and 
the town centre digital touchpoints were reported. Yet, some respondents indirectly reported 
on digital channels of the town centre. They have heard about them as channels to “report their 
experience”, “seek further information” or to use them to “look for future events”. 
Accordingly, their likely intentions to patronise the town centre was influenced:  
 
“I heard about an event coming up from one of the storekeepers. I decided to go on 
Love Loughborough to check when it is happening so I can plan my next visit” 
 
“I was told to check out LoyalFree App after my recent visit so I can see if there any 
other offers I missed on” 
 
Providing respondents with information about the town centre offer influences 
customers perceived value of the shopping visit. As Lemon and Verhoef (2016)’s model 
suggests, an experience developed during each stage of the customer journey acts as a reference 
for the next stage, and ultimately future journeys. The qualitative findings of this phase 
highlight the effect of digital interactions on the perceived Shopping Experience and patronage 
intentions of customers.   
 
5.5.2.3 Shopping Challenges 
 
This section of asked respondents to report on any challenges they faced during their 
town centre shopping visit. As shopping challenges can influence the Customer Experience 
(Puccinelli et al., 2009), identifying any challenges in the customer journey can highlight 
important interactions with the town centre touchpoints that influenced the perceived Shopping 
Experience. Majority of respondents who encountered a challenge during their town centre 
shopping visit referred mainly to the interactions with the Range of Shops, Range of Products, 
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Atmosphere, Accessibility and Social Interactions, Weekly Market and Cafes. Respondents 
reflected on the role of such interactions in changing their perception of other touchpoints in 
the town centre. More importantly, respondents argued that their encounter with challenges 
related to these touchpoints influenced their perceptions of the Shopping Experience, 
consequently their patronage intentions:  
 
“The range of shops there and parking is very limited. Makes me think twice about if I 
really have to make a trip into the town” 
 
“I go into town less because I don’t feel safe and I’m sick to death of being harassed. 
I don't want to speak to 14 people when I’ve nipped into town” 
 
“Didn’t enjoy the rest of my journey because I had to spend so much time looking for 
an alternative for this product.” 
 
As noted in the above comments, a negative interaction with any or all the touchpoints 
in the town centre can create feelings of “frustration” “Stress” and “anxiety” during the 
shopping visit. All the interactions reported by respondents in this section were previously 
addressed in other stages of the shopping visit. Hence, no further touchpoints were identified. 
 
5.5.2.4 Reasons for Lack of Interaction with Digital Touchpoints 
 
Respondents in Phase I suggested that the lack of interaction with the town centre 
digital touchpoints is facilitated by the lack of awareness about their existence in the town 
centre. Thus, the diary asked respondents who selected ‘no’ digital interactions about the 
reasons behind this behaviour. Most comments referred to location familiarity, limited 
awareness, perceived usefulness and perceived self-efficacy. The following sub-sections 
highlights the main reasons behind a lack of interaction with the digital touchpoints. 
  
Location Familiarity  
 
Consistent with Phase I, most respondents argued that their familiarity with the town 
centre was enough, hence interaction with the digital touchpoints (digital channels) was not 
required. Respondents (mainly age groups of 51+) claimed that there is little benefit for them 
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to interact with the digital touchpoints throughout the shopping visit because they don’t feel it 
will inform them of something they don’t already know:  
 
“Lived here for a long time. I don’t need to search what is there” 
 
“I have been living in Loughborough for 20 years. I know more or less where I could 
everything in the town” 
 
“I think I know everything about the town because I go there often. I never thought of 
looking online. I don’t know if it would have something that I don’t know of” 
 
“If I am familiar with the area then I would rarely use them. However, if I am going 
to shop in a new place then they will be helpful” 
 
Customers develop personal perceptions of the town centre through habitation and 
familiarity (Relph, 1976), which changes the meanings and values of this place to customers. 
As customers develop a bond with the town centre community through continuous interactions, 
they become more familiar with the town centre (Haytko and Baker, 2004). Hence, their sense 
of familiarity can influence their interaction with the town centre over time (Hart, Stachow and 
Cadogan, 2013). Based on these arguments, a moderation effect of familiarity with location on 
the interaction with the digital touchpoints of the town centre, hence the Shopping Experience.  
 
Awareness 
 
Many respondents did not interact with the town centre’s digital touchpoints due to the 
lack of awareness about their existence. Whilst all town centres in the quota have some digital 
presence,  most respondents argued that their town centre does not have a digital offer as stated 
in the comments: “Wi-Fi isn’t available in the town centre”, “I know there isn’t any website 
about the town centre”, or “I’m not aware that they offer anything there”. Due to the lack of 
awareness of the digital touchpoints, respondents developed perceptions of the Shopping 
Experience based on their interactions with the physical touchpoints only. The majority of 
respondents were not aware of the existence of those digital touchpoints: “Never heard that the 
town has any online website”, “No because we don’t have any”, “I never thought of doing so 
because I was not told by anyone that the town has a website”. Accordingly, it can be argued 
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that a moderation effect exists between customers’ awareness of the digital touchpoints and 
interaction with them.  
 
Perceived Usefulness 
 
This question attempted to provide further justifications into the reasons behind the low 
level of interaction respondents had with the existing digital touchpoints such as Website, 
Social Media page, Mobile Application and Wi-Fi. Numerous comments believed that digital 
integration is either “unimportant” or “helpful”. Despite studies arguing the demand of 
customers for a connected Customer Experience across the physical and digital domains 
(Verhoef, Kannan and Inman, 2015; Brynjolfsson et al., 2013), few respondents in this phase 
perceives digital integration in town centre as a “necessity”. The comments below show the 
variety of perceptions reported by respondents that reflect each perception category:  
 
“Personally I am not interested in online at all. I prefer to have better shops and 
better atmosphere in the town” 
 
“Online technologies would not influence me or help me. If I am out shopping in a 
town, I am out to look about and enjoy my visit”  
 
“I don’t know if they can help at all. If I need any information I will use google 
because it is more convenient. That’s why I wouldn’t just go and check the town 
website even if it did exist” 
 
“I remember a friend of mine once telling me how the town website was useless. He 
said it was out-dated and had nothing of what is happening in the town”.  
 
More importantly, respondents’ level of expertise with using digital channels and 
technologies influenced their interaction with them as stated in:  
 
“…It is important to remember that we are an aging population and I don’t suspect a 
lot of people has interest in the internet” 
 
“I don’t know how to shop online so I prefer to do my shopping in the town centre”. 
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“I simply don’t know how to use the internet properly. I barely know how to use 
facebook to speak to my friends.”  
 
El Azhari and Bennet (2015) argue that customers’ perceptions of digital integration is 
central to understand how it influences their shopping experience. The findings support this 
argument as customers’ perceived usefulness of the digital channels and technology moderated 
the creation of a Connected Town Centre Shopping Experience. Therefore, future research 
should examine this moderator when researching digital integration in the wider retail context.  
 
5.5.2.5 Role of digital integration – Respondents with No Previous Interaction Only 
 
Respondents who reported no interactions with the digital touchpoints were presented 
with set of questions about their perception of integrating digital touchpoints into the Town 
Centre Shopping Experience. Whilst this question was explored in Phase I, this phase addressed 
this question in-depth across wider sample. Therefore, the findings can provide further details 
into the role of digital interactions in the creation of Connected Town Centre Shopping 
Experience and its effect on patronage intentions.  
  
Numerous comments referred to the effect of online channels (such as website, social 
media and mobile application) on the town centre touchpoints such as Accessibility, Range of 
Shops, Layout, Special Events and Entertainment Facilities in the town centre. Respondents 
highlight how these channels can provide detailed information about the town centre, which 
influence their perceived value of the shopping visit:  
 
“Mobile application can be helpful to show offers and bargains in the town. It would 
help me save time when shopping” 
 
“If we have a website where we can find information about the events happening in 
the town it would make me stay longer in the town” 
 
“Only in the sense of reviews from other people, being able to check what shops/cafes 
etc. are available if it was a town/city I wasn’t that familiar with..” 
 
 Chapter 5: The Determinants of Connected Town Centre Shopping Experience 
140 
 
“If there are deals mentioned on the website or if there are specific discounts- then I 
may spend more or shop for longer and visit those specific stores.”  
 
“I think having accessibility to information about the town before the visit would 
influence my spend or stay. If I know about any promotions or events beforehand then 
I would be more willing to go there again”  
 
As highlighted by Wrigley et al (2015), convenience of the shopping visit has an 
association with the town centre’ patronage issue. Whilst limited information exists to support 
their claim, the findings of this phase highlight that respondents are seeking convenience in the 
town centre shopping visit. They perceive digital interactions as complementary to the physical 
touchpoints. For instance, digital channels can play a positive role in highlighting key 
information that could improve the perceived value of the shopping visit. The positive effects 
of the introduction of complementary channels on customers’ shopping experience and 
patronage are noted in previous work (Betzing, Beverungen and Becker, 2018; El Azhari and 
Bennet, 2015; Pauwels and Neslin, 2015). Multiple channels improve customers’ level of trust 
and confidence in their purchase decisions, which improves their Customer Experience with 
the retailer (Hahn and Kim, 2015). Whilst some studies argue the negative implications of 
Cross-Channel and Multichannel strategies such as channel cannibalisation, design 
complications, and Customer Experience management across channels (Pantano and Priporas, 
2016; Cao and Li, 2015), it is argued that the implications of not adopting a Multichannel 
strategy on retailers’ performance can be costly (Konus, Neslin and Vroomen, 2015).  
 
As a result, the analysis of this phase supports the latter argument as customers in town 
centres value the positive integration of digital channels touchpoints on their town centre 
shopping visit and its effect on their patronage intentions. Consistent with Rigby (2011), 
customers would value information rich digital channels to seek further information about the 
physical town centre without being physical there. Therefore, the findings contribute to the 
Town Centre Customer Experience literature by highlighting the moderation effect of channel 
integration on the perceived Shopping Experience and patronage intentions.   
          
In terms of the digital technologies (Wi-Fi) integration, respondents’ interaction who 
did not interact with this touchpoint referred to their accessibility to mobile internet (4G) or 
their perception of this technology in the town centre: “I do not think it is a major issues with 
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advance mobile networks we have today. e.g. 5g is coming very soon as well.” and “Not to 
brag, but I have 4G on my mobile. I don’t need it”. Yet, they believe it could help them to 
overcome the issues they encounter with mobile internet “as stated in comments: “if there is 
Wi-Fi, it means I can easily browse on my phone without using my phone data”, “Wi-Fi would 
help with the poor 4G signal in town” and “It’s good to have Wi-Fi so you can use it when you 
need your laptop or signal is weak”.  
 
Respondents desire to use their mobile phones for reasons such as “browsing”, 
“networking” or checking “product information”, facilitated their interaction with this 
touchpoint. When asked about their perception of this interaction, respondents reported feelings 
such as “relief” and “satisfaction”. In line with Connected Experience literature (Betzing, 
Beverungen and Becker, 2018; El Azhari and Bennet, 2015; Verhoef, Kannan and Inman, 
2015; Pantano and Timmermans, 2014), customers seek to maintain connectedness to the 
digital domain to make better decision. Respondents referred to the role of Wi-Fi in enhancing 
their shopping experience as stated in the comments:   
  
“Wi-Fi is most important in todays networked world- particularly for helping to 
navigate between shops, or enjoy time working in cafes/restaurants. I think it would 
influence satisfaction and revisit intentions, but not spend.” 
 
“Wi-Fi would allow me to stay connected and look for bargains online whilst 
browsing in town” 
 
In response to Stocchi, Hart and Haji (2016)’s calls to explore the role of digital 
integration, the qualitative findings of this study contribute to the town centre literature by 
emphasising the importance of digital touchpoints integration to enhance the creation of better 
Town Centre Customer Experience. This integration can take the form of digital channels 
(Website, Social Media pages and Mobile Applications) and digital technologies (Wi-Fi). An 
interaction with these touchpoints influences customers’ perceptions of the physical 
touchpoints in the town centre, thus developing different perceptions and intentions of the 
Shopping Experience and patronage intentions respectively.  
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5.5.2.5 Summary of Qualitative Findings 
 
The qualitative data explored the touchpoints that contribute to the Connected Town 
Centre Shopping Experience respondents had during their recent visit. Firstly, this phase 
highlighted the reasons for shopping in the town centres to identify the effect of previous 
interactions on this decision. Respondents emphasised on the role of proximity and social 
attachment played a role in their decision-making process. Likewise, previous interactions with 
specific touchpoints (such as Range of Shops and Accessibility) influenced respondents’ 
decision to shop in the town centre.  
 
Secondly, these findings outlined the physical and digital touchpoints that influence the 
creation of Connected Town Centre Shopping Experience. The qualitative analysis identifies a 
new touchpoint ‘Public Insecurity’ that creates feelings and sentiments for customers when 
shopping in the town centre. The negative behaviour of other users in the town centre are 
putting off respondents during the shopping visit, making them uncomfortable and more 
willing to leave. Therefore, further research is required into this to extend our knowledge of 
the town centre patronage issue. Additionally, this phase demonstrates the role of leisure 
interactions in the Shopping Experience and town centre patronage intentions, thus supporting 
the argument of Stocchi, Hart and Haji (2016) that experiential aspects of the town centre play 
a significant role in the creation of Town Centre Customer Experience. 
 
Thirdly, the analysis outlines the role of digital interactions in the creation of Connected 
Town Centre Shopping Experience. Digital integration acts as source of information (online 
channels) or supporting role (digital technologies) to enhance customers’ perception of the 
interactions with the physical touchpoints. Customers’ interaction with the digital touchpoints 
creates feelings of pleasure, value and satisfaction, which helps customers to shop 
conveniently. However, digital interactions remain limited in town centres due to respondents’ 
limited awareness about their existence. Hence, future work should focus on creating an 
interaction between customers and digital touchpoints as to determine their effect on the 
Shopping Experience and patronage intentions accurately. The following sections discuss the 
quantitative analysis of the data. 
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5.5.3 Findings of Quantitative Study 
 
Respondents’ answers to the closed-ended questions was analysed using STATA 
software and multiple data analysis techniques including tetrachoric correlation matrix, factor 
analysis and Multinomial Logistic Regressions. The 193 retained entries were imported into 
STATA software. The following sections discuss the results of the quantitative analysis.  
 
5.5.3.1 Exploring the Connected Town Centre Shopping Experience  
 
Respondents were asked to select the physical and digital touchpoints that they 
interacted with and have influenced their shopping experience. Table 5-4 shows the means of 
respondents’ interactions with each touchpoint included in this phase. As for the physical 
touchpoints, the results show that 6 out of 14 variables scored a mean value higher than 0.30 
(µ>0.30): Layout, Range of shops, Range of products, Accessibility, Savings and Bargains, 
and Parking). Whilst literature emphasises the role of leisure and entertainment in the town 
centre journey (Stocchi, Hart and Haji, 2016; Stachow, Hart and Cadogan, 2013), Table 5-4 
shows that the mean interactions of leisure touchpoints was lower than the other touchpoints 
(µ<0.30). Customer factors (such as goals and demographics) influence the creation of 
Customer Experience (Verhoef et al., 2009). Similarly, Puccinelli et al (2009) highlight the 
implications of different shopping goals on customers’ perceptions of the experience. 
Accordingly, it can be argued that customer goals influenced respondent’s interaction with the 
leisure touchpoints of the town centre.  
 
In terms of respondents’ interactions with the digital touchpoint, Table 5-4 shows a low 
mean score for interaction with the digital touchpoints. Despite the availability of digital 
channels and technologies in the quota sample, limited interactions occurred between the 
customers and the digital touchpoints. Those who did interact with the digital touchpoints 
showed most interactions in the ‘During-visit’ stage of the shopping visit with zero interaction 
recorded in the ‘Post-visit’ stage. Higher level of interaction occurred with the online channels 
in contrast to online technologies (Wi-Fi) in the ‘During-visit’ stage. The findings suggest that 
customers interact with the digital touchpoints in the ‘Pre-visit’ and ‘During-visit’ to 
complement their shopping experience by seeking information and remain connected to their 
social groups.  
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Next, Exploratory Factor Analysis (EFA) was conducted to explore the theoretical 
structure of the Town Centre Shopping Experience construct. This is achieved by exploring the 
relationships between the underlying touchpoints in this phase. EFA allows the postulation of 
latent variables that are thought to underlie and give rise to patterns of correlations (Haig, 
2010). Since Shopping Experience is latent in nature, EFA would allow the researcher to 
identify the factors that can be used to observe this construct with.  
 
Table 5-4 Descriptive Statistics of Physical and Digital Touchpoints Interactions 
Variable Obs Mean Std. Dev. Min Max 
Range of shops 193 0.503 0.501 0 1 
Range of products 193 0.389 0.489 0 1 
Atmosphere 193 0.290 0.455 0 1 
Layout 193 0.430 0.496 0 1 
Accessibility 193 0.352 0.479 0 1 
Atmosphere 193 0.290 0.455 0 1 
Social interactions 193 0.269 0.445 0 1 
Information availability 193 0.026 0.159 0 1 
Special events 193 0.078 0.268 0 1 
Market 193 0.259 0.439 0 1 
Parking 193 0.363 0.482 0 1 
Entertainment  193 0.078 0.268 0 1 
Savings and Bargains 193 0.337 0.474 0 1 
Cafes and Restaurants 193 0.285 0.453 0 1 
Social interactions 193 0.269 0.445 0 1 
TC’s Website (Pre-visit) 193 0.026 0.159 0 1 
TC’s Mobile application (Pre-visit) 193 0.010 0.102 0 1 
TC’s Social Media (Pre-visit) 193 0.016 0.124 0 1 
Wi-Fi interaction (During-visit) 193 0.088 0.284 0 1 
TC's Website (During-visit) 193 0.026 0.159 0 1 
TC’s Mobile application (During-visit) 193 0.036 0.187 0 1 
TC’s Social Media (During-visit) 193 0.021 0.143 0 1 
TC's Website (Post-visit) 193 0.000 0.000 0 1 
TC’s Mobile application (Post-visit) 193 0.000 0.000 0 1 
TC’s Social Media (Post-visit) 193 0.000 0.000 0 1 
TC represents Town Centres 
 
Exploratory Factor analysis 
 
Respondents’ interaction with the physical/digital touchpoints was measured on a 
nominal scale (Yes, No). Respondents were asked to indicate whether they have had an 
interaction with any or all the touchpoints listed. Factor analysis depends on the correlations 
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between the variables. Due to the dichotomous nature of the variables, a tetrachoric correlation 
matrix is computed for the physical and digital touchpoints to identify the correlations between 
the variables (see Table 5-5 and Table 5-6).  This type of correlation is ideal for dichotomous 
data because it is not affected by rating levels nor their marginal proportions (Calkins, 2005). 
The matrix was factor analysed using iterated principle factors (Orthogonal Varimax, Kaiser 
on) and returned two factors with eigenvalues greater than or equal to 1.0. Table 5-7 presents 
the factor loadings for the touchpoints included in this research. Touchpoints with factor 
loading below 0.3 and cross-loading on multiple factors were omitted. Four factors were 
retained with eigenvalue greater than or equal to 1.0. These factors are described as follows:  
 
First factor was interpreted as ‘Shopping’ factor because it had touchpoints that relates 
to the shopping journey including Range of Shops, Range of Products, Accessibility, Layout, 
Atmosphere, Social Interactions and Information and Signage. Meanwhile, the other 
touchpoints that relates to the leisure including Markets, Special Events, Entertainment 
Facilities and Cafes and Restaurants loaded on the second factor, hence it was interpreted as 
‘Leisure’ factor. Stocchi, Hart and Haji (2016) categorised touchpoints as functional and 
experiential to the Town Centre Customer Experience. The factor analysis in this phase 
reported two factors that contribute to the Town Centre Shopping Experience (see Table 5-7).  
 
Although this finding conforms to the categorisation of touchpoints into two factors, 
two major differences are reported in this phase. Firstly, Parking and Savings and Bargains did 
not load highly on any of the factors in this phase. When referring to the customer journey in 
the qualitative findings, those touchpoints were linked with other touchpoints including 
Accessibility, Range of Shops and Range of Products. Therefore, the findings divert from 
Stocchi, Hart and Haji (2016) and support previous studies that report those touchpoints as part 
of other constructs such as Accessibility and Assortment (Bell, 1999). Secondly, Social 
Interactions have loaded on the ‘Shopping’ despite its categorisation as an experiential 
touchpoint in Stocchi, Hart and Haji (2016). This difference can be attributed to the focus of 
this research on the Shopping Experience. Respondents reported on their social interactions 
that were associated directly with their shopping visit, ultimately influencing their shopping 
experience. As a result, respondents perceive Social Interactions as a salient touchpoint to the 
development of their Shopping Experience in town centres. 
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Table 5-6 Tetrachoric Correlation Matrix of Town Centre Digital Touchpoints Interactions Throughout the Shopping Visit 
Table 5-5 Tetrachoric Correlation Matrix of Town Centre Physical Touchpoints Interactions ‘During-visit’ 
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Table 5-7 Factor Analysis of the Touchpoints 
  Variable  Factor 1 Factor 2   Factor 3   Factor 4 
Range of shops 0.5556           
Social interactions 0.4708           
Atmosphere 0.6872           
Layout 0.7436           
Product 0.4997           
Information and signage 0.6537           
Accessibility 0.4608           
Special events   0.7946         
Markets   0.5647         
Entertainment facilities   0.7827         
Cafes and Restaurants   0.575         
TC's Website search (before)       0.312     
TC's Mobile application search (before)       0.365     
TC's Social Media search (before)             
Wi-Fi interaction (during)           0.7398 
TC's Website interaction (during)       0.933     
TC's Mobile application interaction 
(during) 
      0.916     
TC's Social Media interaction (during)       0.834     
Factor analysis/correlation                                     Number of obs    =    193 
Method: iterated principal factors                   Retained factors =        4 
Rotation: orthogonal varimax (Kaiser on)                
 
Factor 3 was interpreted as ‘Digital Channels’ as touchpoints that relate to the digital 
channels such as Website, Social Media and Mobile Application of the town centre loaded 
together. Meanwhile, Factor 4 was interpreted as ‘Digital Technology’ because it relates to the 
town centres’ Wi-Fi. As explained in the qualitative finding, respondents interacted with the 
digital channels to seek plethora of information that complements their shopping journey. 
Meanwhile, they interacted with town centre’s Wi-Fi to maintain connectedness to the digital 
domain for a variety of reasons (such as price check, promotions, store locations, networking, 
etc.) and interact with their social network to increase the perceived value of shopping.  
 
Previous work in the high street context highlighted digital channels and technologies 
as two distinctive forms of digital integration digital in this context (Betzing, Beverungen and 
Becker, 2018; El Azhari and Bennet, 2015; Demko-Rihter and Ter Halle, 2015; Rigby et al., 
2012). Therefore, the results of the factor analysis support previous findings.  
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Upon determining the salient factors that contribute to the development of the 
Connected Town Centre Shopping Experience, a regression analysis was conducted to identify 
the relationships between these factors and patronage intentions. Regression analysis identifies 
the relationship between two variables and identify the effect of independent variables on 
dependent variables. The following sections highlight the findings of the regression analysis.  
 
5.5.3.2 Multinomial Logistic Regression 
 
Multinomial Logistic Regression (MNL) is used to investigate the relationship between 
the Connected Town Centre Shopping Experience factors (Shopping, Leisure, Digital 
Channels and Digital Technology) and the patronage intentions indicators (Revisit, Spend and 
Dwell). Multinomial logistic regression (MNL) is an appropriate method to analyse and predict 
relationship when finding the probability of category membership of the dependent variable 
based on multiple independent variables on the dichotomous scale. In contrast to other types 
of regressions, no assumptions of linearity, normality and heterogeneity of variance are made 
when conducting this test (Starkweather and Moske, 2011). With a sample size of 193, MNL 
is an appropriate regression tool because it controls the effect of sample size when conducting 
the analysis (Starkweather and Moske, 2011).  
 
MNL examines the model fit by testing for the chi-square of the model to determine if 
the model can be represented by the dependent and independent variables. By following a chi-
square distribution, the significance of contribution of each independent variable to the model 
is calculated by the likelihood ratio test (Mahrous and Hassan, 2017). Finally, the model 
technique calculates the log-odd ratio (β coefficient), which illustrates the relative probability 
of each of the independent variables in relation to dependent variable’s categories (Rodriguez, 
2007). Therefore, MNL enables us to interpret how the contribution of the independent 
variables can differ by changing the category of the dependent variable (Mahrous and Hassan, 
2017). The following sub-sections interpret the findings of the MNL of Connected Town 
Centre Shopping Experience on revisit, spend and dwell intentions respectively.        
 
Connected Town Centre Shopping Experience and Revisit Intentions 
 
Previous findings reported positive and significant effect of Town Centre Customer 
Experience on revisit intentions (Stocchi, Hart and Haji, 2016). Nevertheless, such finding 
 Chapter 5: The Determinants of Connected Town Centre Shopping Experience 
149 
 
remains limited due to accuracy of the measures used and the lack of consideration of digital 
interactions in influencing the patronage intentions. Therefore, there is limited understanding 
of the relationship between the Connected Town Centre Shopping Experience and town centre 
Revisit intentions. MNL regression was conducted between the Connected Town Centre 
Shopping Experience and Revisit intentions (see Table 5-8) to determine this relationship.  
 
In order to examine the implications of Connected Town Centre Shopping Experience 
on the town centre revisit intentions, MNL regression was used to find the relationship between 
the independent variables (physical and digital factors) and the dependent variable (town centre 
revisit intentions). The results of the MNL illustrate a significant model of the Connected Town 
Centre Shopping Experience and Revisit intentions as the probability of the model chi square 
(16.93) was p<0.05. Therefore, it can be interpreted that the data fits the MNL model. The β 
coefficient was used to calculate the Odds Ratio as to determine the effect of the independent 
variables (Connected Town Centre Shopping Experience factors) on each category of the 
dependent variable (revisit intentions). Thus, allowing us to interpret the contribution of each 
factor to each category of the town centre revisit intentions (No Revisit, Neutral, Revisit).   
 
The model illustrates a significant positive association between respondents’ 
interactions with the ‘Shopping’ factor and the town centre revisit intentions category (β = 
1.662P<0.01). An increase in the interaction with the ‘Shopping’ Factor will increase the odds 
of being in the town centre ‘Revisit’ category by 5.270 in reference to the ‘Neutral’ category. 
Despite a statistically insignificant relationship, Table 5-8 indicates that an increase in the 
interaction with ‘Shopping’ factor increases the odds of being in the ‘No Revisit’ category in 
reference to the neutral category by 1.120 times. This finding suggests that respondents’ 
perceptions of the interaction with the ‘Shopping’ factor influences their Shopping Experience 
and ultimately the revisit intentions. Whereas a positive interaction increases the odds of 
revisiting the town centre, a negative interaction decreases the odds of revisiting the town 
centre in the future. This finding is consistent with the previous findings of Stocchi, Hart and 
Haji (2016) who reported a significant relationship between Town Centre Customer 
Experience and the likelihood of town centre revisit in the future. Likewise, this finding 
conforms with Customer Experience and Shopping Experience literature that highlights the 
importance of functional value of the shopping process to the customer (Gentile, Spiller and 
Noci, 2007; Kerin, Jain and Howard, 1992). 
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Table 5-8 Multinomial Logistic Regression of Revisit Intentions 
  No Revisit Revisit 
VARIABLES 0 1 
  
β S.E. 
Odds Ratio 
Exp (β) 
  β S.E. 
Odds Ratio 
Exp (β) 
Shopping  0.417 0.890 1.517   1.658** -0.640 5.249 
Leisure  -0.860 1.357 0.423   -0.907* 0.906 0.404 
Digital Channels  2.520 2.177 12.429   0.903   1.705 2.467 
Digital Technology  1.279 1.084 3.593   0.762 0.857 2.143 
Gender -0.027 0.565 0.973   0.233 0.411 1.262 
Age 0.488** 0.232 1.629   0.146 0.161 1.157 
constant -3.542* 1.977 0.029   1.086 1.270 2.962 
              
Observations 193 193 193   193 193 193 
*** p<0.01, ** p<0.05, * p<0.1  
 
LR chi2 (14) = 27.95   
Base outcome = Neutral   Prob> chi2 = 0.0145   
Log likelihood = -135.74368   Pseudo R2 = 0.0933   
 
 In terms of ‘Leisure’ factor, the model reports a weak significant negative association 
(p<0.10) with the ‘Revisit’ category in relation to the ‘Neutral’ category. Surprisingly, the β 
coefficient of the ‘Leisure’ factor indicates an inverse relationship between an interaction with 
this factor and the town centre revisit categories. An increase in the interaction with the 
‘Leisure’ factor decreases the odds of being in either of the categories (Revisit and No Revisit).  
Schmitt (2003) suggests that customers want to be stimulated and entertained in the shopping 
process. Further, town centre literature argues that the town centre journey has changed to 
incorporate leisure and entertainment elements (Stachow, Hart and Cadogan, 2013). Such 
experiential activities complement the Town Centre Customer Experience and influence revisit 
intention (Stocchi, Hart and Haji, 2016). In this phase, when respondents interacted with the 
‘Leisure’ factor, they developed internal responses (such as feelings and emotions) towards the 
touchpoints in this factor and other factors. Consequently, respondents’ perception of the 
overall Shopping Experience was influenced, thus their revisit intentions. When the interaction 
was positive, the odds of not revisiting the town centre was reduced. Hence, this finding 
emphasises the role of leisure and entertainment in the perceived Shopping Experience in town 
centre context. 
 
The MNL model highlights an insignificant relationship between Digital Channels, 
Digital Technology and the revisit intentions categories. Yet, the model suggests that an 
interaction with these factors increases the odds of being in the town centre ‘Revisit’ category 
by 3.203 and 2.345 times respectively. The model also highlights that an interaction with digital 
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touchpoints increases the odds ratio of being in the ‘No Revisit’ category. Whilst both 
relationships are insignificant, the odds ratio suggest that respondents’ perception of the digital 
interactions influenced their perceived Shopping Experience by altering their perception of the 
‘Shopping’ and ‘Leisure’ factors. Consequently, respondents’ intentions to revisit the town 
centre was influenced. Previous literature highlights the effect of customers’ interactions with 
digital channels and technologies on the perceived Shopping Experience and patronage 
intentions (such as purchase and revisit) (Betzing, Beverungen and Becker, 2018; El Azhari 
and Bennet, 2015; Cao and Li, 2015; Pauwels and Neslin, 2015; Herhausen et al., 2015). The 
results provide new understanding of the role of digital touchpoints in the town centre in two 
ways: 
 
First, interaction with the Digital Channels facilitates respondents’ access to 
information about the ‘Shopping’ and ‘Leisure’ factors of the Town Centre. For those who 
interacted with the town centre digital channels, they developed perceptions of the physical 
touchpoints, which influenced their perception of the Shopping Experience. Based on these 
interactions, respondents’ willingness to revisit the town centre was influenced. Digital 
channels help customers to reduce temporal and spatial constraints with the physical place, 
which reduces transactional costs of shopping (Pantano and Priporas, 2016; El Azhari and 
Bennet, 2015).  However, if the perceived experience does not add value to the customer, 
channel cannibalisation may occur (Cao and Li, 2015). Thus, the findings conform to previous 
literature that outlines the effect of digital channel interaction on patronage intentions. 
 
Second, digital technology (Wi-Fi) allowed respondents to remain connected to the 
digital domain in the town centre to attain shopping information and interact with their social 
networks. In the qualitative findings, respondents emphasised the importance of Wi-Fi 
interaction when faced with mobile data limitations. Depending on the perceived experience 
with this interaction, respondents’ overall Shopping Experience is affected. Whilst the 
relationship is statistically insignificant, the odds ratio indicates that respondents’ intentions to 
revisit the town centre is influenced by an interaction with this factor. This finding is consistent 
with the literature that highlights customers need to remain connected to their networks in their 
shopping journey to form a complete shopping experience that incorporates the benefits of 
physical store and online information such as blogs and reviews (Demko-Rihter and Ter Halle, 
2015; Rigby et al., 2012).  
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It is noteworthy that the significance of the relationships of digital factors may be 
subject to change based on customers’ level of interactions with the digital touchpoints. Most 
respondents did not interact with these touchpoints during the shopping visit. Hence, the 
findings were calculated based on the perceptions of respondents who interacted with the 
digital touchpoints only. Therefore, further research is required to validate the findings of the 
model.  
 
Control variables 
 
As a robust check, the Connected Town Centre Shopping Experience was estimated 
with the control variables to check if the significance of relationship between the factors in the 
model will change. Verhoef et al (2009) conceptualised the effect of customer factors (such as 
demographics) on Customer Experience creation. To validate the significance of the 
relationships in the model, Age and Gender were added as control variables. Age reported a 
significant relationship with the town centre ‘No Revisit’ category with odds ratio of 1.629 in 
reference to the neutral group. This finding suggests that different age groups perceive their 
shopping experience differently and develop intentions to revisit the town centre accordingly. 
Surprisingly, gender did not have a significant effect on the Town Centre revisit intentions, 
which is inconsistent with Hart et al (2007). Exploring the role of demographics on the 
Shopping Experience is beyond the scope of this research. Therefore, future work should 
investigate how different age groups affect the perceived Connected Town Centre Shopping 
Experience and revisit intentions.   
 
Connected Town Centre Shopping Experience and Spend Intentions 
 
In order to examine the implications of Connected Town Centre Shopping Experience 
on the town centre Spend intentions, a Binary Logistic Regression (BLR) was used to find the 
relationship between the independent variables (physical and digital factors) and the dependent 
variable (town centre Spend intentions). Whilst respondents had three options (Yes, Maybe, 
No) to answer the question: “Following your most recent shopping experience at X, do you 
intend to spend in X town centre in the future?”, none of the respondents selected the ‘Maybe’ 
option. Therefore, MNL regression was not appropriate for this model. This finding is 
surprising as the Revisit and Dwell questions recorded ‘Maybe’ options. This gives a 
preliminary indication of the significance of the Shopping Experience on respondents’ 
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intentions to spend.  BLR is suitable when the dependent variable consists of binary data. Table 
5-9 highlights the results of the BLR model.    
 
A significant model was attained as the probability of the model chi square (16.12) was 
p<0.05. Therefore, it can be interpreted that the data fits the BRL model. The β coefficient was 
used to calculate the Odds Ratio to determine the effect of the Connected Town Centre 
Shopping Experience factors on the spend intentions. In contrast to MNL that choses the 
‘Neutral’ category as base outcome, the BLR choses one of the two categories (No Spend, 
Spend) as base category and calculates the odds ratio of being in the other category.  
 
Like the findings of the MNL revisit model, ‘Shopping’ factor shows a strongly 
significant association with the spend intentions (p<0.01). A positive interaction with this 
factor increases the odds of ‘Spend’ intentions in the town centre by 3.684. The perceived 
Shopping Experience resulting from an interaction with the ‘Shopping’ factor creates feelings 
and sentiments for respondents that influence their spend intentions in the town centre. As such, 
this finding continues to support the effect of functional value of shopping on patronage 
intentions (Gentile, Spiller and Noci, 2007; Kerin, Jain and Howard, 1992). 
 
In contrast to the revisit intentions, ‘Leisure’ factor has a positive association with the 
spend intentions in the town centre. Despite a weak significant relationship (p<0.10), a positive 
interaction with the ‘Leisure’ factor increases the odds of spending in the town centre in the 
future by 2.168. This finding extends to the Town Centre Customer Experience literature 
(Stocchi, Hart and Haji, 2016) by highlighting the implications of the experience with leisure 
touchpoints on the spend intentions of customers. The weak significance of this relationship 
can be attributed to customer factors such as goals and demographics, which moderate 
customers’ involvement with hedonic touchpoints (Puccinelli et al., 2009). Yet, this finding 
supports the arguments of Stachow, Hart and Cadogan (2013) and Wrigley et al (2015) by 
highlighting the role of leisure touchpoints in the town centre customer journey and the 
customer’s decision-making process. 
 
Both digital factors reported an insignificant relationship with the town centre spend 
intentions (p>0.10). ‘Digital Channel’ factor has a negative association with the spend 
intentions. Despite an odds ratio of less than 1, an interaction with the digital channels 
decreases respondents’ intentions to spend in the town centre by 0.577. This finding is 
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explained by the channel synergy and cannibalisation effect (Fornari et al., 2016; Huang, Lu 
and Ba, 2016; Cao and Li, 2015; Pauwels and Neslin, 2014). When customers interact with the 
digital channels, they develop perceptions of the physical store that guides their patronage 
intentions (Cao and Li, 2015; Pauwels and Neslin, 2014). When negative interactions occur, 
customers may adopt an avoidance behaviour towards other channels. Respondents may not 
perceive a value of spending in the town centre after learning more about the ‘Shopping’ and 
‘Leisure’ touchpoints of the town centre through the digital channels. After judging their 
transactional costs and convenience, respondents may have developed negative experience 
from an interaction with the online channels that cannibalised their spend intentions in the 
physical town centre. Therefore, the findings confirm the presence of channel cannibalisation 
effect between the town centre’s digital and physical channels, which affects customers’ 
perceived Shopping Experience and spend intentions. 
 
Table 5-9 Binary Logistic Regression of Spend Intentions 
  Spend  
VARIABLES 1 
 
β S.E. 
Odds Ratio Exp 
(β) 
Shopping  1.304*** 0.503 3.684 
Leisure  0.774* 0.899 2.168 
Digital Channels  -0.55 1.152 0.577 
Digital Technology  0.249 0.586 1.283 
Gender -0.025 0.352 0.975 
Age -0.267* 0.138 0.766 
Constant 1.412* 0.82 4.104 
        
Observations 193 193 193 
*** p<0.01, ** p<0.05, * p<0.1   LR chi2 (7) = 16.12 
Prob> chi2 = 0.0240 
Pseudo R2 = 0.0745 
  
Base outcome = Neutral     
Log likelihood =-100.19434   
 
 On the contrary, despite the insignificant relationship, an interaction with the ‘Digital 
Technology’ increases the odds of the respondents’ intentions to spend in the town centre by 
1.283. Customers need to remain connected to their social networks to make added-value 
decisions (Verhoef, Kannan and Inman, 2015; Brynjolfsson et al., 2013). Digital technologies 
can entertain and motivate customers to maintain interaction with the physical store (Rigby, 
2011). By allowing respondents to have access to Wi-Fi, respondents can interact seamlessly 
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with the digital channels and their social networks to increase the perceived value of their 
shopping journey (Betzing, Beverungen and Becker, 2018; El Azhari and Bennet, 2015). The 
findings suggest that respondents do not perceive both digital factors to have direct effect on 
town centre spend intentions. Instead, they have a complementary role by influencing 
customers’ perception of the physical touchpoints. This is consistent with El Azhari and Bennet 
(2015) and Rigby (2011) who highlight the complementary effect of information rich digital 
channels on the Brick and Mortar stores in the high street. Digital Channels act as a source of 
information that informs the customers of the physical touchpoints, thus creating a perception 
of the Shopping Experience. The perceived experience consequently influences customers’ 
intentions to spend in the town centre. Likewise, respondents need to remain connected to the 
internet in the town centre as to make better shopping decisions (Juaneda-Ayensa, Mosquera 
and Murillo, 2016; Rigby, 2011). By maintaining the connectedness with their networks, 
customers can access information that guides their decision-making process. Hence, they 
develop perceptions of the Shopping Experience, which influence their spend intentions 
accordingly.  
 
Control variables 
 
As a robust check, the BLR model was estimated with the control variables (Age and 
Gender) (Verhoef et al., 2009). Consistent with the Revisit model, all relationships between 
the factors and spend intentions remained the same. Age reported a significant relationship 
with the town centre spend intentions whilst Gender showed an insignificant relationship. 
However, the model shows a negative association between age and spend intentions with odds 
ratio of 0.766. This finding suggests that different age groups develop different spend 
intentions in the town centre, which could be attributed to other socio-demographic factors 
including income. The implications of demographics on the Connected Town Centre Shopping 
Experience and patronage intentions is beyond the scope of this research. Therefore, further 
research is required to explain how different age groups perceive the Shopping Experience and 
influence their intentions to spend in the town centre.    
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Connected Town Centre Shopping Experience and Dwell intentions 
 
 
MNL regression was used to find the relationship between the independent variables 
(physical and digital factors) and the dependent variable (town centre dwell intentions). The 
results of the MNL regression are shown in Table 5-10. The results illustrate a significant 
model of the Connected Town Centre Shopping Experience and Dwell intentions as the 
probability of the model chi square (32.53) was p<0.01. Therefore, it can be interpreted that 
the data fits the MNL model. To interpret the contribution of each of the independent 
components of Connected Town Centre Shopping Experience to each category of the town 
centre Dwell intentions (Less Dwell, Neutral, Dwell More), the β coefficient was used to 
calculate the Odds Ratio to determine the effect of the independent variable on the dependent 
variable category.  
 
In terms of the ‘Dwell’ category, the ‘Shopping’ factor retained a positive and 
significant association with the dwell intentions in the town centre. An interaction with the 
‘Shopping’ factor increases the odds of dwelling in the town centre by 2.852. Respondents’ 
intentions to dwell in the town centre are influenced by their interaction with this factor as it 
may influence customers’ ability to achieve their shopping goals. Therefore, the functional 
value of shopping continues to influence patronage in the town centre. 
 
The ‘Leisure’ factor reported a positive yet statistically weak relationship with the 
‘Dwell’ category. For some respondents, an interaction with the ‘Leisure’ touchpoints 
complemented their Shopping Experience and marginally influenced their intentions to dwell 
in the town centre. Similarly, ‘Leisure’ factor has a significant relationship with the ‘No Dwell’ 
category (p<0.05). When a customer interacts with the ‘Leisure’ factor, the odds of them 
dwelling less in the town centre decreases. However, the decrease is very low as the odds ratio 
is less than 1. Although of the low odds ratio, the findings conform to the earlier work by 
Rousseau and Venter (2014) that highlight a relationship between leisure, entertainment and 
the duration of stay in shopping centres. The findings provide a new contribution to the Town 
Centre Customer Experience literature by suggesting an association between ‘Leisure’ factor 
of the Town Centre Shopping Experience and dwell intentions. Consistent with Stocchi, Hart 
and Haji (2016), ‘Leisure’ factor complements the Town Centre Shopping Experience by 
allowing respondents to maximise their perceived value of shopping in the town centre. Yet, 
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the significance of leisure may be subjected to customer factors as indicated by Puccinelli et al 
(2009).  
 
Table 5-10 Multinomial Logistic Regression of Dwell Intentions 
  No Dwell  Dwell  
VARIABLES 0 1 
  
β S.E. 
Odds Ratio 
Exp (β) 
  β     S.E. 
Odds Ratio 
Exp (β) 
Shopping  -0.594 -0.774 0.552   1.048* 0.620 2.852 
Leisure  -2.588** 1.303 0.075   1.395* 0.853 0.248 
Digital Channels  2.105 2.143 8.207   1.321 1.842 3.747 
Digital Technology  1.166 1.036 3.209   0.995 0.894 2.705 
Gender 0.177 0.521 1.194   0.157 0.434 0.855 
Age 0.416** 0.197 1.516   0.251 0.410 1.285 
Constant -0.839 1.686 0.432   2.347* 1.367 10.454 
                
Observations 193 193 193   193 193 193 
*** p<0.01, ** p<0.05, * p<0.1   LR chi2 (16) = 32.53  
Base outcome = Neutral    Prob> chi2 = 0.0085  
Log likelihood = -156.80219    Pseudo R2 = 0.0940  
 
The model highlights a positive nonsignificant association (p>0.10) between digital 
factors and the dwell categories. Consistent with Betzing, Beverungen and Becker (2018), an 
interaction with the Digital Channel and Technology may create positive perceptions of the 
Shopping Experience in the town centre by allowing the respondents to learn more about the 
shopping and leisure touchpoints, and remain connected to their social networks. Scholars 
argue that digital integration stimulates an interactive experience in the physical stores, which 
complements the Shopping Experience (Demko-Rihter and Ter-Halle, 2015; El Azhari and 
Bennet, 2015). With consistent findings across the three models (revisit, spend and dwell), it 
can be argued that digital touchpoints act as complementary to the Shopping Experience by 
providing information about the ‘Shopping’ and ‘Leisure’ factor and allowing customers to 
remain connected to their networks. The findings answer the call of Stocchi, Hart and Haji 
(2016) by highlighting the complementary role of digital touchpoints in town centres’ 
Shopping Experience.  
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Control variables 
 
As a robust check, the MNL model was estimated with the control variables (Age and 
Gender) (Verhoef et al., 2009). Consistent with the previous models, Age reported a significant 
relationship with the town centre ‘No Dwell’ intentions whilst Gender shows an insignificant 
relationship across both categories. The model predicts that an increase in the age of the 
customer decreases the odds of dwelling in the town centre. This finding can be attributed to 
demographic elements such as occupation, income and lifestyle. Whilst this finding provides 
support to the conceptual work of Verhoef et al (2009) and Puccinelli et al (2009), further work 
is required to investigate the moderation effect of age in the creation of the shopping experience 
and retail patronage intentions. This is particularly important in the context of Town Centre as 
the UK has an aging population (Wrigley et al., 2015), which require different needs in terms 
of the shopping experience.  
 
5.6 Phase II Discussion - Converging the Analysis 
 
This section combines the analysis of both qualitative and quantitative data to develop 
an in-depth understanding of the findings. This method of analysis is consistent with the mixed 
methods research design used in this phase. It allows the researcher to explore the research 
phenomenon by complementing the analysis of the qualitative and quantitative data to explain 
the results (Creswell and Plano Clark, 2018).  
 
The results of the thematic analysis and the factor analysis highlight the physical and 
digital interactions that respondents perceived as contributors to their Connected Shopping 
Experience. There is consensus among both datasets on the touchpoints that contribute to the 
development of this construct. For instance, most of the comments in the qualitative sections 
elaborated how an interaction with the Range of Shops, Range of Products, Atmosphere, 
Accessibility and Layout had an influence on the perceived Shopping Experience. Alongside 
Information and Signage, these themes loaded strongly on one factor (Shopping) which 
highlights their importance to the functional value of shopping in Town Centre. Likewise, 
leisure interactions (such as Weekly Market, Special Events, Entertainment Facilities, Cafes 
and Restaurants) played a role in their Shopping Experience, allowing them to load on an 
independent factor in the EFA. Therefore, the findings suggest that the Shopping Experience 
encompasses two main factors: Shopping and Leisure.  
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In terms of the digital touchpoints, limited comments referred to an interaction with the 
digital touchpoints across the shopping visit. Yet, respondents who addressed those touchpoints 
mentioned how digital channels (such as town centre’s Websites, Social Media Pages and 
Mobile Application) provided shopping information that helped customers across each stage 
of the shopping visit. Meanwhile, digital technologies (Wi-Fi) was used during the visit to 
remain connected to the internet and their social networks. Consistent with previous work 
(Betzing, Beverungen and Becker, 2018; El Azhari and Bennet, 2015), the factor analysis 
retained two factors for digital interactions (Digital Channels and Digital Technology). An 
interaction with these touchpoints complements the Shopping Experience by influencing 
customers’ interactions with the physical touchpoints.  
 
To evaluate the relationship between the Connected Town Centre Shopping Experience 
and town centre patronage intentions, the findings of quantitative and qualitative data are 
converged. The quantitative findings suggest that the experience developed from an interaction 
with the ‘Shopping’ and ‘Leisure’ touchpoints has a significant relationship with the patronage 
intentions (Revisit, Spend and Dwell). This is consistent with the qualitative findings where 
respondents emphasised the role of these touchpoints on their perception of the Shopping 
Experience and their patronage future intentions towards the town centre as stated in the 
comments:  
 
“There is good variety of stores in Loughborough, I like to do my shopping there” 
 
“I don’t think I want to waste my time shopping there again. Nothing to buy” 
 
“I usually go there to buy my weekly groceries or household. There is nothing to do 
here, not even a good café!” 
 
“I was going to buy DIY for my garden…I couldn’t find what I wanted so I decided to 
have a coffee in the town before heading back home” 
 
“I went on a Saturday to buy clothes for my grandson. The weather was lovely so I 
decided to have afternoon tea there”. 
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The findings highlight how the shopping visit is becoming an impulse process and 
subjected to emotional and sensorial stimulus (Morrell, 2012). For some respondents, the goal 
of the visit was purely shopping. However, during the visit, their visit was subjected to stimuli 
such as inability to achieve their goal and weather conditions. As a result, their interaction with 
the town centre touchpoints was influenced, which contributed to their perception of the 
Shopping Experience.  Thus, the findings conform to Stocchi, Hart and Haji (2016) that report 
a significant relationship the perceived experience from the functional and experiential 
touchpoints and likelihood of revisiting the town centre in the future. Yet, it extends their work 
by demonstrating the effect of the perceived experience from these touchpoints on other 
patronage indicators including spend and dwell. 
 
With the development of digital retailing, customers require seamless integration across 
the physical and digital channels to make better shopping decision (Brynjolfsson et al., 2013; 
Dennis et al., 2016). Importantly, they require to remain connected to the internet to maintain 
accessibility to a plethora of information about the shopping journey (Rigby et al., 2012). The 
quantitative findings show an insignificant relationship between digital touchpoints and town 
centre patronage intentions. Yet, the odds ratio suggests an association between an interaction 
with the digital touchpoints and town centre patronage categories by influencing customers’ 
perceptions of the perceived experience from the physical touchpoints. The comments in the 
qualitative findings explain the results of the model:  
 
“I don’t believe it is relevant for my shopping journeys because I know the town 
inside out. I don’t think it would influence my behaviour towards the town in terms of 
spend or revisit.” 
 
“Social media and other channels give more information about promotions and 
products and customer service reviews” 
 
“I prefer to shop online because I can get my bargains spot on. When I knew about 
Love Loughborough apps things have changed slightly because I can get a lot of 
offers without having to wait for delivery. I think any online is very important factor 
now to where people prefer to go and shop.” 
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“I get tempted to visit more often when there were savings to be made through a 
mobile app, for example the 'Loyal Free' mobile app which features local shops and 
discounts” 
 
Therefore, it can be argued that the digital touchpoints moderate the Shopping 
Experience by allowing respondents to enjoy the benefits of the brick and mortar stores and 
gathering information on the internet in real time. This is consistent with Rigby (2011) who 
argue the complementary role between digital and physical stores in the creation of a 
Connected Shopping Experience. Yet, further work is required to understand how this 
moderation occurs and how it influences customer’s perception of the physical touchpoints, 
Shopping Experience and patronage intentions accordingly. This will be addressed in Phase III 
of this research. 
 
5.7 Phase II Limitations and Future Work  
 
This section discusses the limitations of this phase of research and future research 
direction for Phase III. Despite the contribution of this research to our theoretical understanding 
of the Connected Town Centre Shopping experience, this research has four limitations: 
 
 Firstly, consistent with Phase I, most journeys in this phase lacked interaction with the 
digital touchpoints of the town centre. Numerous comments attributed this to the lack of 
awareness of the town centre digital touchpoints. Most respondents believed that their town 
centre does not have a digital presence. The qualitative findings provide support for this as the 
common responses for lack of digital interactions were “I’m not aware of it” and “They don’t 
exist”. Therefore, future research should focus on introducing customers to the town centre 
digital touchpoints to facilitate interaction and measure the effect of such interactions on their 
shopping experience.  
 
Secondly, the findings of Phase II highlight an insignificant relationship between the 
digital factors and the town centre patronage intentions. Comments in the qualitative findings 
support this finding as they emphasise the importance of ‘Shopping’ and ‘Leisure’ factors to 
the Shopping Experience. Importantly, respondents perceive digital touchpoints as 
complementary to the Shopping Experience by facilitating access to shopping information 
about the Town Centre and maintaining connectivity to the internet.  However, identifying the 
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moderation effect of digital interaction was difficult in this phase due to sample constraints. 
Sekaran (2003) highlight a minimum of 30 observations are required to conduct sub-group 
analysis including moderation tests. Therefore, further research is required to examine the 
moderation effect of digital touchpoints on the Shopping Experience and patronage intentions.  
 
Thirdly, the focus of this phase was to determine the physical and digital touchpoints 
that contribute to the Connected Town Centre Shopping Experience. Yet, respondents in this 
phase were commenting on their perception of each touchpoint in terms of its quality such as 
“good range of stores”, “atmosphere is dull” and “no good quality products”. Therefore, to 
better understand the effect of digital interaction on the Shopping Experience, there is a need 
to capture respondents’ perception of each touchpoint and patronage intentions.  
 
Fourthly, the results of this phase are limited to the quota town centre used in this 
research. Whilst the purpose of this phase was to explore the determinants of the Connected 
Town Centre Shopping Experience, respondents in other regions in the UK may perceive the 
Shopping Experience differently because of the retail and non-retail composition of their local 
town centres. Therefore, further research is required to validate the findings of this research by 
considering other areas in the UK.  
 
Phase III of this research will address some of the limitations of associated with phase 
two of the research. In line with previous research (Herhausen et al., 2015; Emrich and 
Verhoef, 2015), a survey-based experimental design will be used to capture the effect of digital 
interactions on the Shopping Experience and patronage intentions. To address these limitations, 
Phase III will determine respondents’ perceptions of the physical touchpoints highlighted in 
Phase II, the Shopping Experience and patronage intentions. Further details about the research 
focus and methodology of Phase III will be discussed in chapter 6.  
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5.8 Chapter Summary  
  
By taking a customer-perspective, this phase explored the determinants of the 
Connected Town Centre Shopping Experience and the relationship between this construct and 
town centre patronage intentions (such as revisit, spend and dwell). A mixture of qualitative 
and quantitative data was collected to comply with the Realism paradigm associated in this 
research. A hybrid-diary design was adopted (including a mixture of open-ended and closed-
ended questions) to guide the customer through their most recent shopping visit. The findings 
suggest that the Connected Town Centre Shopping Experience encompassed an interaction 
with four factors including ‘Shopping’, ‘Leisure’, ‘Digital Channels’ and ‘Digital Technology’. 
The relationship of each factor with different patronage intentions are highlighted in this 
chapter. The limitations associated with this phase of research were addressed and 
recommendations for future work are emphasised. Further research is required to understand 
the implications of digital interaction on the perceived Shopping Experience and patronage 
intentions by facilitating customers interaction with digital touchpoints. The following chapter 
will discuss Phase III of the research design.
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Chapter 6 Exploring the Implications of Connected Town Centre Shopping Experience  
 
“The emerging idea of smart retailing would reflect a particular idea of retailing, 
where firms and consumers use technology to reinvent and reinforce their role in the 
new service economy, by improving the quality of their shopping experience” 
(Pantano and Timmermans, 2014, p.102). 
 
6.1 Introduction 
 
This chapter discusses the aims and objectives of the Phase III of the research design. 
A brief literature review is drawn from relevant literature streams to highlight the role of digital 
integration on the creation of Connected Shopping Experience. A detailed description of the 
methodology sampling technique is provided. The findings and discussion of this phase are 
presented alongside the limitations and future research direction.  
 
6.2 Phase III Aims 
 
This phase responds to the call by Stocchi, Hart and Haji (2016) to explore the role of 
digital (channels and technologies as outlined in Phase I and II) in the Shopping Experience. 
The findings of Phase I and II suggested that customers perceive digital integration as 
complementary to their Town Centre Shopping Experience through accessing information that 
helps them plan their shopping visit conveniently. However, these findings require verification 
due to limited respondents’ interactions with the digital touchpoints because of awareness 
issues. Building on the findings of phase I and II, this phase aims to develop a model of the 
Town Centre Shopping Experience and explore how customers’ perceptions of the constructs 
in the model change following an interaction with the digital touchpoints. Using an 
experimental design approach and group analysis, the effect of Connected Shopping 
Experience on town centre patronage intentions such as revisit, spend and dwell will be 
explored. By focusing on the Shopping Experience to draw precise findings, this research will 
be first to empirically test the effect of digital integration on the Shopping Experience and 
patronage intentions in town centre context. Consequently, the objectives of this phase are:  
 
1. To explore a model of the Town Centre Shopping Experience using Structural 
Equation Modelling.  
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2. To explore the effect of digital interactions on the constructs of Town Centre 
Shopping Experience model using controlled experimental design.  
3. To provide theoretical and managerial contributions regarding the effect of 
Connected Town Centre Shopping Experience.    
 
6.3 Phase III Brief Literature Review 
 
The landscape of retailing has been constantly changing due to the development of 
digital retailing (Cao and Li, 2015). Companies have been investing heavily in developing and 
integrating their physical stores with the digital domain to deliver a seamless and connected 
experience that delivers the benefits of physical and digital retailing (Lemon and Verhoef, 
2016; Herhausen et al., 2015; Verhoef et al., 2015; Rigby, 2011). The integration of digital 
channels influenced the decision-making process of customers and their buying behaviour 
(Dennis et al., 2016). For instance, new shopping habits (such as searching online and buying 
in-store, reading reviews and price comparison platforms) emerged based on customer’s 
interaction with the physical and digital channels (Bamfield, 2013). These new shopping 
behaviours are attributed to the facilitated customers’ access to a plethora of information that 
complements the shopping journey by reducing transactional costs of shopping such as time 
and money (Demko-Rihter and Ter Halle, 2015; Cao and Li, 2015; Neslin and Pauwels, 2014). 
Hence, the dynamics of Customer Experience has changed to include interactions with the 
physical and digital touchpoints of the retail setting (Betzing, Beverungen and Becker, 2018; 
Verhoef, Kannan and Inman, 2015).  
 
Customers develop a perception of the product, service or organisation based on their 
interaction with the touchpoints of each channel (Pantano and Milena, 2015; Zomerdijk and 
Voss, 2010). They accumulate experiences in each channel across each stage of their journey 
(Lemon and Verhoef, 2016). The perceived experience acts as a reference point for the 
customers that guides their patronage intentions towards the retailer throughout the shopping 
journey (Stein and Ramaseshan, 2016; Lemon and Verhoef, 2016; Lemke, Clark and Wilson., 
2011). Yet, the role of digital on influencing customers’ perception of the retail experience 
remains unclear (Verhoef et al., 2009). Depending on different retail contexts, digital channels 
and technologies can have a beneficial or detrimental effect on customers’ outward behaviour 
throughout the customer journey (Pauwels and Neslin, 2015). In touristic sites, Foroudi et al 
(2018) demonstrates the importance of contextual websites on the image and identity of 
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touristic places, which influences tourists’ intentions to visit these locations. Similarly, 
integrating digital channels and technologies in the high street facilitates positive perceptions 
of the Shopping Experience by reducing spatial and temporal constraints (Demko-Rihter and 
Ter Halle, 2015). Accordingly, customers develop positive patronage intentions towards the 
high street ((El Azhari and Bennet, 2015).   
 
Despite the emphasis on integrating digital channels and technologies to offer superior 
shopping experiences in the physical store (Betzing, Beverungen and Becker, 2018; Pantano 
and Timmermans, 2014), town centres remain digitally disconnected due to their limited digital 
infrastructure. To date, town centres remain a primary shopping destination for shoppers in the 
UK due to their unique urban setting that provides distinct experience for its users (Stocchi, 
Hart and Haji, 2016). With the increasing need for a Connected Experience, the lack of 
established digital channels and technologies in this retail location restricts customers’ ability 
to attain convenience in their shopping. From the same perspective, reports highlight the 
implications of digital retailing on the town centre patronage intentions (Housing, 
Communities and Local Government Committee, 2019). To address the aforementioned 
literature gap, this phase explores customers’ perception of digital integration in town centres, 
their interactions with digital and the effect of such interactions on the Shopping Experience 
and patronage intentions.  
 
6.4 Phase III Methodology  
 
An experimental design approach has been adopted in this phase to draw theoretical 
understanding of the Connected Shopping Experience in the town centre context. This 
methodology has been increasingly used in Multiple Channel literature (see Herhausen et al., 
2015 and Emrich and Verhoef, 2015) because of its ability to establish casual relationships 
between the constructs of study (Berger, 2014; Kriss and Weber, 2013). Despite some concerns 
regarding the generalisability of the findings due to small sample size (Chow, 1997), 
experiments are used in marketing research to test theorised effect to provide theoretical 
explanations of the relationship between the constructs and why events occur (Hair et al., 2017; 
Calder et al., 1981). They address whether a systematic change occurs in variable as another 
variable changes, which allows researchers to draw novel conclusions (Erba et al., 2018; Hair 
et al., 2017).  
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Experiments enable marketing researchers to manipulate real situations in order to 
measure and evaluate the influence of variables on each other (Erba et al., 2018). Despite the 
existence of digital touchpoints in the quota sample, respondents in phase I and II reported lack 
of interaction with these touchpoints due to lack of awareness of their existence. This prevented 
attaining insights into the effect of digital touchpoints interaction on the Connected Town 
Centre Shopping Experience and town centre patronage intentions. By introducing a sample of 
respondents to the digital touchpoints and facilitating an interaction with them, the researcher 
can identify any systematic changes in respondents’ perception of the Town Centre Shopping 
Experience and their intentions to patronise the town centre. An experimental design allows 
the researcher to assess the status of theory beyond statistical effect (Erba et al., 2018). Thus, 
this approach will provide unique insights into the effect of digital integration on the Shopping 
Experience. The following sections discuss the design of the experiment, the reliability and 
validity.  
 
6.4.1 Treatment Selection and Design 
 
 According to respondents in Phases I and II, a Connected Town Centre Shopping 
Experience provides the ability to access shopping and leisure information online about the 
town centre shopping at any given time and maintain connection to the digital domain during 
their shopping journey. Recent work in the high street context argues that a Connected 
Shopping Experience is developed by integrating online rich information and digital 
technologies (Wi-Fi) in the physical store (Betzing, Beverungen and Becker, 2018; El Azhari 
and Bennet, 2015). Upon careful examination of the quota sample, Loughborough town centre 
emerged as the only town centre that fits the description of respondents in Phase I and II and 
the findings of previous research. Loughborough town centre has multiple digital channels such 
as Love Loughborough Website and Social Media pages and LoyalFree mobile application. 
Additionally, Loughborough town centre offers free access to town-wide Wi-Fi. Hence, this 
town centre was selected as the context for this phase.  
 
The purpose of this phase is to explore the effect of digital interaction (channel and 
technology) on the perceived Town Centre Shopping Experience. Accordingly, a single digital 
channel and technology were selected to facilitate an interaction with the digital channel. This 
phase does not attempt to address the effect of different digital channels on the Town Centre 
Shopping Experience. Hence, channel effects are controlled for in this research (Neslin et al., 
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2006). Likewise, this phase does not explore the difference in effect between digital channels 
and digital technologies on the Shopping Experience and patronage intentions. 
 
Upon careful examination of the content of each channel and its offering, the mobile 
channel (LoyalFree) was selected as representative of Loughborough online channels. 
Consistent with Rigby (2011), this channel incorporates up-to-date information about 
Loughborough town centre touchpoints including: Range of Shops, Layout, Accessibility and 
Leisure offer. Thus, it provides an opportunity for customers to create a Connected Shopping 
Experience as it incorporates various information regarding the physical town centre. 
Importantly, Huang, Lu and Ba (2016) argue that in contrast to websites, a mobile channel is 
more favourable in the shopping context as it enables customers to easily connect to the internet 
because of the low effort required to access them. As for the digital technologies, 
Loughborough town centre has a free town wide Wi-Fi that respondents can join and remain 
connected to the internet. Maintaining connectedness to the internet is becoming vital for the 
customer to access information and remain connected to their social network to make added-
value decisions (Betzing, Beverungen and Becker, 2018; Demko-Rihter and Ter Halle, 2015). 
Therefore, Wi-Fi was selected as a representative of the digital technologies factor. 
  
Two independent groups are designed in this phase: Disconnected and Connected: 
 
1. Disconnected group: This group involved respondents who developed a perception of 
the Town Centre Shopping Experience following an interaction with the Shopping and 
Leisure touchpoints identified in phase II. The purpose of this group is to establish a 
baseline understanding of how customers perceive Loughborough Town Centre 
Shopping Experience and their future patronage intentions. Hence, respondents in this 
group did not have an interaction with town centre digital touchpoints beforehand. 
Upon their shopping visit, respondents were asked to complete a questionnaire 
reporting on their perceptions of the Shopping Experience in Loughborough town 
centre and their future patronage intentions. 
 
2. Connected group: This group involved respondents who completed a recent shopping 
visit to Loughborough town centre and had no previous awareness or interactions with 
Loughborough town centre digital touchpoints. They were asked to provide basic 
details about their most recent shopping visit including time of the day, duration of the 
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visit, shopping purpose and total money spent. Then, they were introduced to the 
experimental treatment (LoyalFree mobile application and Love Loughborough Wi-Fi) 
and were asked to interact with the digital touchpoints. To control for confounding 
effect of goals and motives, respondents were asked to reimagine shopping for the same 
goal, on the same day and time of their previous visit. Thus, controlling for situational 
and customer factors that could influence respondent’s perception of the experience 
(Verhoef et al., 2009; Puccinelli et al., 2009). Finally, they were asked to report on their 
perception of the Town Centre Shopping Experience and their future patronage 
intentions. The results are analysed and compared with the ‘Disconnected’ group to 
determine any statistically significant differences amongst both groups.  
 
6.4.2 Scale Development  
 
Customers evaluate their intentions to patronise a retail location based on their 
perceptions of the Shopping Experience (Terblanche, 2018). The focus of this phase is to 
develop a model of the Town Centre Shopping Experience as to explore how customers’ 
perceptions of the Shopping Experience varies across the ‘Disconnected’ and ‘Connected’ 
groups. The findings of phase II of the research design highlighted four factors that contribute 
to the development of a Connected Town Centre Shopping Experience (Shopping, Leisure, 
Digital Channels, Digital Technology). Within each factor, a set of touchpoints exist that 
contribute to the development of customers’ perceptions of the Shopping Experience (see 
chapter 5). Throughout the customer journey, customers’ direct/indirect interaction with each 
touchpoint creates feelings that guide the customer decision-making process (Lemon and 
Verhoef, 2016; Lemke, Clark and Wilson., 2011). Accordingly, there is a need to establish how 
customers perceive the constructs of the Town Centre Shopping Experience model prior to an 
interaction with the digital touchpoints as to determine any effect of digital integration on their 
perceptions. To do so, there is a need to develop measurement scales for each construct in the 
model. Customer Experience construct is internal and subjective (Verhoef et al., 2009), which 
carries latent features that make it difficult to observe and measure it directly. Therefore, 
measurement scales are used to measure an intangible phenomenon that may exist because of 
our theoretical understanding of the world (De Vellis, 2003).  
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Due to scarcity of research on the Connected Shopping Experience in town centre 
context, limited established scales exist to measure the constructs of the Town Centre Shopping 
Experience model. As a result, scales from wider literature in different retailing contexts (such 
as shopping mall and store) were drawn because of their conceptual closeness to the constructs 
in this research. Where necessary, items were adapted and modified to the town centre context 
in accordance with insights from respondents quotes in phase II. Where scale items do not exist 
for a construct, Phase II qualitative findings were used to develop items for specific scales 
using respondents’ own words (Stein and Ramaseshan, 2016).  Table 6-1 highlights the adapted 
scales used in this phase of research alongside the original scales from the literature. It is 
noteworthy that a Gestalt indicator of the Shopping Experience was added to the questionnaire. 
This is to allow a baseline comparison between both groups in terms of their perception of the 
Shopping Experience. 
 
When considering scale development, it is important to make decisions about the format 
of participants’ response to the items. A fixed response format is used in this phase where 
respondents’ answers are collected in a multiple-choice format. This allows the data to be 
standardised, comparable and suitable for statistical analysis (Malhotra and Birks, 2003).  To 
draw comparisons across the ‘Disconnected’ and ‘Connected’ groups, interval scale data is 
used to attain insights into the absolute differences between customers perception of each scale.  
 
Consistent with previous studies (Terblanche, 2018; Tandon, Gupta and Tripathi, 2016; 
Herhausen et al., 2015; Hart et al., 2007), Likert scale were selected in this phase. Likert scales 
are suitable when the researcher is interested in capturing respondents’ attitudes, beliefs and 
opinions about an emerging phenomenon (De Vellis, 2003). An odd-number Likert scale was 
adopted because of the existence of a middle point that reduces measurement bias by allowing 
respondents the freedom of being neutral about statements (Fernandez and Randall, 1991). 
Whilst scholars argue the optimal number of points on Likert scales (Croasmun and Ostrom, 
2011), there is consensus that a seven-point Likert scale provides optimal reliability for 
statistical analysis (Spector, 1992).  Likert scales of agreement was used throughout the 
questionnaire with anchor points of strongly agree/strongly disagree with neither agree nor 
disagree as middle point.   
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Table 6-1 Measures and Scales Used in Phase III 
Factor Construct definition Final scale as it appears in 
questionnaire 
Original scale(s) from literature Source 
Shopping  Range of Shops 
Customer’s perception 
of the range and type 
of shops available in 
the town centre 
There is good variety of stores in 
Loughborough Town Centre 
 
I can shop different brands in 
Loughborough Town Centre 
 
There is a good choice of major 
stores in Loughborough Town 
centre 
 
I can buy well-known brands in 
Loughborough Town Centre 
 
 
XYZ offers a good selection of well-known 
brands 
 
 
XYZ offers a choice of brand names 
 
 
I can buy well-known brands 
Shops sell fashionable brands 
Variety of shops 
 
There is excellent variety of stores 
Terblanche (2018) 
adapted from Terblanche 
and Boshoff (2006) 
 
Terblanche (2018) 
adapted from Marques et 
al (2013) 
 
Bell (1999) 
 
 
Hart et al (2007) adapted 
from Wakefield and 
Baker (1998)  
Range of Products 
Customers’ perception 
of the range and type 
of products available 
in a town centre 
I can find different type of products 
in Loughborough Town Centre 
 
I can find interesting products in 
Loughborough Town Centre 
 
I can find up-to-date product styles 
in Loughborough Town Centre 
 
The range of products in 
Loughborough Town Centre is 
adequate 
XYZ offers a wide variety of products 
 
 
Interesting and different products 
Range of products 
Choice of products 
 
The style of products is outdated/up to date 
The product selection is inadequate/adequate 
The quality of the products is low/high 
Terblanche (2018) 
adapted from Marques et 
al (2013) 
 
Bell (1999) 
 
 
 
Laroche and Chebat 
(2005) 
Alpha = 0.82 
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Atmosphere 
Customer’s perception 
the atmospheric 
elements of the town 
centre.  
 
 
 
Loughborough Town Centre is not 
too crowded 
 
Shopping atmosphere in 
Loughborough Town Centre is 
relaxed 
 
I feel Loughborough Town Centre 
is a safe place to shop at 
 
 
It feels like a safe place to shop 
 
 
The overall atmosphere makes shopping 
enjoyable  
It is a pleasure to experience the atmosphere of 
the shop 
 
Relaxed 
Hart et al (2007) adapted 
from Sit et al (2003) 
 
Hart et al (2007) adapted 
Oppewal and 
Timmermans (1999) 
 
Terblanche (2018) 
adapted from Dawson et 
al (1990) and Donovan 
et al (1994) 
Layout 
Customer’s perception 
of the layout in the 
town centre 
Overall, the layout Loughborough 
Town Centre makes it easy to get 
around 
 
The shops and restaurants in 
Loughborough town centre are easy 
to locate 
 
Loughborough Town Centre is 
visually appealing 
The buildings in Loughborough 
Town Centre are well maintained 
 
Loughborough town centre looks 
clean and tidy 
The layout makes it easy to get to the stores you 
want 
 
The layout makes it easy to get to the food areas 
 
The layout makes it easy to get to the restrooms 
 
Overall the layout makes it easy to get around 
 
The location of stores is convenient  
The buildings in this place look attractive 
 
 
The shopping area looks clean and tidy 
Wakefield and Baker 
(1998)  
Alpha = 0.904 
 
 
 
 
 
 
Hart et al (2007) adapted 
from Wakefield and 
Baker (1998) 
 
Hart et al (2007) adapted 
from Sit et al (2003) 
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Accessibility  
Customer’s perception 
of the ease of access 
to the town centre 
shopping area.  
I can easily shop around 
Loughborough Town Centre  
 
I can quickly shop around 
Loughborough Town Centre  
 
I can shop around Loughborough 
town centre without any problems 
 
The location of parking spots in 
Loughborough Town Centre is 
convenient 
 
You can get to … easily 
You can get … quickly 
You can get to…without problems 
 
There are always enough free parking lots 
There are sufficient different parking 
possibilities 
… is easily and quickly reached from the 
parking lots 
 
 
 
Travelling to shop here is easily and 
straightforward 
 
 
There is adequate parking 
 
 
Pedestrianised areas make it easy to get to move 
around 
 
Location is convenient  
Teller and Reutterer 
(2008) 
Alpha = 0.91 for 
accessibility 
 
 
Teller and Reutterer 
(2008) 
Alpha = 0.65 Parking 
 
 
Hart et al (2007) adapted 
from Sit et al (2003) 
 
Hart et al (2007) adapted 
from Sit et al (2003) 
 
Hart et al (2007) adapted 
Wakefield and Baker 
(1998) and Oppewal and 
Timmermans (1999) 
 
Bell (1999) 
Social interactions 
Customer’s perception 
of the social 
interactions they have 
with other users of the 
town centre whilst 
shopping.  
I enjoy the contact with other 
shoppers in Loughborough Town 
Centre 
 
The shoppers in Loughborough 
Town Centre are friendly  
 
 
I enjoy the contact with other customers in the 
shop 
The other customers in XYZ are friendly 
towards me 
 
The attitudes of staff in the shops is helpful and 
friendly  
 
 
 
Terblanche (2018) 
adapted from Cox et al., 
(2005) 
 
Hart et al (2007) adapted 
from Sit et al (2003) 
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Public Insecurity 
Customer’s perception 
of the negative 
behaviours of other 
users whilst shopping.  
I feel pestered for money when 
shopping in Loughborough Town 
Centre 
 
Negative behaviour of others within 
Loughborough Town Centre puts 
me off 
N/A Respondents’ quotes in 
Phase II 
Information and 
signage 
Customer’s perception 
of the information and 
signage within the 
Town Centre. 
The signs in Loughborough Town 
Centre provide information about 
the events happening in the town  
 
The signs in Loughborough Town 
are useful in finding the location of 
the places I need 
N/A Respondents’ quotes in 
Phase II 
Leisure  Special events 
Customer’s perception 
of the interaction with 
special events whilst 
shopping in the town 
centre.  
There is a good variety of special 
events in … Town Centre 
 
 
Festive aura 
Creative programmes  
Interactive process 
 
Availability of celebrations, activities, and 
functions in the centre 
Tsai (2010) 
Alpha = 0.72 
 
 
Ibrahim and Wee (2002) 
Markets 
Customer’s perception 
of the interaction with 
market days whilst 
shopping in the town 
centre 
Weekly Market at Loughborough 
Town Centre offers a variety of 
products 
N/A Respondents’ quotes in 
Phase II 
Cafes and 
restaurants 
Customer’s perception 
of the interaction with 
food and drink 
facilities in the town 
centre whilst 
shopping.  
There is a good selection of cafes 
and restaurants in Loughborough 
Town Centre 
 
 
There is a good selection of cafes and restaurants 
 
You can find lots of gastronomy at … 
 
 
Hart et al., (2007) 
adapted from Wakefield 
and Baker (1998), 
Oppewal and 
Timmermans (1999) 
 
Teller and Reutterer 
(2008) 
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Entertainment 
facilities 
Customer’s perception 
of the interaction with 
entertainment 
facilities in the town 
centre whilst 
shopping. 
Loughborough Town Centre offers 
a good variety of entertainment 
options.  
 
… offers a large variety of entertainment 
 
Presence of fun and entertainment programmes 
Existence of fun spaces for kids 
Entertainment places for youths 
 
Availability of entertainment facilities 
 
I was able to do a lot of fantasizing during this 
trip 
Teller and Reutterer 
(2008) 
 
El-Adly (2010) 
 
 
 
Ibrahim and Wee (2002) 
Gestalt 
Experience 
Customer’s perception 
of the overall 
shopping experience 
in the town centre 
Good/Bad N/A Respondents’ quotes in 
Phase II 
Patronage 
Intentions 
Revisit  
Customer’s revisit 
intentions towards the 
town centre based on 
the shopping 
experience 
I am likely to shop again in 
Loughborough Town Centre 
 
I am likely to revisit Loughborough 
Town Centre for shopping 
 
I am likely to shop frequently in 
Loughborough Town Centre  
 
I would like to repeat my shopping 
experience in Loughborough Town 
Centre  
I intend to shop at XYZ again in the future 
I am likely to visit XYZ in the future 
I will probably use XYZ in the future 
I will continue to shop more at XYZ 
 
I will shop less frequently in (town centre name) 
in the future 
In the future I will visit (town centre name) for 
shopping 
In the future I will visit (town centre name) for 
leisure and entertainment.  
 
I would avoid having to return to this store 
I want to avoid looking around or exploring this 
store 
  
I would like to repeat my experience in this kind 
of store 
Terblanche (2018) Alpha 
= 0.929  
Adapted from Baker et 
al (2002), Li et al 
(2002), Sirohi et al 
(1998), Ziethaml et al 
(1996) 
 
Stocchi, Hart and Haji 
(2016) adapted from 
Ziethaml et al (1996) 
and Wakefield and 
Baker (1998) 
 
Brocato, Voorhees and 
Baker (2012) adapted 
from Donovan and 
Rossister (1982) 
Martinez-Ruiz et al 
(2016) 
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Dwell 
Customer’s dwelling 
intentions towards the 
town centre based on 
the shopping 
experience 
I am likely to spend more time in 
Loughborough Town Centre 
 
I am likely to do only my shopping 
in Loughborough Town Centre and 
leave immediately 
I like to stay in (town centre name) as long as 
possible 
I enjoy spending time here 
I only want to do my shopping and leave 
 
I like to spend time browsing this store 
Stocchi, Hart and Haji 
(2016) adapted from 
Wakefield and Baker 
(1998) 
 
Brocato, Voorhees and 
Baker (2012) adapted 
from Donovan and 
Rossister (1982) 
Spend  
Customer’s spend 
intentions towards the 
town centre based on 
the shopping 
experience 
I am likely to buy more items in 
Loughborough Town Centre 
 
I am likely to spend more money 
when shopping in Loughborough 
Town Centre 
 
I am likely set out more money next 
time I shop in Loughborough Town 
Centre 
 
Spend more than you set out to? 
 
How likely is it that you would purchase the flip-
flops from retailer X 
I would purchase the flip flops from in the 
internet store of retailer X 
Donovan and Rossister 
(1982) 
 
Herhausen et al (2015) 
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6.4.3 Experimental Design Reliability and Validity 
 
To maximise the reliability of the experimental design results, the researcher needs to 
account for the internal and external validity. Internal validity is the extent to which the 
researcher can control for competing factors that can moderate the causal relationship between 
the constructs. Hair et al (2017) emphasise the importance of controlling for competing 
hypothesis during experimental designs as they could influence the results. Also, the researcher 
needs to account for uncontrolled events that manipulates the treatment used in the study. In 
Customer Experience research, scholars conceptualised the effect of situational and consumer 
factors on customer’s perception of the experience (Verhoef et al., 2009; Puccinelli et al., 
2009). This conceptualisation was supported in phase I and II of the research design as the 
converged analysis of the mixed methods research highlight the role of demographics on the 
perceived Shopping Experience and patronage intentions towards the town centre. To achieve 
internal validity, the researcher controlled for situational factors such as retail offer, location 
and season. As stated, Loughborough town centre was selected as a location for the data 
collection because of its established digital channels and technologies that resembles the 
Connected Shopping Experience outlined in the findings of Phase II and the literature (Betzing, 
Beverungen and Becker, 2018; Rigby, 2011). Likewise, the data collection was conducted 
between March and May 2019 to control for festive season effects that could influence 
respondents’ perceptions of the physical touchpoints (Verhoef et al., 2009).   
 
External validity relates to the generalisability of the findings to the target population 
(Hair et al., 2017). Erba et al (2018) argue that the sampling approach (probability vs non-
probability) and characteristics of the target sample (demographics) are critical factors in 
assessing the external validity of the research. The generalisability of experimental designs is 
debated due to the small sample size often used in these studies (Chow, 1997). To address this 
concern, a survey-based experimental design was adopted in this phase. This technique has 
received substantial attention in social sciences because of the researcher’s ability to 
administrate the experiment to a wider population, thus attaining a representative sample 
(Mutz, 2011; Barabas and Jerit, 2010). The research followed a stratified purposeful sampling 
approach to attain a representative sample of the wider population. This sampling technique 
entails the benefits of probability sampling, which would allow the researcher to achieve 
statistical strength of the findings (Teddlie and Yu, 2007). Respondents were randomly 
assigned to the Controlled and Connected groups to limit researcher’s bias and increase the 
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reliability of the statistical analysis. Thus, the findings can be representative of the population 
and generalised across the quota. The design of the questionnaire is outlined in the following 
section. 
 
6.4.4 Questionnaire’s Design, Sequence and Wording  
 
When designing the questionnaire’s layout, the issues of respondents’ fatigue and 
Common Method Variance (CMV) bias were accounted for. In terms of respondent’s fatigue, 
an introductory page was presented to the respondents at the beginning of the questionnaire to 
inform them of the purpose of the questionnaire, its importance, number of questions and 
expected duration. This helped respondents to establish an understanding of what they are 
going to do for this research. In line with the recommendation of Qualtrics platform, the 
questionnaire duration was kept under 15 minutes to maintain high respondents’ engagement 
throughout the questionnaire.  
 
As for CMV bias, the format of the Likert scale was varied in the questionnaire to 
include range of radio-buttons and bipolar scales to capture respondents’ answers to the 
questions (Podsakoff, et al., 2003). Similarly, the ordering of questions relevant to similar 
constructs (such as Range of Shops and Range of Products) was randomised to reduce CMV 
bias (Chang, van Witteloostuijn and Eden, 2010). As respondents provide identical scores to a 
set of items regardless of their content when they realise that the constructs are related 
(Podsakoff et al., 2003), randomising the sequence of the questions could reduce CMV. 
Additionally, the most important words in each question were underlined and bolded to help 
respondents determine clearly what the questions is asking for. Upon final design of the 
questionnaire, pre-tested was conducted with established academics in Marketing and Retailing 
and sample of customers to determine any concerns with the design.  
 
6.4.5 Questionnaire Pre-test 
 
Whereas scales and measures were adapted to fit the context of study, assessing face 
validity is central to ensure that the measuring items are relevant and representative of the 
theoretical construct (De Vellis, 2003; Hair, Bush and Ortinau, 2006). Hence, the questionnaire 
was pre-tested with a group of academics in Marketing and Retailing with vast experience in 
research (Lee and Lings, 20008; De Vellis, 2003). Both the ‘Disconnected’ and ‘Connected’ 
questionnaires were assessed in terms of the relevance of the scale items to the constructs, 
 Chapter 6: Exploring the Implications of Connected Town Centre Shopping Experience 
179 
 
clarity of wording and ordering of questions. For the ‘Connected’ group, the judges were also 
asked to assess their ability to download and use the mobile application (LoyalFree) and their 
understanding of the brief description provided about the mobile application and Love 
Loughborough Wi-Fi. Academics did not report any concerns with the adaptation and the 
wording of the items. Yet, some raised concerns about Common Method Bias (CMV) due to 
the extensive use of radio-buttons for Likert scales. In line with their recommendations, both 
questionnaires were modified by varying the formats of the Likert scale. No concerns were 
raised by academics regarding the Connected group questionnaire and the use of mobile 
application.  
 
Upon modification, the questionnaire was administered to a sample of customers in 
Loughborough town centre to assess the ease of administration, identify any words that are 
causing confusion, and determine the average completion time for the questionnaire. Most 
respondents reported their satisfaction with the questionnaire in terms of the wording and 
duration of the questionnaire (<15 minutes). However, a couple of respondents reported 
problems with their ability to download the mobile application and its responsiveness on their 
phones. Upon further investigation, respondents’ mobile phones had software limitations 
which restricted certain features in the mobile application to operate normally. To minimise 
the impact of this issue on future respondents, snapshots of the features of the application were 
presented to the respondents alongside a description of the application. This provided further 
information to ensure all respondents are aware of all the features in the application. Next the 
questionnaire was administrated to a pilot group to assess the scales reliability across a 
relatively larger sample.  
 
6.4.6 Pilot-testing 
 
 Pilot testing is a common research practice to test for issues that could hinder the 
reliability of the study, ensure good response rate and suitability of the data to perform the 
intended statistical and analytical tests (Oppenheim, 1992; Churchill and Lacobucci, 2005). 
Both questionnaires were piloted to ensure that the wording, design, and constructs were 
operating as planned. Issac and Michael (1995) and Hill (1998) recommend a pilot sample size 
of 10-30 respondents. Consistently, the ‘Disconnected’ and ‘Connected’ questionnaires were 
piloted with a sample of 41 and 32 respondents respectively. The pilot was conducted with 
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respondents that represent the demographics of the final sample of Loughborough town centre 
over a seven days period.  
 Upon data collection, simple analysis was performed on the pilot data to test the 
reliability of the scales measuring the Connected Town Centre Shopping Experience. To do so, 
Cronbach Alpha (α) test for internal consistency of the scales was performed (Lee and Lings, 
2008). This test measures the strength of items correlation within the same scale as to assess 
whether the items are measuring the same thing (Hair, Bush and Ortinau, 2006). A minimum 
α score of 0.7 or above must be achieved for a reliable scale (De Vellis, 2003). To increase the 
robustness of the reliability test, Exploratory Factor Analysis (EFA) of each construct was 
completed to ensure that all items fit in a single factor.   
 
All scales scored a α greater than 0.7, indicating good internal reliability of all scales. 
However, in the EFA, all scales loaded on independent factors except for Range of Shops and 
Range of Products. The items of both scales loaded on a single factor with strong factor 
loadings (>0.6). This indicates that respondents in the pilot study perceived both scales to be 
associated with each. This finding is consistent with Customer Experience literature that 
conceptualised both touchpoints as a single factor called Assortment (Verhoef et al., 2009). 
Likewise, established scales for Assortment in the town centre context combined the range, 
variety and quality of shops and products in one scale (Bell, 1999). However, Stocchi, Hart and 
Haji (2016) argue that respondents in their study perceived those touchpoints independently. 
The differences may be attributed to the specification of the experience, which influence the 
accuracy of Customer Experience measure (Stein and Ramaseshan, 2016; Homburg, Jozic and 
Kuehnl, 2015). To address this conflict, the α of a combined scale for Assortment was 
examined. The scale achieved high internal reliability score of α = 0.83. With the reliability of 
scales combined and separated achieving α > 0.7, the researcher maintained the same design 
of the study and further actions will be taken once the data collection procedure is completed.  
 
6.4.7 Sample Size 
 
To determine the appropriate sample size for each group, the researcher adopted the 
following steps: 
 
Firstly, G*Power tool (Faul et al., 2007) was used to determine the appropriate sample 
size for conducting statistical analysis including Structural Equation Modelling (SEM) and F-
 Chapter 6: Exploring the Implications of Connected Town Centre Shopping Experience 
181 
 
statistic tests. This tool uses the effect size, level of confidence and number of groups in study 
to determine an adequate sample size for the study. Two groups are used in this phase: 
‘Disconnected’ and ‘Connected’. In terms of effect size, Cohen (1988) argue that the effect 
size can be between 0.2 to 0.5 to detect small to medium differences in mean across the groups. 
As limited research exist on the Connected Town Centre Shopping Experience, the default 
value of 0.25 in G*Power was used. At a 95% confidence interval, the total sample size 
required to for this phase is 400 participants.  
 
   Secondly, the finding of the G*Power tool was compared with online sample size 
calculator provided by Qualtrics. To determine the sample size, this calculator requires the 
population size, margin of error and level of confidence interval. According to the Experian 
Goad dataset (2015), the total population of Loughborough is approximately 62,000. With a 
margin of error between 5-7% and a confidence interval of 95%, the ideal sample for this phase 
is 196 to 382 respondents. At 5% margin of error, the ideal sample size of 382, which is within 
the boundaries of the findings of G*Power tool.  
 
 Thirdly, the researcher identified the number of items used to measure the Town Centre 
Shopping Experience constructs, Revisit, Spend and Dwell intentions. In total, the model 
consists of 39 items. To calculate the ideal sample size, it is argued that 5-10 participants per 
item should be attained (Hair et al., 2017). Accordingly, the sample size required for this study 
should be between 195 and 390 respondents. As the sample size obtained using the G*Power 
tool fits the acceptable range recommended by Hair et al (2017), the target sample size for this 
phase of research is set to 400 respondents.   
 
6.4.8 Data Collection  
 
The data collection phase lasted 12 weeks between January and April 2019. This phase 
was appropriate for data collection to eliminate the effect of ‘festive’ season offers that could 
influence respondents’ perception of the Shopping Experience (Verhoef et al., 2009). Data was 
collected using Qualtrics platform and a link of the questionnaire was distributed across 
physical and digital channels highlighted in chapter 3, section 3.2.3. Respondents were 
compensated for their time by with a chance to enter a prize draw for 1 of 10 Amazon vouchers. 
At the end of the data collection, 278 and 143 responses were obtained for the ‘Disconnected 
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and ‘Connected’ groups respectively. The following sections discuss the data cleaning and 
preparation for both datasets.  
 
6.4.9 Data Cleaning and Preparation 
 
Before conducting statistical analysis, the data must be prepared to ensure its of good 
quality and enhance the reliability of the findings (Hair et al., 2017). Data from both 
questionnaires was imported from Qualtrics into separate SPSS files. Data cleaning and 
preparation involved multiple steps that was conducted on each dataset. Firstly, the data was 
filtered in terms of the date of the most recent visit. Scholars argue the effect of customers’ 
ability to recall the interactions they beyond a certain time of the visit (Stein and Ramaseshan, 
2016; Puccinelli et al., 2009). Hence, they recommend capturing the experience immediately 
after the customer journey.  Consistent with the approach adopted in Phase I and Phase II, 
shopping visits beyond 1 month were eliminated from the analysis to increase the reliability of 
the findings.   
 
Secondly, the duration of respondent’s completion of the questionnaire was examined 
to check for unengaged responses that could affect the reliability of the data. The estimated 
duration of the questionnaire should be 10-15 minutes as identified in the pre-test and by 
Qualtrics platform. Most responses were completed within the estimated duration with an 
average of 13 minutes. However, few responses were completed beyond 50% of the margins 
of the estimated duration. Such responses raised concerns for data reliability and were 
eliminated as a result. In terms of the ‘Connected’ group, the data was further examined in 
terms of the control check question incorporated in the questionnaire. To confirm that 
respondents engaged with the ‘LoyalFree’ mobile application, they were asked to answer a 
question related to an offer provided by the mobile application. Five respondents provided the 
wrong answer for the question, which indicate insufficient engagement with the mobile 
channel. Hence, their responses were eliminated from the analysis to increase the 
trustworthiness of the data.   
 
Thirdly, the researcher examined missing entries in the dataset. This is necessary as 
conducting Structural Equation Modelling (SEM) requires no missing entries in the dataset 
(Hair et al., 2006; Bentler and Chou, 1987). To treat missing entries in the datasets, the 
researcher examined the percentage of missing data in each questionnaire and whether it was 
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missing at random. Whilst the majority of submitted responses were fully completed, some 
issues were present with the ‘Disconnected’ and ‘Connected’ dataset: 
 
Questionnaires with >50% missing entry: some questionnaires in each dataset were 
submitted with more than 50% missing entries. Using Listwise deletion, those responses were 
eliminated from the analysis as they show insufficient engagement with the questionnaire. 
Although this technique may influence the sample size, it is commonly used in social science 
research to increases the credibility of the results (Cohen et al., 2003). Since the percentage of 
those responses were less than 10% of the total dataset, eliminating those responses did not 
influence the dataset size substantially.  
 
Questionnaires with <50% missing entry: In the ‘Disconnected’ group, eight completed 
questionnaires had missing entries, which accounts to less than 2% of the dataset. Meanwhile, 
the ‘Connected’ group dataset had five questionnaires with missing entries, which accounts for 
less than 3% of the dataset.  
 
To handle missing data, different statistical techniques can be applied based on whether 
the entries were missing at random or not. Little MCAR test was used to explore the nature of 
the missing entries. This test examines the significance of the chi-square to accept or reject the 
null hypothesis (H0): data is missing at random. In the ‘Disconnected’ group, eighteen items 
were missing while nine items were missing in the ‘Connected’ group. The results of the 
MCAR test on both datasets show an insignificant chi-square value p>0.10, indicating that 
entries were missing at random. 
 
To address missing entries at random, scholars recommend imputation techniques when 
the extent of missing data is approximately 3% and data is missing at random (Hair et al., 2006; 
Cohen et al., 2003; Malhotra and Briks, 2003). Imputation techniques allow the researcher to 
maintain an acceptable sample size by replacing the missing entries with a statistically 
calculated value (Hair et al, 2006). Although several imputation methods can be applied to 
handle missing entries, Expectation Maximisation (EM) technique was used. EM uses a two-
step iterative processes of repeated calculations to calculate the best possible value for the 
missing entry instead of relying on regression results (Schafer and Graham, 2002; Enders and 
Bandalos, 2001). EM estimates a value in the of the missing entry in the covariance matrix, 
then the mean vector and covariance vectors are estimated again as no missing entries exist and 
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the difference is used to estimate an acceptable value (Enders, 2001). Following the EM test, 
the ‘Disconnected’ and ‘Connected’ group datasets contained 261 and 127 cases respectively. 
The total number of cases retained (388) is suitable to conduct the data analysis techniques 
such as Structural Equation Modelling and F-statistic tests (Kelloway, 1998).  
 
 The final stage of data cleaning examined the normality of the data. It is argued that the 
measures of goodness of fit of the structural model and the validity of the results are affected 
by the lack of normality in the data (Baumgartner and Homburg, 1996). Due to the relatively 
small datasets, the researcher relied on statistical methods to assess the normality of the datasets 
(Baumgartner and Homburg, 1996). The measures of skewness and kurtosis of the 
‘Disconnected’ and ‘Connected’ datasets were identified. According to George and Mallery 
(2010), items with values greater than 2 or less than -2 indicate problems with the items. In this 
phase, all items were within the accepted range of normality. Therefore, it was concluded that 
normality of data exists in both datasets with no concerns. The data cleaning was completed, 
and demographic analysis of the final datasets was done.    
   
6.5 Phase III Data Analysis Procedure  
 
The following subsections highlight the data analysis procedures applied in this phase. 
As discussed in the research design (see chapter 3), Phase III will adopt Structural Equation 
Modelling and F-statistic tests to explore a model of the Town Centre Shopping Experience 
and determine the effect of digital interaction on this model.  
 
6.5.1 Structural Equation Modelling (SEM) 
 
 Structural Equation Modelling (SEM) is adopted in the first stage of the data analysis 
to develop a model of the Town Centre Shopping Experience. SEM allows the researcher to 
estimate complex models using simultaneous analysis of the relationships between the 
constructs (Kelloway, 1998). Likewise, this technique is suitable where the model consists of 
latent constructs that are indirectly observed through observed scales and indicators (Byrne, 
2010; Tabachnick and Fidell, 2007). Shopping Experience is subjective to customers’ 
perceptions of the totality of the interactions they had throughout the shopping visit. 
Consequently, this experience influence customer’s patronage intentions such as revisit, spend 
and dwell as highlighted previously in Phase I and II. By using SEM, the researcher can 
estimate the relationships between the touchpoints, Shopping Experience and patronage 
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intentions constructs simultaneously. Since customers’ perception of the Customer Experience 
is dependent on their memory recall (Puccinelli et al., 2009), respondents may provide 
inaccurate responses to the questions according. SEM can estimate measurement error, which 
enables the researcher to improve the accuracy of the theoretical model (Tabachnick and Fidell, 
2007). Hence, estimating a precise model of the Town Centre Shopping Experience. The 
process of conducting SEM consists of the following steps:  
 
Confirmatory Factor Analysis (CFA) 
 
To conduct SEM analysis, it is central to determine which items are associated with the 
constructs in the model and how well they represent them (Bagozzi and Yu, 1988). Hence, a 
Confirmatory Factor Analysis (CFA) analysis is done to determine whether the hypothesised 
measurement model fits the observed data. Since the Town Centre Shopping Experience model 
contains latent constructs, a CFA is important to test the psychometric properties of the scale 
items measuring the latent variables. Thus, it helps the researcher to assess the accuracy of the 
scales used to estimate these constructs (Bollen, 1989). Measurement errors are accounted for 
in this test indicating scale items inability to measure the latent construct accurately (Hair et 
al., 2006).  Upon completing the CFA analysis, the measurement model is assessed to 
determine the goodness of fit between the measures and the observed data. 
 
Measurement Model fit analysis 
 
The measurement model was tested for the goodness of fit between the measures in the 
model and the observed data. Several indices can be used to determine the goodness of fit 
including chi-square test, absolute fit indices, incremental fit indices and parsimonious fit 
indices. Whilst no measure can determine a correct model, it is recommended that scholars 
report the results of at least one absolute and incremental indices alongside the chi-square test 
when reporting their model fit (Hair et al., 2006; Diamantopoulos and Siguaw, 2000). Table 
6-2 highlights the main indices used in this phase to assess the measurement and structural 
model.  
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Table 6-2 Rules for Goodness  of Fit Indices (Adapted from: Hu and Bentler, 1999) 
Indicator Description Rule 
Chi-square test Measures the difference between 
the observed matrix and 
estimated matrix. The null 
hypothesis assumes no 
difference between the observed 
and estimated matrix.  
A) Small samples: Insignificant 
results indicates that the data fit 
the model perfectly.  
 
B) Large samples: Chi-square 
value is divided by the degrees of 
freedom (df). A value under 5 
indicates good fit between the 
data and the model.  
Goodness of fit 
index (GFI) 
Assesses the relative number of 
variances and covariances 
accounted for in the model. It 
examines how well the model 
reproduce the observed 
covariance matrix.  
Value should be larger than 0.90 
to indicate good fit.  
Root Mean Square 
Error of 
Approximation 
(RMSEA) 
A sophisticated index that takes 
into account model complexity 
and sample size to determine 
how well the model fits the data.  
< 0.05 good-fit 
0.08 – 0.10 mediocre fit 
>0.10 poor fit 
Tucker-Lewis 
Index (TLI) 
Adjusts the NFI index by 
considering the degrees of 
freedom in the model. 
Values close to 0.95 indicate 
good fit.  
Comparative Fit 
Index (CFI) 
An index that is less sensitive to 
model complexity 
Values greater than 0.95 indicate 
good fit.  
 
Based on the outcomes of the indices, the researcher may wish to modify the model to 
achieve better fit of the data. This is achieved by deleting parameters that appear problematic 
or adding parameters that have not been specified (Kelloway, 1998). Model modification can 
be based on the following:  
 
1. Factor loadings (regression weights): Measures the relationship between the latent 
variable and its indicators. A good standardised factor loading should have a magnitude 
higher than 0.71 with a t-value greater than 1.96 to be deemed significant.    
 
2. Error variances: An indicator of accuracy of parameter estimation. It is estimated by 
measuring the difference between the observed and estimated covariance. Standard 
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error values above 2 are considered large. A smaller value indicate accuracy in 
parameter estimation (Diamantopoulos and Siguaw, 2000).  
 
3. Modification Indices (MI): This measure provides an indication of improvement in the 
chi-square value should a path in the measurement model is estimated freely 
(Diamantopoulos and Siguaw, 2000). The larger the MI value, the better improvement 
in the model. Kelloway (1998) argues that MI values above 5 should be freed. Whilst 
freeing MI with large values may improve model fit, caution must be taken when 
freeing parameters without theoretical sense (Bentler and Chou, 1987). Thus, scholars 
suggest modifying the model where theoretical logic exist instead of statistical 
estimations (Bentler and Chou, 1987). It is noteworthy that freeing parameters should 
be done one at a time in an iterative process to attain better results. 
 
Once the measurement model was assessed in terms of goodness of fit, the reliability, 
unidimensionality and validity of the model are examined.  
 
Reliability, Unidimensionality and Validity  
 
 The next stage of the data analysis involved checking the reliability, unidimensionality 
and validity of the constructs in the model. This is necessary to determine the accuracy of which 
the latent variables are represented by the measured items (Diamantopoulos and Siguaw, 2000). 
Reliability examines consistency of results by determining the extent of which the measures 
used are error free (Diamantopoulos and Siguaw, 2000). When conducting a SEM, reliability 
is tested by evaluating the factor loading of the measurement items to their latent construct.  
 
In terms of measure reliability, the researcher examined the variance in the indicator by 
squaring the correlation of the indicator to their latent variable. A value of 0.5 is acceptable for 
a reliable measure as it shows that at least half of the variance in an indicator is explained by 
its latent variable.  Meanwhile, construct reliability is examined by calculating a value for the 
Composite Reliability (CR) for each latent construct. CR measures the degree to which the 
measurement items converge on the constructs. A minimum of 0.7 indicates good construct 
reliability (Hair et al., 2006).  
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 Once the reliability of the model was verified, the researcher examined the 
unidimensionality of the measures. In SEM, the latent measures in the model should be 
unidimensional and measure their independent construct only (Gerbing and Anderson, 1988). 
In other words, the measures should not cross-load on other latent constructs in the model and 
should have a covariance value of zero between the error variances (Hair et al., 2006).  
 
 The final step of the CFA was to examine the validity of the constructs in the model. 
This is to ensure that the measures used meet their intended purpose of measuring the 
constructs. To do so, the researcher explores the face, nomological, convergent and 
discriminant validity: 
 
a. Face validity: Determines whether the scale items fit the definition of the construct and 
how well they capture it (Ping, 2004; Churchill, 1999).  
 
b. Nomological validity: Indicate whether the theoretical relationships in the model are 
supported by the measures. Nomological validity exist if the relationships are 
confirmed (Hair et al., 2006).  
 
c. Convergent validity: A degree of how well the measures of the same construct correlate 
(De Vellis, 2003). Average Variance Extracted (AVE) is used to assess this type of 
validity. It is calculated by obtaining the sum of the squared factor loadings and dividing 
them by the number of indicators (Hair et al., 2006). Hence, AVE measures the amount 
of variance captured by the intended construct relative to the variance relating 
erroneously to other constructs in the model. A value of 0.5 and above indicate that 
measurement items converge on a construct in contrast to the others (Fornell and 
Larcker, 1981).  
 
d. Discriminant validity: Assesses the degree of which constructs correlate with each 
other. Hence, it examines whether a correlation exist between constructs that are not 
conceptually correlated. A construct is distinct when an absolute value of correlation is 
0.7 (Ping, 2004). However, a more rigorous test is to compare the squared correlation 
value (R2) between the constructs and compare it with the individual AVE value. A 
lower R2 value suggest that the measures are internally correlated, hence the construct 
is distinct (Ping, 2004).  
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Once the measurement model was assessed, the researcher drew the structural model to 
determine the relationships in the model.  
 
Structural Model 
 
The structural model determines how well the latent constructs fit the predetermined 
theoretical relationships (Diamantopoulos and Siguaw, 2000). It represents the theoretical 
relationships between the latent constructs in the model. The paths between the constructs are 
assessed in terms of direction, magnitude and significance (Hair et al., 2006). The signs of the 
relationship indicate whether the relationship between the constructs are positive or negative. 
The magnitude indicates the strength of the relationship between the construct and should have 
a t-value above ± 1.96. The squared multiple correlation determines the variance explained in 
each latent variable with values closer to 1 indicating greater amount of variance explained 
(Diamantopoulos and Siguaw, 2000). 
 
To determine the structural model, the model needs to be identified to ensure that there 
is sufficient information in the model to obtain a solution for the estimated parameters (Hair et 
al., 2006). Model identification links the items variances with parameters. The goal is to 
produce an over-identified model where item variances is higher than the parameters to obtain 
more accurate results that explain the observed data (Kelloway, 1988). Once the model is 
identified, SEM uses Maximum Likelihood Estimation (ML) technique to determine the 
structural model. This technique is the default method in AMOS program because of its 
robustness in variety of circumstances including non-normality of the data (Hair et al., 2006).  
 
Like the measurement model, the goodness of fit and model modification values is 
examined and compared to the measurement model values. To attain reliability, the structural 
model values should be similar but not worse than the measurement model. Measures can be 
added to deleted to improve the model fit. However, where model relationships are heavily 
modified, the model becomes empirical and deviates from the theoretical development (Bentler 
and Chou, 1987). Thus, researchers are encouraged to cross-validate the model before 
accepting it (Hair et al., 2006). The structural model validity is additionally assessed using the 
magnitude, direction and significance of the structural relationship parameters (Hair et al., 
2006).  
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6.5.2 F-statistic tests 
 
To attain insights into the effect of digital interaction on the Shopping Experience, an 
F-statistic tests are used such as ANOVA and MANOVA. Gentile, Noci and Spiller (2007) 
argue that multiway ANOVA isolates the main effects of the components and account for the 
interaction effects of the treatment on the perceived experiences. The analysis compares the 
means of the components across groups and determine an F-statistic. A significant F-Statistic 
indicate that the treatment has an interaction effect on the components and yield to differences 
in the perceived experiences.  
 
Following the data analysis procedure outlined in the previous section, the next sections 
report the results of Phase III of the research design. 
 
6.6 Phase III Results  
 
This section is divided into six parts. First, respondent’s demographics of the samples 
are reported and compared. Second, the scales representing the latent constructs are assessed 
for their reliability and validity. Third, Exploratory Factor Analysis (EFA) and Confirmatory 
Factor Analysis (CFA) are conducted to check whether the items are capturing what they are 
intended to do. Fourth, the measurement and structural model of the Town Centre Shopping 
Experience is drawn, and the results are reported. Fifth, the validity of the structural model is 
assessed for common method bias and multigroup invariance testing. Finally, the implications 
of Connected Shopping Experience are explored using ANOVA and MANOVA tests.   
 
6.6.1 Respondents Demographics 
 
 Consistent with the quota sampling technique, respondents in this phase had to fit the 
quota demographic to increase the representation of the data. Table 6-3 highlights the 
respondents’ profile in both groups. In terms of gender representation, most respondents in 
both groups were females. This is consistent with previous shopping research in the town centre 
context (Stocchi, Hart and Haji, 2016; Hart et al., 2007). Whilst the age split across the 
‘Disconnected’ group was fair, most respondents in the ‘Connected’ group were 18-30 years 
old. To understand the reason behind this, the researcher intercepted people of the other age 
groups in the town centre. Many people expressed lack of digital knowledge in using a mobile 
application for the purpose of shopping. Hence, they were hesitant to take part in this research. 
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This parallels with the Technology Acceptance Model (Davis, 1989), which suggests that 
people who have low perception of self-efficacy are less likely to accept new technologies.  
 
In contrast to other occupations, respondents in the ‘Connected’ group were mainly 
students. Meanwhile, the percentage of employed participants was the highest in the 
‘Disconnected’ group. The difference in both datasets could be attributed to the design of the 
questionnaire, which required participants to have digital knowledge in online shopping. In 
both datasets, over 80% of the respondents reside in Loughborough and have been shopping 
here for 2-5 years on average. This indicates high level of familiarity with shopping in 
Loughborough town centre. Over 65% of the shopping trips were conducted 2-3 days from the 
date of participation with an average shopping duration of 2-3 hours.  
 
Table 6-3 Respondents Profiles 
Demographics Group 1 – Disconnected 
(n = 261) 
Group 2 – Connected 
(n = 127) 
Gender 
Males 
Females 
 
28.4% 
71.6% 
 
37% 
63% 
Age split 
18-30 
31-40 
41-50 
51-60 
61+ 
 
29.1% 
21.8% 
19.9% 
14.9% 
14.2 % 
 
59.1% 
24.4% 
11.8% 
3.1% 
1.6 % 
Occupation 
Employed 
Students 
Unemployed 
Retired 
 
57.8% 
24.9% 
5% 
12.3% 
 
38.3% 
56.3% 
3% 
2.4% 
Car accessibility 
Yes 
No 
 
69.7% 
30.30% 
 
69.7% 
30.30% 
Resident in 
Loughborough 
Yes 
No 
 
80.8% 
19.2% 
 
88.2% 
11.8% 
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Despite concerns with age group in the ‘Connected’ group, the respondents profile 
provides confidence in the representation of the sample across Leicestershire and 
Warwickshire. The experimental design adopted in this study seeks to explore the relationship 
between the constructs rather than attain generalisability. Hence, the sample fit the objectives 
of Phase III. 
 
6.6.2 Scale Reliability 
 
The scales reliability and internal consistency were tested following the data collection 
completion. Even though this was previously examined in the pilot study, it is important to re-
evaluate the scales reliability to highlight any concerns after the end of the data collection. As 
stated by De Vellis (2003), a scale is considered internally reliable if the Cronbach Alpha (α) 
value exceeds 0.70. Table 6-4 highlights the scale reliability for the measures used in this phase.  
 
Table 6-4 Scales Reliability 
Scale Cronbach Alpha (α) 
Range of Shops 0.886 
Range of Products 0.885 
Atmosphere 0.801 
Layout 0.839 
Accessibility 0.827 
Information and Signage 0.85 
Social Interaction 0.863 
Public Insecurity 0.784 
Leisure 0.783 
Revisit 0.903 
Dwell -0.046 
Spend 0.899 
α of reliable scale > 0.70 
  
Except for the Dwell scale, all scales used exceeded the cut-off value of α = 0.7, with 
values ranging between 0.783 to 0.903. This indicates that most scales used in Phase III are 
internally reliable and consistent. As for the Dwell construct, the results indicate serious 
concerns for the reliability of this scale. The dwell items were derived from established scales 
in the literature (Stocchi, Hart and Haji, 2016; Wakefield and Baker, 1998). However, in the 
context of this research, the average covariance between both items was negative, indicating 
that the items were capturing different things. This is problematic and could lead to poor fit in 
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the measurement model. Hence, the Dwell construct was eliminated from this phase due to 
poor reliability.  
 
As a robustness check, scales reliability was re-evaluated for potential improvements 
in the α score. The test highlight items that can be removed from each scale to increase its 
reliability. Only the Leisure scale showed a potential improvement in its reliability (0.786 to 
0.803) by removing the single Market item (MARKET1). However, it is argued that items 
elimination should take place only if theoretical justification exists (Hair et al., 2006). If the 
Market item is eliminated, respondent’s perception of the Market touchpoint will be lost, which 
affects the overall Leisure scale. Therefore, all Leisure items were retained at this stage, yet the 
findings were noted for the next stage of analysis. Next, all items were tested for their inter-
item correlation.  
 
6.6.3 Inter-item Correlation Matrix 
 
The scales validity was assessed using an inter-item correlation matrix to determine the 
strength of association between items measuring the same construct. Correlation is a bivariate 
analysis that examines the strength, direction and significance of the relationship between 
variables in the model (De Vellis, 2003). It provides an indication of the strength of the 
association between items measuring the same construct to determine whether they share a 
common purpose (De Vellis, 2003). After removing the Dwell items, the remaining 37 items 
measuring the constructs in the Town Centre Shopping Experience model were entered into a 
correlation matrix (see Appendix D). The strength and direction of the relationships were tested 
using Pearson’s correlation coefficient and the significance of the relationship was tested at 
two-tailed level. A correlation value higher than 0.4 is considered acceptable for items 
measuring the same scale (Clark and Watson, 1995).  
 
Most scales (Range of Shops, Range of Products, Layout, Atmosphere, Information and 
Signage, Public Insecurity, Social Interaction, Leisure, Revisit and Spend) had strong, 
significant and positive inter-item correlations between their items (values ranging from 0.4 to 
0.85). The remaining Accessibility construct appeared problematic. The values of the inter-
item correlation between shopping accessibility items (ACCESS1, ACCESS2 and ACCESS3) 
were above the acceptable value of 0.4. Yet, some of these items had correlation values lower 
than 0.4 with the parking accessibility item (ACCESS_PA). For instance, ACCESS2 “I can 
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quickly shop around Loughborough town centre” and ACCESS3 “I can shop around 
Loughborough town centre without any problems” had correlations value of 0.394 and 0.393 
respectively with ACCESS_PA item “The location of parking spots in Loughborough town 
centre is convenient”. This finding is surprising as at a face value, it is expected that shopping 
without any difficulty is associated with adequate parking locations. This is due to respondents’ 
comments in Phase II that attributed the difficulty of shopping in town centres to the issue of 
parking locations within the town (see chapter 5). With the small marginal difference between 
these correlations and the acceptable correlation value (0.007 and 0.006 respectively), no 
actions were taken at this stage and further investigation will be applied in the next stage of the 
analysis.   
 
Items measuring different constructs were examined for their correlation. Except for wo 
scales (Range of Shops and Range of Products), most scales did not have strong and significant 
correlations between them. Items capturing respondents’ perception of the Range of Shops and 
Range of Products showed a strong, positive and significant inter-item correlation with values 
ranging between 0.5 and 0.6 at p<0.05. Both touchpoints were tested independently in Phase 
III based on the findings of Stocchi, Hart and Haji (2016) and Phase II of the research design. 
However, despite separating the items in the questionnaire, respondents still perceived them to 
be associated with each other. This finding is consistent with previous studies in town centre 
literature that combined both touchpoints in one scale ‘Assortment’ (Bell, 1999). Likewise, 
Customer Experience literature conceptualised both touchpoints in a single scale of Assortment 
(Verhoef et al., 2009). This finding is noted, and further examination will be conducted using 
Exploratory Factor Analysis to confirm these findings.  
 
Similarly, a single item measuring Layout (LAYOUT2) showed strong and significant 
correlation with the Accessibility items: ACCESS1 (0.616), ACCESS2 (0.603) and ACCESS3 
(0.560). After checking the wording of the items, the item LAYOUT2 “Overall, the layout of 
Loughborough town centre makes it easy to get around” is expected to correlate with the three 
items of Accessibility as they measure the ease of shopping in the town centre. LAYOUT2 
appear to be measuring more than its intended construct. This may be concerning as 
measurement model’s fit indices could be poor. The problems were noted at this stage and scale 
purification is expected at a later stage of the analysis.  
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To understand the results of the inter-item correlation matrix, an Exploratory Factor 
Analysis (EFA) is conducted in the next stage. This is to provide a preliminary validation of 
the item scales and their loadings onto their intended constructs.  
 
6.6.4 Exploratory Factor Analysis (EFA) 
 
Exploratory Factor Analysis (EFA) is conducted using SPSS 24 to allow the researcher 
to examine how the items load in a component matrix to highlight any cross loading that may 
be problematic. This is important as the inter-item correlation results showed some surprising 
results for some scales. To conduct an EFA, Hair et al (2006) suggest 5 to 10 cases per item. 
With 37 items reflecting the Town Centre Shopping Experience model, the sample size (n = 
388) is considered adequate for this analysis. According to Hair et al (2006), when the sample 
size exceeds 350, a minimum factor loading of 0.3 is needed for definition of the factor 
structure.  
 
Principal component analysis (PCA) with Varimax rotation was used to conduct the EFA. 
A solution of 10 factors was obtained with 75.397% cumulative variance extracted (see Table 
6-5). Eight constructs were represented by their hypothesised items as expected. These 
constructs were Layout, Atmosphere, Social Interaction, Public Insecurity, Information and 
Signage, Leisure, Revisit and Spend. The remaining two factors had items cross loading on 
them due to the strength of the correlations between some items as highlighted in the inter-item 
correlation matrix. The remaining constructs are explained as follows: 
 
1) Assortment: The EFA analysis loaded these items on a single factor with factor loadings 
ranging between 0.7 to 085. Both touchpoints represent the construct of Assortment as 
defined in previous studies in retail context (Verhoef et al., 2009; Bell, 1999; Wee; 
1986; Nevin and Houston, 1980). In the context of this research, respondents perceived 
those touchpoints to be associated. Whilst the results are consistent with inter-item 
correlation matrix, they are inconsistent with Stocchi, Hart and Haji (2016). However, 
a precise measure of Customer Experience is achieved by specifying the nature of 
interactions under research (Stein and Ramaseshan, 2016). Consistently, both scales are 
combined in a single construct of Assortment.  
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2) Accessibility: The items capturing shopping accessibility within the town centre 
(ACCESS1, ACCESS2 and ACCESS3) loaded strongly on a single factor with values 
of 0.734, 0.798 and 0.764 respectively. However, as highlighted in the inter-item 
correlation matrix, an item of Layout (LAYOUT2) loaded on this factor strongly with 
values of 0.617. As previously stated, this finding can be attributed to the wording of 
the items that could represent similar meanings with the accessibility scale. Hence 
respondents perceived these items to be associated despite measuring different things 
at a theoretical level. It is argued that cross-loading items can be eliminated from the 
results if their loading value exceeds 0.5.  Accordingly, this item was eliminated from 
the analysis as it could lead to problems in the measurement model.     
 
The findings of the EFA provided a deeper understanding of the inter-item correlation 
matrix. Items with high coefficient values loaded independently as they should. However, as 
some items from different scales with high correlation values ended up cross loading on 
different. Whilst theoretical support exists in the literature for the Assortment factor, limited 
theoretical validation exist for the other factor. Thus, the Layout item causing concerns for the 
model was eliminated. The remaining 36 items entered a more stringent Confirmatory Factor 
Analysis (CFA) to purify the scales and to provide support for the EFA findings.  
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Table 6-5 Exploratory Factor Analysis Results 
Factor Loadings 
Items Assortment Atmosphere Layout 
Information 
and Signage 
Accessibility 
Social 
interaction 
Public 
safety 
Leisure Revisit Spend 
SHOPS1 0.818                   
SHOPS2 0.841                   
SHOPS3 0.826                   
SHOPS4 0.749                   
ATMOS1   0.844                 
ATMOS2   0.560                 
ATMOS3   0.480                 
LAYOUT1     0.769               
LAYOUT2         0.617           
LAYOUT3     0.698               
LAYOUT3     0.743               
PRODUCTS1 0.766                   
PRODUCTS2 0.654                   
PRODUCTS3 0.657                   
PRODUCTS4 0.715                   
IS1       0.867             
IS2       0.849             
ACCESS1         0.751           
ACCESS2         0.818           
ACCESS3         0.795           
ACCESS_PA         0.536           
SOCIAL1           0.793         
SOCIAL2           0.755         
PS1             0.903       
PS2             0.850       
LEISURE1               0.551     
LEISURE2               0.790     
LEISURE3               0.838     
LEISURE4               0.753     
REVISIT1                 0.862   
REVISIT2                 0.815   
REVISIT3                 0.749   
REVISIT4                 0.848   
SPEND1                   0.843 
SPEND2                   0.881 
SPEND3                   0.829 
Extraction Method: Principal Component Analysis.  Rotation Method: Varimax with Kaiser Normalization. 
Cumulative Variance Extracted = 75.397%, KMO = 0.908, Bartlett’s test of Sphericity = 9119.246 (p<0.001) 
 
6.6.5 Confirmatory Factor Analysis (CFA)  
 
This section demonstrates the individual CFA for the constructs of the Town Centre 
Shopping Experience model. The purpose of this is to confirm that the items reflect the 
constructs they represent and to conduct purifications on the scale where needed.   
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Assortment  
 
Consistent with EFA results and previous literature (Verhoef et al., 2009; Bell, 1999; 
Nevin and Houston, 1980), items relating to the perception of Range of Shops and Range of 
Products were submitted to an individual construct (see Figure 6-1 and Table 6-6). All items 
achieved a minimum standardised factor loading value of 0.7, exceeding the cut-off value of 
0.5. The construct items reported a CR of 0.925 and AVE of 0.607. Therefore, the construct 
shows good reliability and convergent validity. However, serious concerns were highlighted in 
the model fit indices. The χ2 /df ratio exceeded the recommended value of 1-3. The GFI value 
was below 0.90 and the RMSEA value was 0.158, which was higher than the limit for an 
average fit of 0.10 (Hu and Bentler, 1999). Therefore, the goodness-of-fit statistics show the 
need for scale purification once the Town Centre Shopping Experience measurement model is 
assessed.    
 
 
Figure 6-1 CFA of the Assortment Construct 
Note: Numbers against arrows represent factor loadings, Numbers against item boxes 
represent the square value of the loading.  
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Table 6-6 Factor loadings, Reliability, Validity and Goodness of fit for Assortment Construct 
Item Description Factor 
loading 
R
2
 C.R* 
SHOPS1 There is a good variety of stores in 
Loughborough town centre 
0.825 0.680 19.498 
SHOPS2 I can shop for different brands in 
Loughborough town centre 
0.833 0.694 19.808 
SHOPS3 There is a good choice of major stores in 
Loughborough town centre 
0.814 0.662 19.097 
SHOPS4 I can buy well-known brands in 
Loughborough town centre 
0.724 0.524 16.113 
PRODUCTS1 I can find different types of products in 
Loughborough town centre 
0.801 0.641 18.634 
PRODUCTS2 I can find interesting products in 
Loughborough town centre 
0.731 0.534 16.334 
PRODUCTS3 I can find up-to-date product styles in 
Loughborough town centre 
0.737 0.544 16.537 
PRODUCTS4 The range of products in Loughborough 
town centre is adequate 
0.762 0.580 17.323 
Composite Reliability (CR) = 0.925; Average Variance Extracted (AVE) =0.607  
Fit indices: χ
2
 = 214.349, df= 20, χ
2
/df = 10.717, p = <0.001 
GFI = .861, TLI = .871, CFI = .908, RMSEA = .158 
R
2 
represents squares of factor loadings, C.R represents critical ratios 
*Critical C.R values = 1.96 (p = <0.01) 
 
Accessibility 
 
The accessibility construct was measured using four items (three items relating to the 
perception of shopping accessibility within the town and one item relating to the perception of 
parking location). As shown in Figure 6-2 and Table 6-7, Accessibility items exceeded the 
minimum standardised loading value of 0.5 except for ACCESS_PA (0.48). Despite the weaker 
yet acceptable loading of this item (Hair et al., 2006), the scale shows good reliability with CR 
of 0.866 and good convergent validity with AVE value of 0.630. Similarly, all model fit indices 
were excellent exceeding all the cut-off values required for an acceptable fit. Hence, the 
Accessibility construct shows no serious problems at this stage of the analysis.       
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Figure 6-2 CFA of the Accessibility Construct 
Note: Numbers against arrows represent factor loadings, Numbers against item boxes 
represent the square value of the loading.  
 
Table 6-7 Factor loadings, Reliability, Validity and Goodness of fit for Accessibility 
Construct 
Item Description Factor 
loading 
R
2
 C.R* 
ACCESS1 I can easily shop around Loughborough 
town centre 
0.903 0.815 22.177 
ACCESS2 I can quickly shop around Loughborough 
town centre 
0.893 0.797 21.794 
ACCESS3 I can shop around Loughborough town 
centre without any problems 
0.838 0.702 19.794 
ACCESS_PA The location of parking spots in 
Loughborough town centre is convenient 
0.456 0.208 9.092 
Composite Reliability (CR) = 0.866; Average Variance Extracted (AVE) =0.630  
Fit indices: χ
2
 = 0.728, df= 2, χ
2
/df = 0.364, p = <0.001 
GFI = .999, TLI = 0.996, CFI = 0.998, RMSEA = .020 
R
2 
represents squares of factor loadings, C.R represents critical ratios 
*Critical C.R values = 1.96 (p = <0.01) 
 
Layout 
 
Items measuring the Layout construct performed well, reporting a standardised loading 
above 0.5 with values ranging from 0.61 to 0.85 (see Figure 6-3 and  Table 6-8. The scale 
showed good convergent validity as the AVE value (0.580) exceeded the minimum value of 
0.5. Furthermore, it showed good reliability with a CR value of 0.847. As a result, the items 
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appear to perform well on this construct. In terms of the model fit statistics, all fit indices were 
within the acceptable ranges. Whilst the χ2 /df ratio and RMSEA values could be improved to 
reach an excellent model fit, the results of this model were noted, but no actions were taken at 
this stage.  
 
Figure 6-3 CFA of the Layout Construct 
Note: Numbers against arrows represent factor loadings, Numbers against item boxes 
represent the square value of the loading.  
 
Table 6-8 Factor loadings, Reliability, Validity and Goodness of fit for Layout Construct 
Item Description Factor 
loading 
R2 C.R* 
LAYOUT1 Loughborough town centre looks clean and 
tidy 
0.767 0.588 16.734 
LAYOUT2 Overall, the layout of Loughborough town 
centre makes it easy to get around 
0.610 0.372 12.422 
LAYOUT3 Loughborough town centre is visually 
appealing  
0.852 0.727 19.322 
LAYOUT4 The buildings in Loughborough town centre 
are well maintained 
0.795 0.632 17.545 
Composite Reliability (CR) = 0.845; Average Variance Extracted (AVE) = 0.580 
Fit indices: χ2 = 6.203, df= 2, χ2/df = 3.101, p = <0.001 
GFI = .993, TLI = .980, CFI = .992, RMSEA = .074 
R2 represents squares of factor loadings, C.R represents critical ratios 
*Critical C.R values = 1.96 (p = <0.01) 
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Atmosphere 
 
All items measuring the Atmosphere construct had a standardised loading value above 
0.5 (see Figure 6-4 and Table 6-9). The construct items appeared to perform well and had a 
good CR of 0.806 with a retained AVE value of 0.586. As the construct consist of three items, 
no fit indices were computed as the model was just identified. 
 
Figure 6-4 CFA of the Atmosphere Construct 
Note: Numbers against arrows represent factor loadings, Numbers against item boxes 
represent the square value of the loading.  
 
Table 6-9 Factor loadings, Reliability, Validity and Goodness of fit for Atmosphere Construct 
Item Description Factor 
loading 
R2 C.R* 
ATMOS1 Loughborough town centre is not too crowded 0.636 0.405 12.626 
ATMOS2 Shopping atmosphere in Loughborough town 
centre is relaxed 
0.912 0.831 18.272 
ATMOS3 I feel Loughborough town centre is a safe place 
to shop at 
0.724 0.524 14.405 
Composite Reliability (CR) = 0.806; Average Variance Extracted (AVE) =0.586 
Model just identified hence no fit indices were reported 
R2 represents squares of factor loadings, C.R represents critical ratios 
*Critical C.R values = 1.96 (p = <0.01) 
 
Information and Signage   
 
This construct was measured using two items as highlighted in Table 6-10. Both items 
exceeded a standardised factor loading value of 0.8, indicating good performance as they are 
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well above the cut-off value of 0.5 (see Figure 6-5). Similarly, the model reported good CR 
score of 0.848 and an AVE value of 0.737. This highlights good construct reliability and 
convergent validity with no concerns reported at this stage. Since the model was measured with 
two-items only, no fit indices were computed as the model was just identified.  
 
Figure 6-5 CFA of the Information and Signage Construct 
Note: Numbers against arrows represent factor loadings, Numbers against item boxes 
represent the square value of the loading.  
 
Table 6-10 Factor loadings, Reliability, Validity and Goodness of fit for Information and 
Signage Construct 
Item Description Factor 
loading 
R2 C.R* 
IS1 The signs in Loughborough town centre are 
useful in finding the location of the places I need 
0.844 0.713 23.331 
IS2 The signs in Loughborough town centre provide 
information about the events happening in the 
town 
0.762 0.761 23.331 
Composite Reliability (CR) = 0.848; Average Variance Extracted (AVE) =0.737 
Model just identified hence no fit indices were reported 
R2 represents squares of factor loadings, C.R represents critical ratios 
*Critical C.R values = 1.96 (p = <0.01) 
 
Social Interaction 
 
Items measuring customers’ perceptions of the Social Interaction reported a good 
standardised factor loading value above 0.7 (see Figure 6-6). The construct’s reliability and 
convergent validity achieved acceptable values as the CR value was 0.850 and AVE value was 
0.740 (see Table 6-11). As a result, the model shows good performance with no concerns at 
this stage. No fit indices were computed as the model was just identified.  
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Figure 6-6 CFA for the Social Interaction Construct 
Note: Numbers against arrows represent factor loadings, Numbers against item boxes 
represent the square value of the loading.  
 
Table 6-11 Factor loadings, Reliability, Validity and Goodness of fit for Social Interaction 
Construct 
Item Description Factor 
loading 
R2 C.R* 
SOCIAL1 I enjoy contact with other shoppers in 
Loughborough town centre 
0.788 0.621 23.203 
SOCIAL2 The shoppers in Loughborough town centre are 
friendly 
0.927 0.859 23.203 
Composite Reliability (CR) = 0.850; Average Variance Extracted (AVE) = 0.740 
Model just identified hence no fit indices were reported 
R2 represents squares of factor loadings, C.R represents critical ratios 
*Critical C.R values = 1.96 (p = <0.01) 
 
Public Insecurity 
 
Items measuring this construct were developed based on customers’ responses towards 
their sense of safety when shopping in the town centre (see chapter 5). Consistent with the 
EFA, the items continued to perform well as they both achieved a standardised factor loading 
of 0.80 (see Figure 6-7 and Table 6-12). Additionally, the construct showed good reliability 
and convergent validity as both the CR and AVE values exceeded the recommended values of 
0.7 and 0.5 respectively. No fit indices were computed as the model is just identified. Therefore, 
the construct shows no concerns at this stage.  
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Figure 6-7 CFA for the Public Insecurity Construct 
Note: Numbers against arrows represent factor loadings, Numbers against item boxes 
represent the square value of the loading.  
 
Table 6-12 Factor loadings, Reliability, Validity and Goodness of fit for Public Insecurity 
Construct 
Item Description Factor 
loading 
R
2
 C.R* 
PS1 I feel pestered for money when shopping in 
Loughborough town centre 
0.800 0.639 21.132 
PS2 Negative behaviours of others within 
Loughborough town centre puts me off 
0.796 0.634 21.132 
Composite Reliability (CR) = 0.778; Average Variance Extracted (AVE) =0.637  
Model just identified hence no fit indices were reported 
R
2 
represents squares of factor loadings, C.R represents critical ratios 
*Critical C.R values = 1.96 (p = <0.01) 
 
Leisure 
 
This construct was conceptualised based on people’s perception of the leisure 
touchpoints (Special Events, Market, Entertainment options and Cafes and Restaurants) as 
highlighted in Phase II. Each touchpoint was measured with a single item. Consistent with the 
EFA, all items were drawn on a single construct. Except for Market item (0.45), all items 
showed good standardised factor loading with values ranging between 0.67 to 0.90, exceeding 
the minimum cut-off value of 0.5 (see Figure 6-8 and Table 6-13) . The Market item failed to 
reach a satisfactory loading, which raises concern for the construct fit. Whilst the construct 
retained a CR value of 0.790, the AVE failed to reach the satisfactory value of 0.5. AMOS 
software recommended removing the market item to improve the AVE. This is consistent with 
the Cronbach Alpha test that highlighted potential improvement in scale reliability upon 
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eliminating the Market item.  In terms of goodness of fit measures, the CFA results show an 
acceptable model fit as the χ2/df value was well within the recommended range. Likewise, the 
model demonstrated good fit across the GFI, TLI and CFI values.  These contradictory results 
from the CFA indicate potential need for scale purification in the measurement model.  
 
Figure 6-8 CFA for the Leisure Construct 
Note: Numbers against arrows represent factor loadings, Numbers against item boxes 
represent the square value of the loading.  
 
Table 6-13 Factor loadings, Reliability, Validity and Goodness of fit for Leisure Construct 
Item Description Factor 
loading 
R
2
 C.R* 
SP_EVENT1 There is a good variety of special events in 
Loughborough town centre 
0.631 0.465 13.492 
MARKET1 Weekly market at Loughborough town 
centre offers a variety of products 
0.968 0.936 24.620 
ENTER1 Loughborough town centre offers a good 
variety of entertainment options 
0.858 0.736 20.383 
CAFES1 There is a good selection of cafes and 
restaurants in Loughborough town centre 
0.682 0.465 14.884 
Composite Reliability = 0.790; Average Variance Extracted (AVE) =0.497  
Fit indices: χ
2
 = 5.681, df= 2, χ
2
/df = 2.840, p = <0.001 
GFI = .993, TLI = .977, CFI = .992, RMSEA = .069 
R
2 
represents squares of factor loadings, C.R represents critical ratios 
*Critical C.R values = 1.96 (p = <0.01) 
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Revisit  
 
All items measuring this construct performed well, achieving a standardised factor 
loading value above 0.7 (see Figure 6-9 and Table 6-14). Additionally, the CR score of 0.908 
and AVE value of 0.712 exceeded the recommended values. Whilst the construct appears to 
perform well at this stage, some model fit indices were problematic as the χ2/df and RAMSEA 
values exceeded the acceptable thresholds. No actions were taken at this stage based on the 
good CR and AVE values. Yet, modifications are expected at a later stage. 
 
Figure 6-9 CFA of the Revisit Construct 
Note: Numbers against arrows represent factor loadings, Numbers against item boxes 
represent the square value of the loading.  
 
Table 6-14 Factor loadings, Reliability, Validity and Goodness of fit for Revisit Construct 
Item Description Factor 
loading 
R
2
 C.R* 
REVISIT1 I am likely to shop again in Loughborough 
town centre 
0.863 0.745 20.745 
REVISIT2 I am likely to shop frequently in 
Loughborough town centre 
0.816 0.666 19.032 
REVISIT3 I am likely to revisit Loughborough town 
centre for shopping  
0.784 0.614 17.936 
REVISIT4 I am likely to repeat my shopping experience 
in Loughborough town centre 
0.907 0.822 22.443 
Composite Reliability (CR) = 0.908; Average Variance Extracted (AVE) =0.712  
Fit indices: χ
2
 = 52.312, df= 2, χ
2
/df = 26.157, p = <0.001 
GFI = .932, TLI = .859, CFI = .953, RMSEA = .255 
R
2 
represents squares of factor loadings, C.R represents critical ratios 
*Critical C.R values = 1.96 (p = <0.01) 
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Spend 
 
As shown in Figure 6-10, the standardised factor loading of all items on this construct 
exceeded 0.7. CR value was 0.904 and AVE value was 0.760; both exceeding the 
recommended values of 0.7 and 0.5 respectively (see Table 6-15). No fit indices were obtained 
as the model was just identified with three items. Based on these findings, the Spend construct 
showed good reliability and convergent validity with no problems arising at this stage prior to 
the assessment of the Town Centre Shopping Experience model.   
 
Figure 6-10 CFA of the Spend Construct 
Note: Numbers against arrows represent factor loadings, Numbers against item boxes 
represent the square value of the loading.  
 
Table 6-15 Factor loadings, Reliability, Validity and Goodness of fit for Spend Construct 
Item Description Factor 
loading 
R2 C.R* 
SPEND1 I am likely to buy more items in Loughborough 
town centre 
0.863 0.745 20.545 
SPEND2 I am likely to spend more money in 
Loughborough town centre 
0.967 0.936 24.535 
SPEND3 I am likely to set out more money next time I 
shop in Loughborough town centre 
0.774 0.599 17.642 
Composite Reliability (CR) = 0.904; Average Variance Extracted (AVE) =0.760 
Model just identified hence no fit indices were reported 
R2 represents squares of factor loadings, C.R represents critical ratios 
*Critical C.R values = 1.96 (p = <0.01) 
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CFA Measurement model  
 
After conducting a CFA for individual construct, the next step was to conduct a CFA 
for the measurement model. This was done by entering all the Town Centre Shopping 
Experience constructs and their corresponding scales into one model. After conducting a CFA 
for the individual constructs, the total retained items for the measurement model was 35 after 
eliminating Dwell construct, MARKET1 and LAYOUT2. In line with Hair et al (2006), a 
minimum of five to ten cases are required for each item measured. Likewise, Kline (2011) 
recommend a minimum of 200 cases to conduct a SEM analysis. Based on these 
recommendations, the required sample size for this analysis is 350 cases. In this phase, a total 
of 388 cases are available, which is adequate to conduct a CFA with all items in one model. 
 
Upon drawing the measurement model, the goodness of fit indices were examined. The 
initial results indicate a mediocre model fit. Whilst a χ2/df value (2.231) was within the 
satisfactory margin of 1-3, the other fit indices were acceptable but not excellent. The model 
retained a GFI of 0.902, CFI of 0.942 and TLI of 0.947. Yet, the model had an RMSEA value 
of 0.162 which is higher 0.1 for a mediocre fit. Based on these results, model modification is 
necessary if theoretical consideration exist (Hair et al., 2006). Model modification is conducted 
through scale purification based on the Modification Indices (MI) calculated by the AMOS 
software. Items causing discrepancy in the model were eliminated from the analysis based on 
the modification indices. Nevertheless, consistent with (Diamantopoulos and Siguaw, 2000), 
items were only deleted if a theoretical reasoning exist to justify the decision. The process was 
repeated by removing one item at a time until the model fit indices reached a satisfactory level. 
Two constructs were subjected to modification due to high value of MI:  
 
1. Assortment 
 
This construct originally consisted of eight items measuring customer’s perception of 
the range of shops and products in the town centre. Prior to scale purification, the construct had 
good CR and AVE values (see Table 6-6). However, the model fit indices were concerning as 
all the absolute, incremental and parsimony fit indices were below the acceptable values 
(GFI>0.90, TLI and CFI< 0.95, RMSEA>0.1). Those indices indicated that scale purification 
is required in the measurement model. Upon checking the modification indices, the items 
ASSORT4 (MI = 27.038), ASSORT6 (MI =21.291), and ASSORT7 (MI = 19.873) were 
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eliminated. ASSORT4 related to the ability to find well-known brands in the town centre whilst 
ASSORT6 and ASSORT7 related to the ability to find interesting and up-to-date products in 
the town centre. The remaining five items captured respondent’s perception of the range and 
choice of stores and products in the town centre. The modified scale demonstrated good 
reliability (CR = 0.906) and convergent validity (AVE = 0.659) as both values exceed the 
recommended values of 0.7 and 0.5 respectively.  
 
2. Accessibility  
 
This construct measured customers’ perceptions of the ease of shopping in the town 
centre. The original scale consisted of four items measuring shopping accessibility within the 
town centre (three items) and the convenience of parking in the town centre (one item). The 
CR and AVE for this construct was acceptable as both values exceeded the recommended 
values of 0.7 and 0.5 respectively. Likewise, the model fit statistics were adequate. However, 
when the measurement model was drawn, the modification indices showed that removing item 
ACCESS2 (MI = 24.354) can improve the model by considerable amount. This is due to the 
item cross-loading on to other items in the Leisure construct. With the lack of theoretical 
justification for the cross-loading of this item on the Leisure construct, this item was eliminated 
from the scale.  
 
Despite failing to reach a factor loading of 0.5, the parking item (ACCESS_PA) was 
retained for two reasons. Firstly, respondents in the qualitative study (see chapter 5) 
emphasised the effect of parking locations on their Shopping Experience. They expressed 
feelings and sentiments towards their ability to find a convenient parking location in the town 
centre. Hence, it is important to consider the effect of parking on the shopping accessibility. 
Secondly, a standardised factor loading above 0.4 can be retained in SEM (Hair et al., 2010). 
Thus, the ACCESS_PA item can be retained at this stage of the analysis. Following scale 
purification, the Accessibility construct had a CR value of 0.794 and AVE of 0.581. Whilst 
both values are lower than the original scale values, the construct shows good reliability and 
convergent validity.   
 
The remaining constructs remained unmodified as they showed good reliability and 
convergent validity. Likewise, the MI showed no substantial improvement in model fit as the 
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scale items were not causing substantial discrepancy in the model. As a result, the remaining 
constructs did not go through scales purification process.  
 
Modified Measurement Model Fit Indices, Reliability and Validity 
 
Once the Assortment and Accessibility constructs were modified, all the goodness of 
fit indices of the measurement model reached satisfactory level. The modified measurement 
model has χ2/df value of 2.006, which is within the recommended margin. The GFI, CFI and 
TLI of the model was 0.920, 0.960 and 0.956 which indicate a good fit. The model RMSEA 
was 0.051, which is smaller than the mediocre fit value of 0.1. Accordingly, the modified model 
shows an acceptable fit with no concerns. The process of modification was stopped as no 
theoretical justification exist for further modification.  
 
Next, the CR and AVE of the modified constructs were computed as to check whether 
items elimination influenced the constructs in the modified measurement model. As outlined 
in Table 6-16, all constructs in the model maintained a good reliability and convergent validity 
with the values of AVE and CR exceeding the acceptable values. The findings confirm that all 
the constructs in the modified measurement model are reliable and valid. Next, the discriminate 
validity in the measurement model was assessed to verify that the individual constructs have 
more variance within compared to their shared variance with the other constructs in the model 
(Ping, 2004). This was computed using AMOS master validity plugin (Gaskin and Lim, 2016) 
where discriminate validity exists when the square root of AVE is higher than the correlation 
values between this construct and other constructs (Gaskin and Lim, 2016). According to Table 
6-16, it can be confirmed discriminate validity exists in the model.   
 
A final validity check of the measurement model was to assess the multivariate 
normality using Mahalanobis distance test. By measuring the distance of each observation from 
the mean centre of all observation, this test indicates any outliers that could influence normality 
in the model (Hair et al., 2006). An observation is considered problematic when its p1 value is 
smaller than 0.05. Only eighteen observations did not meet the adequate p1 value, which is less 
than 5% of the total sample size. Thus, the effect of the outliers is small and multivariate 
normality is assumed (Hair et al., 2006). Whilst removing these observations would affect the 
measurement model, the estimation technique used (Maximum Likelihood) is highly robust to 
violations of normality (Hair et al., 2006). This provides further support to the normality 
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assumption of this model. The above reliability and validity checks suggest that the constructs 
used in the modified measurement model are reliable and valid.  The retained items were 
entered into the higher order measurement model.  
 
CFA Higher Order Town Centre Shopping Experience Model  
 
Upon successful purification of the measurement model, the higher order model of the 
town centre shopping experience was constructed with the constructs and scales used to reflect 
this latent construct. A CFA was conducted on this model to test the model fit and the 
relationships between the independent constructs and the Town Centre Shopping Experience 
construct (see Figure 6-11). The model fit statistics indicate potential improvement in the 
higher order model fit. The χ2/df had a value of 2.335 which is within the recommended value, 
and the RMSEA was 0.059 which is above the mediocre fit of 0.10. Meanwhile, the absolute 
fit indices were not acceptable (GFI = 0.897, CFI = 0.946 and TLI = 0.944). The modification 
indices showed that the error terms of ASSORT5 and ASSORT8 should be covaried. By 
freeing the parameters, the discrepancy in the model would go down by 16.400. As both items 
were on the same construct, covarying the error terms was possible. Upon this process, the 
model fit indices improved to reach acceptable values of χ2/df = 2.247, GFI = 0.910, CFI = 
0.955 and TLI = 0.951.     
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Table 6-16 Composite Reliability (CR), Average Variance Extracted (AVE) and Discriminate Validity of Modified Measurement Model 
  CR AVE Assortment Atmosphere Layout Accessibility 
Information 
and Signage 
Social 
Interaction 
Public 
Insecurity 
Leisure 
Assortment 0.875 0.639 0.799               
Atmosphere 0.804 0.582 0.420*** 0.763             
Accessibility 0.847 0.650 0.543*** 0.673*** 0.806           
Layout 0.865 0.629 0.481*** 0.655*** 0.593*** 0.793         
Information and 
Signage 
0.848 0.737 0.313*** 0.347*** 0.484*** 0.388*** 0.858       
Social Interaction 0.848 0.736 0.377*** 0.638*** 0.594*** 0.445*** 0.440*** 0.858     
Public Insecurity 0.868 0.784 -0.094† -0.350*** -0.254*** -0.192*** -0.121* -0.333*** 0.886   
Leisure 0.814 0.597 0.353*** 0.153** 0.328*** 0.192*** 0.334*** 0.288*** -0.019 0.772 
NB: Bold diagonal values are the square root of AVE of constructs. Below diagonal values are the correlation between constructs.  
*** p<0.01, **p<0.05, *p<0.1, † p>0.10  
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Upon evaluating the MI, the standardised error covariance matrix was assessed. 
According to Byrne (2016), items with correlation values of 2.58 and above should be 
considered for elimination as they lead to discrepancy in the model. Examination of the matrix 
showed no concerns as the items’ correlation where below 2.58. Therefore, no further 
modification was conducted on the higher order model. The resulting higher order model fit 
indices were compared with those of the measurement model. As highlighted in Table 6-17, 
the measurement model performed better in terms of the absolute and incremental fit indices. 
This is due to measurement models having more specified paths to capture the covariances in 
the model. Nevertheless, the parsimonious fit indices were higher for the higher order model 
as it has less degrees of freedom this model, which makes it more parsimonious (Hair et al., 
2006). 
 
Table 6-17 Comparison between the goodness of fit statistics between the Measurement 
model and Higher order model 
Measure Measurement Model Higher Order Model 
χ2/df 2.006 2.247 
GFI 0.920 0.916 
CFI 0.960 0.955 
TLI 0.956 0.951 
RMSEA 0.051 0.057 
PNFI 0.733 0.791 
 
Once the model fit indices are adequate, Chin (1998) recommends assessing the loading 
of the paths in the model to determine the validity of the higher order model. For a higher order 
model to be valid, “…we expect a large percentage of the paths to be above 0.7 and above as 
well as adequate model fit” (Chin, 1998). As highlighted in Figure 6-11, five paths 
(Assortment, Accessibility, Layout, Atmosphere and Social Interaction) in the model were 
above 0.7, which represent 62.5% of the paths in the model. With the model fit being adequate 
and the majority of paths are above 0.7, the higher order model is considered valid and 
confirming that the Town Centre Shopping Experience is reflected by the following constructs: 
Assortment, Accessibility, Layout, Atmosphere, Information and Signage, Social Interaction, 
Public Insecurity and Leisure. The retained items of those constructs are represented in Table 
6-18 
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Figure 6-11 Higher Order Model of the Town Centre Shopping Experience 
Goodness of fit statistics: χ2/df = 2.247, GFI = 0.916, CFI = 0.955,  
TLI = 0.951, RMSEA = 0.057 
NB: All paths were significant at p < 0.001. 
 
 
 
The next step of the analysis is to enter all items in a structural model and conduct a 
CFA. This is to check the validity of the higher order model. As Chin (1998) argue, the higher 
order model is valid if the model paths and model fit still hold when put in a nomological 
network of other factors.  
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Table 6-18 Retained Items in the Higher Order Measurement Model 
Construct Item label Item wording Factor loading CR AVE Mean SD 
Assortment       0.875 0.639 4.384 1.360 
1 = Strongly disagree SHOPS1 There is a good variety of stores in Loughborough town centre 0.868         
7 = Strongly agree SHOPS2 I can shop for different brands in Loughborough town centre 0.841         
  PRODUCT5 I can find different types of products in Loughborough town centre 0.773         
  PRODUCT8 The range of products in Loughborough town centre is adequate 0.735         
                
Atmosphere       0.804 0.582 5.305 1.104 
1 = Strongly disagree ATMOS1 Loughborough town centre is not too crowded 0.625         
7 = Strongly agree ATMOS2 Shopping atmosphere in Loughborough town centre is relaxed 0.882         
  ATMOS3 I feel Loughborough town centre is a safe place to shop at 0.762         
                
Accessibility       0.847 0.65 5.345 1.063 
1 = Strongly disagree ACCESS1 I can easily shop around Loughborough town centre 0.939         
7 = Strongly agree ACCESS3 I can shop around Loughborough town centre without any problems 0.800         
  ACCESS_PA The location of parking spots in Loughborough town centre is convenient 0.46         
                
Layout       0.865 0.629 4.446 1.292 
1 = Strongly disagree LAYOUT1 Loughborough town centre looks clean and tidy 0.794         
7 = Strongly agree LAYOUT3 Loughborough town centre is visually appealing  0.838         
  LAYOUT4  The buildings in Loughborough town centre are well maintained 0.786         
                
Information and Signage       0.848 0.737 4.338 1.256 
1 = Strongly disagree IS1 
The signs in Loughborough town centre are useful in finding the location of the places I need 
0.845 
    
    
7 = Strongly agree IS2 
The signs in Loughborough town centre provide information about the events happening in the town 
0.872         
                
Social Interaction       0.848 0.736 4.050 1.500 
1 = Strongly disagree SI1 I enjoy contact with other shoppers in Loughborough town centre 0.789         
7 = Strongly agree SI2 The shoppers in Loughborough town centre are friendly 0.923         
                
Public Insecurity       0.868 0.784 4.446 1.289 
1 = Strongly disagree PS1 I feel pestered for money when shopping in Loughborough town centre 0.785         
7 = Strongly agree PS2 Negative behaviours of others within Loughborough town centre puts me off 0.813         
                
Leisure       0.814 0.597 4.900 1.010 
1 = Strongly disagree SP_EVENTS There is a good variety of special events in Loughborough town centre 0.726         
7 = Strongly agree ENTERT Loughborough town centre offers a good variety of entertainment options 0.911         
  CAFES There is a good selection of cafes and restaurants in Loughborough town centre 0.659         
                
 Chapter 6: Exploring the Implications of Connected Town Centre Shopping Experience 
217 
 
6.6.6 Structural Model of the Town Centre Shopping Experience 
 
Following modifications of the higher order model, the Shopping Experience construct 
was reflected by eight latent constructs. All these constructs were entered into the structural 
model together with the dependent variables of Revisit and Spend (see  
 
 
 
 
Figure 6-12). The structural model reflected the relationships between the independent 
and dependent variables as highlighted in the findings of phase II. Two paths were drawn from 
the Town Centre Shopping Experience construct to Revisit and Spend. This is consistent with 
the Multinomial Logistic Regression (MNL) findings (see chapter 5) that illustrate a significant 
relationship between Town Centre Shopping Experience factors and Revisit and Spend 
intentions. The gestalt indicator of Town Centre Shopping Experience (ε1) is added to the 
model to attain better understanding of the effect of this construct on patronage intentions. 
 
 
 
 
 
 
 
Figure 6-12 Structural Model of the Town Centre Shopping Experience 
 
Goodness of fit statistics: χ2/df = 1.955, GFI = 0.912, CFI = 0.953,  
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TLI = 0.951, RMSEA = 0.053 
NB: All paths were significant at p < 0.001. 
 
The initial CFA results of the structural model showed a satisfactory model fit with 
potential improvement in the CFI and TLI values (0.949 and 0.946 respectively). After 
analysing the MI, the item REVISIT3 had high correlation with other items in the standardised 
error covariance matrix (>2.58). In line with Byrne (2016), this item was removed as it could 
be leading to large discrepancy in the model (M.I.= 36.255). Upon its elimination, all model fit 
indices showed excellent model fit (χ2/df = 1.955, GFI = 0.912, CFI = 0.953, TLI = 0.950, 
RMSEA = 0.053, PNFI = 0.801). The modification indices showed no substantial improvement 
in the model fit. As a result, the structural model was retained with the remaining 35 items.  
 
The next step was to analyse the structural paths in the model. All the paths were highly 
significant at p<0.001. The paths between Town Centre Shopping Experience construct to 
Revisit and to Spend had values of 0.61 and 0.51 respectively. This means that the Town Centre 
Shopping Experience explains 61% and 51% of the variance in Revisit and Spend constructs 
respectively. With an acceptable model fit and most of the paths having a path loading score 
of 0.7, the nomological validity was achieved (Chin, 1998). Consequently, the higher order 
model validity is sustained.  
 
Structural Model Constructs Reliability and Validity 
 
As the structural model was subjected to modification, the CR, AVE and Discriminate 
validity of the constructs were re-assessed (see Table 6-19). All constructs showed good CR 
and AVE with values exceeding 0.7 and 0.5 respectively. Hence, the constructs used in the 
model are appropriate. Likewise, the square root of AVE is higher than the correlation values 
between the constructs. This confirms that discriminate validity exists in the structural model 
with no effect from the model modification process.   
 
As robustness check of the validity of the structural model, Harman’s single factor test 
was used to check whether a bias exist due to Common Method Variance (CMV). Using 
Principle Axis Factoring (PCA) and a fixed number of factors of one, a single factor of all items 
was obtained with a total variance extracted of 31.163%. It is argued that a factor with a total 
variance extracted of 50% and above indicate CMV bias (Chang, van Witteloostujin and Eden, 
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2010; Podsakoff et al., 2006). Thus, the result of the Harman’s single factor test shows no 
concern of CMV bias in the results.  
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Table 6-19 Composite Reliability (CR), Average Variance Extracted (AVE) and Discriminate Validity of the Structural Model  
  CR AVE Assortment Atmosphere Layout Accessibility 
Information 
and Signage 
Social 
Interaction 
Public 
Insecurity 
Leisure Revisit Spend 
Assortment 0.879 0.646 0.804                   
Atmosphere 0.810 0.592 0.441*** 0.77                 
Accessibility 0.853 0.659 0.559*** 0.686*** 0.812               
Layout 0.832 0.630 0.528*** 0.684*** 0.642*** 0.794             
Information and 
Signage 
0.850 0.740 0.328*** 0.363*** 0.496*** 0.419*** 0.86           
Social Interaction 0.850 0.740 0.394*** 0.650*** 0.607*** 0.485*** 0.454*** 0.86         
Public Insecurity 0.867 0.783 -0.102* -0.354*** -0.260*** -0.192*** -0.128** -0.338*** 0.885       
Leisure 0.815 0.599 0.357*** 0.163** 0.333*** 0.244*** 0.335*** 0.294*** -0.025 0.774     
Revisit 0.904 0.759 0.360*** 0.525*** 0.438*** 0.564*** 0.297*** 0.382*** -0.198*** 0.309*** 0.871   
Spend 0.906 0.764 0.383*** 0.388*** 0.401*** 0.401*** 0.342*** 0.337*** -0.07 0.179** 0.428*** 0.874 
NB: Bold diagonal values are the square root of AVE of constructs. Below diagonal values are the correlation between constructs.  
*** p<0.01, **p<0.05, *p<0.1, † p>0.10  
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Common Latent Factor (CLF) test was also used to check for CMV bias. A latent 
construct was created and added to the structural model with paths drawn from this construct 
to every observed item in the structural model. Next, the standardised regression weights of 
the items on their corresponding constructs are computed with and without the CLF. Finally, 
the difference was calculated by subtracting the regression weights without the CLF from the 
regression weights with the CLF. According to Podsakoff et al (2003), the standardised 
regression weights should be smaller with the CLF than without it. If the difference between 
the items is higher than 0.200, then the model has CMV bias (Podsakoff et al., 2003). The 
differences between the items were substantially lower than 0.200 with the largest difference 
obtained was 0.16 for the item ASSORT2. Based on the findings, it can be confirmed that the 
structural model is valid and has no CMV bias concerns.  
 
6.6.7 Multigroup Configural and Invariance Testing 
 
As explained in section 6.4.1, when the measurement model is subjected to 
modification, it becomes exploratory than confirmatory (Byrne, 2016). Hence, the modified 
model should be tested using a multigroup configural and invariance test. The following 
illustrates the results for the measurement and structural models.  
 
Results of Multigroup Invariance tests for measurement model 
 
Firstly, the higher order measurement model is tested for multigroup configural 
invariance. The sample used in this model consist of two groups: Disconnected and Connected. 
The higher order measurement model baseline was with each group and the model fit indices 
are compared (see Table 6-20).   
 
Table 6-20 Comparison of Goodness of Fit of Measurement Model Across Both Groups 
Measure Disconnected Connected 
χ2/df 1.636 1.556 
GFI 0.912 0.904 
CFI 0.967 0.953 
TLI 0.962 0.949 
RMSEA 0.049 0.057 
 
The model fit across the ‘Disconnected’ and ‘Connected’ group reached satisfactory 
fit. The ‘Disconnected’ group had higher value for χ2/df, yet both values were satisfactory and 
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within the recommended range of 1-3. Similarly, the GFI and CFI statistics for both models 
were above the recommended values of 0.90 and 0.95. TLI value for ‘Connected’ group was 
acceptable yet slightly below the excellent fit of 0.950. However, TLI index is affected by 
sample size and degrees of freedom. As the Connected group had a relatively smaller sample 
size, the TLI value is expected to be lower. The RMSEA for both groups were smaller than the 
acceptable value for a mediocre fit of 0.10. Based on these findings, it can be concluded the 
higher order model configuration holds across both groups. 
 
Next, the higher order measurement model is tested simultaneously with all the 
parameters unconstrained and freely estimated. The model fit statistics remained acceptable 
and all paths remained statistically significant confirming that the configural model holds 
across both groups. These findings formed the basis of more stringent test that will see the 
measurement weight (factor loading), measurement intercepts, structural covariance and 
measurement residuals constrained each at a time. The results of each model were then 
compared as shown in Table 6-21. According to Hair et al (2006), cross-validation is obtained 
when equivalence is obtained across the models.  
 
Table 6-21 Multigroup Analysis of Measurement Model Invariance  
Model χ2 df p CFI ΔCFI 
Unconstrained    0.963  
Measurement 
weights 
57.993 21 0.018 0.961 0.002 
Measurement 
intercepts 
197.558 43 0.002 0.958 0.005 
Structural 
covariances 
234.673 71 0.000 0.954 0.010 
Measurement 
residuals 
454.846 93 0.000 0.944 0.019 
NB: ΔCFI is the difference in CFI between levels constraints 
 
Due to the small sample size of both groups, scholars recommend the use of CFI test to 
achieve invariance since its more stringent than χ2 test (Gaskin, 2018; Byrne, 2010). Across 
both groups, change in CFI (ΔCFI) should be lower than 0.01 to indicate invariance (Cheung 
and Rensvold, 2002). As shown in Table 6-21, ΔCFI in the constrained measurement weight 
and intercepts models were less than 0.01. Meanwhile, the remaining models were within the 
boundaries of the recommended value. Accordingly, it can be concluded that the measurement 
model is invariant based on the low ΔCFI obtained across most models.  
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Robust check – Testing for Invariance in the measurement model using χ2 test 
 
A secondary test was conducted by examining the χ2 test to achieve robustness in the 
invariance argument. The Δ χ2 across models should be insignificant across models to indicate 
invariance. The results in Table 6-21 highlight variance concerns in the measurement model 
across groups as the Δ χ2 was significant (p <0.001) across the constrained models. According 
to Gaskin (2018), invariance is achieved if the probability in the χ2 tests is greater than 0.05. 
Hence, further investigation was conducted on the measurement models to identify the causes 
of variance in both groups.  
 
Using multigroup analysis in AMOS, both models were simultaneously tested to check 
for metric and scalar invariance. Then, the regression weights and intercepts estimate of each 
group were compared and the absolute difference was calculated for each item. Items with high 
Δestimate indicate concerns variance concerns across the groups (Gaskin, 2018). All items 
reported low Δestimate except for the following: ENTER1 (0.513), SP_EV1 (0.581), 
LAYOUT3 (0.275) and SHOPS1 (0.463). When comparing the regression weights and 
intercepts, two out of four items indicated concerning variance in the Leisure construct. This 
suggests that that respondents across both groups perceived this construct differently. The 
remaining concerning items were in the Assortment and Layout constructs. However, both 
constructs had acceptable Δestimate as the remaining items on each scale performed well.  
 
The high Δestimate in the problematic items can be attributed to the information 
provided on the digital channel that may have created differences across respondents’ 
perceptions of these items. To confirm this hypothesis, the Leisure construct and the 
problematic items (LAYOUT3 and SHOPS1) were estimated freely without any constraints to 
check whether invariance is achieved (Gaskin, 2018; REF, 2000).  
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Table 6-22 Multigroup Analysis of Measurement Model Invariance Post-modification 
Model Δχ2 df p CFI ΔCFI 
Unconstrained    0.961  
Measurement 
weights 
51.137 17 0.143 0.959 0.002 
Measurement 
intercepts 
187.558 38 0.075 0.953 0.008 
Structural 
covariances 
203.673 64 0.000 0.951 0.010 
Measurement 
residuals 
454.846 93 0.000 0.943 0.018 
NB: ΔCFI is the difference in CFI between levels constraints 
 
As highlighted in Table 6-22, the Δχ2 in the measurement weights and intercepts model 
had a p value greater than 0.05, which indicates metric and scalar invariance in the 
measurement model across groups. Consistent with scholars’ argument (Bialosiewicz, Murphy 
and Berry, 2013; Milfont and Fischer, 2010), the measurement model is invariance as 
configural, metric and scalar invariance are achieved. This is especially the case if one of the 
groups have smaller sample size as it causes inflation and errors in the χ2 value during 
invariance testing (Gaskin, 2018; Byrne, 2010). Therefore, with the CFI values showing less 
than 0.01 difference, and partial invariance is achieved by freely estimating the problematic 
items, it can be concluded that partial metric invariance is achieved across the ‘Disconnected’ 
and ‘Connected’ groups. This means the measurement model adequately represents both 
groups, which allows the researcher to substantiate multigroup comparisons of factor means 
(ANOVA) and establish confidence that statistical differences across group means are not 
related to differences in scale properties.  
 
Results of Multigroup Invariance tests for structural model 
 
Upon establishing invariance in the measurement model across both groups, the 
structural model was similarly assessed for invariance. The configural invariance was 
compared across groups (see Table 6-23). The CFI and TLI values are acceptable but can be 
improved. The remaining statistics were within the acceptable margins with no concerns 
reported. Thus, configural invariance exist, indicating that the structural model holds across 
both groups.  
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Table 6-23 Comparison of Goodness of Fit of Structural Model Across Both Groups 
Measure Disconnected Connected 
χ2/df 1.724 1.701 
GFI 0.906 0.901 
CFI 0.950 0.936 
TLI 0.945 0.928 
RMSEA 0.053 0.067 
 
To check for invariance in the structural model, multigroup analysis of models with 
constrained structural weights, intercepts, covariances and residuals were added to the 
comparison (see Table 6-24). Consistent with the measurement model, the ΔCFI values of the 
measurement weights and structural weights were below the recommended values of 0.01 
whilst the remaining models had slightly higher values than 0.01. The ΔCFI of both the 
measurement weights and structural weights are lower than the recommended value of 0.1 
provides support for the invariance claim. As the CFI test is more stringent that χ2 for smaller 
groups, it can be argued that the structural model adequately represents the Town Centre 
Shopping Experience across both groups and can be generalised to other samples beyond this 
research. 
 
Table 6-24 Multigroup Analysis of Structural Model Invariance 
Model Δχ2 df p CFI ΔCFI 
Unconstrained    0.961  
Structural weights 60.966 27 0.010 0.957 0.004 
Structural intercepts 272.724 55 0.003 0.95 0.011 
Structural 
covariances 
327.304 100 0.000 0.943 0.018 
Structural residuals 621.858 128 0.000 0.941 0.019 
NB: ΔCFI is the difference in CFI between levels constraints 
 
Robust check – Testing for invariance in the structural model using χ2 test 
 
Whilst the ΔCFI values (<0.01) indicate invariance in the structural model (Byrne, 
2010), χ2 test was conducted to add robustness to the results. Using multigroup analysis, both 
groups’ structural models were simultaneously tested to check for metric and scalar invariance. 
As expected, model fit statistics remained acceptable and all paths remained significant. 
Assuming model unconstrained to be correct, the measurement weights, intercepts, structural 
covariances and measurement residuals were examined. As highlighted in Table 6-24, the χ2 
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was insignificant across all models. Hence, regression weights and intercepts of each model 
was compared, and the absolute delta values were computed. 
 
 
 Consistent with the measurement model, two items relating to the Leisure construct 
(SP_EV1 = 0.531, ENTER1 = 0.554) and one item in the Assortment construct (SHOPS1 
=0.498) were problematic. Additionally, a single item from the Revisit and Spend constructs 
demonstrated variance concerns (REVISIT2 = 0.412, SPEND1 = 0.516). Such findings mean 
that respondents across both groups perceived the questions relating to these items differently 
during the data collection. The differences may be attributed to the digital channel, which 
increases customers’ awareness to new knowledge that could influence their understanding of 
these items differently. In line with the measurement model, the Leisure construct alongside 
the problematic items were estimated freely in the structural model. Consequently, the χ2 tests 
for models with measurement weights and intercepts constrained had p >0.05 (see Table 6-25). 
 
Table 6-25 Multigroup Analysis of Structural Model Invariance Post-modification 
Model Δχ2 df p CFI ΔCFI 
Unconstrained    0.958  
Structural weights 54.027 23 0.139 0.953 0.005 
Structural intercepts 257.451 47 0.054 0.949 0.09 
Structural 
covariances 
305.941 91 0.011 0.948 0.010 
Structural residuals 614.846 128 0.000 0.940 0.018 
NB: ΔCFI is the difference in CFI between levels constraints 
 
 
Based on these results, it can be argued that partial invariance is achieved in the 
structural model as metric and scalar invariance exist. As highlighted by Byrne (2010) and 
Gaskin (2018), the χ2 test is sensitive towards small sample size and the researchers are 
encouraged to test for ΔCFI instead. With the ΔCFI being less than 0.01, and partial invariance 
exist in the χ2 test upon freeing the problematic items, multigroup comparisons of factor means 
(ANOVA) can be conducted with confidence in the results.  
 
 
6.6.8 Results of the Town Centre Shopping Experience Model  
 
With invariance achieved in the measurement and structural models, the results confirm 
that the Town Centre Shopping Experience construct consist of eight constructs forming the 
Shopping and Leisure factors identified in Phase II. All the paths in the model were highly 
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significant p<0.001 with Critical Ratios exceeding the recommended value of 1.96 (see Table 
6-26), which indicates that all the parameters were significantly different from zero. The paths 
from the constructs of Assortment, Atmosphere, Accessibility, Layout and Social Interaction 
loaded strongly in the expected direction. Meanwhile, the remaining constructs (Information 
and Signage, Public Insecurity and Leisure) were significant yet their loading was below 0.7. 
Unlike the other constructs, the Public Insecurity showed a negative loading which indicates 
an inverse relationship with the Shopping Experience construct.  
 
Table 6-26 Illustrates the Results of the Relationships in the Town Centre Shopping 
Experience Model 
Path Loading Std Error C.R. P 
Assortment → TCSE 0.70 0.083 11.049 0.000 
Atmosphere → TCSE 0.81 0.059 10.995 0.000 
Accessibility → TCSE 0.77 0.067 8.272 0.000 
Layout → TCSE 0.82 0.07 13.893 0.000 
Information and Signage → TCSE 0.51 0.063 9.165 0.000 
Social Interactions → TCSE 0.70 0.155 8.544 0.000 
Public Insecurity → TCSE -0.43 0.146 -5.143 0.000 
Leisure → TCSE 0.42 0.049 5.854 0.000 
ε1 → TCSE 0.67 0.088 10.390 0.000 
TCSE → Revisit 0.61 0.048 11.169 0.000 
TCSE → Spend 0.51 0.047 9.165 0.000 
*TCSE = Town Centre Shopping Experience  
 
In terms of the implications of Town Centre Shopping Experience on patronage 
intentions, the paths from the Town Centre Shopping Experience were significant at p<0.001 
with Critical Ratios above 1.96. The paths loaded in the expected direction with acceptable 
loadings of 0.61 to Revisit and 0.51 to Spend. No paths were obtained for the dwell construct 
due to its deletion earlier in this phase because of its poor internal reliability. Considering these 
findings, it can be confirmed that the Town Centre Shopping Experience consists of eight 
constructs: Assortment, Accessibility, Atmosphere, Layout, Information and Signage, Social 
Interactions, Public Insecurity and Leisure. All the paths reflecting the Town Centre Shopping 
Experience were significant at p<0.001. In terms of the implications of this construct on 
patronage intentions, the finding suggest significant paths (p<0.001) between the Town Centre 
Shopping Experience and Revisit and Spend. Hence, the findings confirm an effect of 
customers’ perceptions of the Shopping Experience on town centre’s patronage intentions.  
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 Upon drawing the structural model of the Town Centre Shopping Experience and 
confirming the relationships in the model, a F-statistic tests are conducted to determine the 
implications of digital interaction on the relationships in the model. The following section 
details the findings of the Connected Town Centre Shopping Experience.  
 
6.6.9 Connected vs. Disconnected Town Centre Shopping Experience  
 
By focusing on the Shopping Experience, this phase provides exploratory insights into 
the implications of digital interaction with the digital touchpoints found in phase II. It provides 
an understanding of the role of digital in the Town Centre Shopping Experience and Patronage 
Intentions. To achieve the objectives of this phase, a simple comparison of the paths loading 
of the structural model were compared across the ‘Disconnected’ and ‘Connected’ groups. 
Secondly, F-statistic tests were conducted on both groups to highlight any statistically 
significant differences between them. The following sections highlight the results of these tests.  
 
Comparison of Path Loadings of the Structural Model 
 
 To determine the effect of digital interaction, the structural model of the Town Centre 
Shopping Experience was compared across the ‘Disconnected’ and ‘Connected’ groups. This 
is done by constraining one structural weight at a time whilst freely estimating the remaining 
structural weights. The Δχ2 test is used to compare whether a significant difference exist in the 
constrained structural weight between the two groups. A p<0.05 indicate a statistically 
significant difference in the constrained structural path between both groups (Gaskin, 2018). 
As highlighted in Table 6-27, five constructs had statistically significant differences in their 
structural paths across the two groups: Assortment, Accessibility, Leisure, Revisit and Spend. 
The remaining constructs had insignificant differences in their structural paths across the 
groups, which indicate relatively no difference in these paths between ‘Disconnected’ and 
‘Connected’.  
 
The results indicate that respondents in the ‘Disconnected’ group perceives the 
Assortment and Accessibility constructs as highly important to their Town Centre Shopping 
Experience.  Meanwhile, respondents in the ‘Connected’ group perceive the Leisure construct 
to be more important to their shopping experience. This could be attributed to the availability 
of online information regarding the town centre shops, layout, offers, etc. As customers in the 
‘Connected’ group interacted with the Assortment and Accessibility information, they 
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developed perceptions of their shopping journey accordingly. They were able to determine 
their ability to achieve their goals and enhance their convenience. Hence, they became more 
involved in the retail environment, making them more aware of the Leisure touchpoints to 
complement their shopping visit. Meanwhile, the ‘Disconnected’ group were more aware of 
the functional touchpoints (such as Assortment and Accessibility) as they were more involved 
in completing their shopping goals, making them less aware of the experiential touchpoints 
such as Leisure. This conclusion is consistent with Puccinelli et al (2009) argument that 
shopping goals and customer motives influence customer’s involvement in the retail 
environment, which guides their experience creation.   
 
Table 6-27 Comparison of Structural Paths Across Groups 
Constrained Structural Path 
Multigroup Chi-square 
test 
Path Loading 
Δχ2 df p Disconnected Connected Δ path 
Assortment → TCSE 8.641 1 0.003** 0.674*** 0.656*** 0.018 
Atmosphere → TCSE 1.616 1 0.204 0.802*** 0.827*** 0.025 
Accessibility → TCSE 0.110 1 0.740 0.825*** 0.824** 0.001 
Layout → TCSE 2.916 1 0.088 0.768*** 0.784*** 0.016 
Information and Signage → TCSE 0.342 1 0.599 0.533*** 0.555*** 0.022 
Social Interaction → TCSE 0.004 1 0.949 0.701*** 0.685*** 0.016 
Public Insecurity → TCSE 0.200 1 0.888 -0.331*** - 0.412** 0.081 
Leisure → TCSE 4.538 1 0.033** 0.393*** 0.401*** 0.008 
ε1 → TCSE 0.563 1 0.453 0.901*** 0.801*** 0.100 
TCSE → Revisit 3.942 1 0.047** 0.635*** 0.575*** 0.06 
TCSE → Spend 4.544 1 0.033** 0.533*** 0.470*** 0.063 
** significant at p<0.05, *** significant at p<0.001 
Δ path = absolute change in path loading across groups 
Δχ2 = change in chi-square between unconstrained and constrained model 
TCSE: Town Centre Shopping Experience 
 
In terms of the implications of Town Centre Shopping Experience, the results across 
both groups suggest an interesting finding. Whilst the paths remained significant for both 
groups, the ‘Disconnected’ group showed a stronger path loading from the Town Centre 
Shopping Experience to the Revisit and Spend constructs. Meanwhile, the strengths of the 
relationship dropped from strong to mediocre for the ‘Connected’ group. This suggests that the 
‘Connected’ group decision to patronise the town centre was not heavily influenced by their 
shopping experience. The interaction with the digital channel may have encouraged goal-
oriented shopping by providing contextual information that helps customers make shopping 
decisions (Rigby, 2011). Accordingly, their decision to visit the town centre may have been 
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based on their perception of achieving their goals instead of attaining a Shopping Experience 
beyond utilitarian value. Channel cannibalisation may have occurred following an interaction 
with the digital channel, which stimulated negative responses towards the town centre physical 
touchpoints in terms of goal fulfilment (Cao and Li, 2015; Pantano and Priporas, 2016). The 
moderating role of customer factors such as demographics and goals on customers’ experience 
and outward behaviour have been noted in the literature (Verhoef et al., 2009; Puccinelli et al., 
2009). 
 
The structural paths comparison indicates significant differences in customers’ 
perceptions of specific constructs in the Town Centre Shopping Experience model upon digital 
interactions. The dynamics of Customer Experience were changed upon an interaction with the 
digital channel and technology, making them more aware of the experiential elements of the 
town centre. This parallels with the argument of Dennis et al (2016) that digital retailing 
changed the dynamics of Customer Experience. Importantly, the findings answer the call of 
Stocchi, Hart and Haji (2016) by illustrating the effect of digital integration on customers’ 
perception of the constructs in the Town Centre Shopping Experience model. However, due to 
the substantial difference between group sizes, the Δχ2 test may not provide a comprehensive 
understanding of the effect of digital integration on the constructs of the model (Gaskin, 2018; 
Byrne, 2010). Therefore, further check is required using F-statistic tests that are less sensitive 
to sample size difference, thus providing more accurate results. Likewise, F-statistic provide 
statistical significance for the differences between construct’s mean across groups, which 
provides further insights into the results.  
 
F-statistic Tests of Town Centre Shopping Experience Model  
 
In order to statistically test significant differences in the mean score of each construct 
in the Town Centre Shopping Experience model, a composite variable was computed for each 
of the ten constructs. The composites were calculated according to the measures reflecting each 
construct in the structural model. Then, an ANOVA test was conducted on each composite 
variable against the independent variable (sample group). The results of all the ANOVA tests 
were compiled together. As outlined in Table 6-28, four out of ten constructs show a 
statistically significant differences between the Disconnected and Connected group: 
Assortment, Leisure, Revisit and Spend. These results are consistent with paths comparison 
obtained earlier:  
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Assortment: The items of assortment were captured on a scale of agreement from 1 (strongly 
disagree) to 7 (strongly agree). Overall, respondents’ perception of this construct was 
statistically different between both groups. Upon an interaction with the digital touchpoints, 
the ANOVA result highlight that respondents in the ‘Connected’ group perceived the town 
centre Assortment items differently, scoring a higher mean overall (4.906) in contrast to the 
Disconnected group (4.130) (F (1, 386) = 29.895, p<0.000). The digital channel provides 
information about the stores in the town centre alongside the products they offer. This may 
have increased the ‘Connected’ group respondents’ awareness of the Assortment in the town 
centre.   
 
Table 6-28 ANOVA Results Across Groups 
Construct 
Disconnected Connected ANOVA 
Welch Test Equality 
of Means 
Mean Mean 
F 
value* 
p F p 
Assortment 4.130 4.906 29.895 0.000 36.738 0.000 
Atmosphere 5.312 5.293 0.290 0.865 0.031 0.860 
Accessibility 5.285 5.470 2.600 0.108 3.445 0.064 
Layout 4.412 4.517 0.572 0.450 0.594 0.442 
Information and Signage 4.322 4.371 0.126 0.723 0.131 0.718 
Social Interaction 4.443 4.445 0.005 0.942 0.006 0.940 
Public Insecurity 4.025 4.024 0.205 0.651 0.229 0.633 
Leisure 5.135 4.728 15.264 0.000 14.133 0.000 
Gestalt Experience (ε1) 5.251 5.274 1.005 0.317 1.171 0.280 
Revisit 6.068 5.764 7.432 0.007 7.383 0.007 
Spend 3.940 4.570 16.697 0.000 17.930 0.000 
*(df between, df within) = (1, 386) 
 
Leisure: This construct captured respondents’ perception of the variety of Special Events, 
Entertainment and Cafes in the town centre. A single item scale of agreement was used to 
capture respondent’s perception of each element of this construct. Surprisingly, the composite 
had a higher mean (5.135) in the ‘Disconnected’ group in contrast to the ‘Connected’ group 
(4.728). This difference was statistically significant with F (1, 368) = 15.264 at p<0.001. This 
finding suggests that an interaction with the digital channel results in a decrease in respondent’s 
perception of the variety of Leisure in the town centre. This could be justified by the availability 
of information (such as rating and reviews) about the special events, entertainment and 
refreshments beforehand, which may have influenced how respondents perceived the variety 
of Leisure across both groups. 
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Revisit: This composite consists of three items that captured respondent’s intentions of 
revisiting the town centre based on their shopping experience. A Likert scale of agreement was 
used for this construct with 1 (strongly disagree) to 7 (strongly agree). The mean score for this 
construct was higher for the Disconnected group by 0.304. The ANOVA test indicate that this 
difference is statistically significant F (1, 386) = 7.432 at p <0.001. This finding suggests that 
an interaction with the digital touchpoints negatively affect respondents’ intentions to revisit 
the town centre in the future. With the availability of information on the town centre shopping 
experience constructs, respondents in the ‘Connected’ group were able to judge the outcomes 
of shopping in the town centre beforehand and scored their revisit intentions accordingly. 
Meanwhile, respondents in the Disconnected group were unable to retrieve shopping related 
information before their visit, hence they were willing to revisit the town centre to try and fulfil 
their shopping objectives.      
 
Spend: Respondents’ intentions for future spend in the town centre was measured by three 
items on a Likert scale of agreement from 1 (strongly disagree) to 7 (strongly agree). Unlike 
Revisit, the mean score for this construct was higher for the ‘Connected’ group in contrast to 
the ‘Disconnected’ group by 0.63. The ANOVA test show a statistically significant difference 
between groups F (1, 386) = 16.697 at p<0.001. This finding indicate that respondents were 
willing to spend more in the town centre following an interaction with the digital touchpoints. 
This could be justified by the availability of promotions and offers that the digital channel 
highlights, which stimulate respondent’s intention to increase their in-town purchase. 
Likewise, the availability of Wi-Fi may have facilitated customers’ perception about their 
ability to compare offers online when present in the physical town centre.  
 
As for the remaining constructs (Atmosphere, Layout, Accessibility, Social Interaction, 
Public Insecurity and Information and Signage), the individual ANOVA tests indicate that a 
statistically insignificant differences exist between them. Except for the Atmosphere construct, 
the mean score for the other constructs was higher for the ‘Connected’ group. For the Layout 
and Accessibility, the digital channel provided detailed information about the items of these 
constructs. This information may have influenced respondents’ perception of these constructs. 
Therefore, the net difference in mean between groups for each construct was bigger when 
compared to the other constructs (Atmosphere, Information and Signage, Social Interaction 
and Public Insecurity) which was almost negligible. The digital channel provided little 
information about latter constructs, which justify the tiny differences in mean. Whilst the effect 
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of digital interaction is not statistically significant, it can be argued that an interaction with the 
digital touchpoints may create different perceptions of the constructs in the Town Centre 
Shopping Experience model.  
 
To provide robustness to the results, a MANOVA was conducted on the Town Centre 
Shopping Experience constructs simultaneously. The aim of MANOVA is to increase the 
reliability of the findings by reducing the risk of Type 1 error. The results were significant (F 
= 7.202, p = 0.000, Wilks’ Lambda = 0.697, partial eta squared = 0.303). Examination of 
individual constructs revealed significant differences in the Assortment, Leisure, Revisit and 
Spend constructs. These findings are consistent with the individual ANOVA results. Hence, 
the results from the MANOVA provide confidence that the experimental treatment was 
successful as respondents’ perception of the Town Centre Shopping Experience differ upon an 
interaction with the digital touchpoints.  
 
6.7 Phase III Discussion 
 
The main objective of this phase was to address the call in the literature to explore the 
role of digital integration on the Shopping Experience and patronage intentions in the town 
centre context (Stocchi, Hart and Haji, 2016; Wrigley et al., 2015). Using an experimental 
design approach, a model of the Town Centre Shopping Experience was developed based on 
respondents’ perceptions of this construct. Then, the relationships of this construct with 
patronage intentions (revisit and spend) were explored to provide theoretical and managerial 
contributions to the town centre patronage issue. Finally, using F-statistic tests, the effect of 
digital integration on respondents’ perceptions of the constructs in the model was explored. 
The following sections discuss the findings of this phase.  
 
6.7.1 Town Centre Shopping Experience Model 
 
The convergent findings of phase II of the research design identified two significant 
factors that reflect the latent construct of Shopping Experience including:  
 
Shopping: Range of Shops, Range of Products, Layout, Accessibility, Atmosphere, 
Information and Signage and Social Interaction and Public Insecurity.  
Leisure: Special Events, Weekly Market, Entertainment and Cafes and restaurants.  
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However, the strength of each touchpoint and its association with Town Centre 
Shopping Experience construct were unexplored. Using SEM, this phase explored the 
association between each touchpoint and the Shopping Experience construct. The touchpoints 
were measured either with scales adapted from literature, or developed scales based on 
respondents’ quotes in Phase II. These scales were modified based on the EFA and CFA results. 
Following scale purification, a higher order measurement model of the Town Centre Shopping 
Experience was drawn. The Higher Order Model had excellent model fit statistics, suggesting 
that the latent construct of Town Centre Shopping Experience is reflected by the touchpoints 
of the shopping and leisure factors identified in Phase II. The standardised regression loading 
of the model show a statistically significant loading of all touchpoints on the latent construct 
of Town Centre Shopping Experience (p<0.001). Hence, providing support to the findings of 
Phase II. The results also show that respondents’ perceptions of the Shopping Experience 
incorporate the totality of perceptions towards their interaction with the shopping and leisure 
touchpoints of the town centre. This finding is consistent with the definition of Stocchi, Hart 
and Haji (2016) where the Town Centre Customer Experience incorporates a series of 
functional and experiential touchpoints. Importantly, it supports the notion that customers’ 
image of the town centre changed from pure shopping destination to include leisure and 
entertainment (Hart, Stachow and Cadogan, 2013). The results of the structural model are 
discussed in the following sections.  
 
Assortment 
 
The findings of Phase II provided support to Stocchi, Hart and Haji (2016) that 
respondents perceived the Range of Shops and Range of Products independently from each 
other. However, the findings of Phase III suggest a different conclusion. Following the EFA 
and CFA analysis, The Range of Shops and Range of Products touchpoints loaded strongly on 
a composite factor called Assortment. The results suggest that customers perceive the variety 
of shops and products to be associated with each other, hence they develop a perception of 
Assortment based on their interaction with both touchpoints. This is consistent with previous 
research on Shopping Experience and Customer Experience in the wider retail context 
(Terblanche, 2018; Verhoef et al., 2009). The wording of the items measuring both touchpoints 
were adapted from (Bell, 1999), which may have facilitated respondent’s association of both 
touchpoints. The objective of Stocchi, Hart and Haji (2016) was to identify the touchpoints that 
influence the Town Centre Customer Experience not the Shopping Experience.  The limitations 
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with interactions specification that leads to the experience may have led to variation in the 
findings between this research and previous work (Stein and Ramaseshan, 2016). 
 
The Assortment scale had strong internal and composite reliability (α = 0.867, CR = 
0.879) which parallels with established scales in the literature that measure the variety and 
quality of shops and products combined (Bell, 1999; Nevin and Houston, 1980). The resulting 
scale demonstrates unidimensionality, good reliability and validity suggesting a single 
underlying construct that consist of respondents’ perception of shops and products combined. 
This construct originally consisted of eight items that measure respondents’ perception of the 
variety of shops and products in the town centre. However, following scale purification using 
CFA, the final Assortment construct is reflected by four items that measure the variety of shops 
and products available in the town centre. Hence, The Assortment construct can thus be 
perceived as a gestalt outcome, which presents a challenge for town centre management due to 
the complexity of managing product variety at individual retailers.  
 
Customer Experience is subjective to customer’s interaction with the retail and non-
retail touchpoints across each stage of the customer journey (Lemke, Clark and Wilson, 2011; 
Verhoef et al., 2009). To respondents in this phase, the variety of shops and products in the 
town centre appears to influence their perceptions of the Shopping Experience. The Assortment 
construct returned a high and significant factor loading on the Town Centre Shopping 
Experience construct (0.70 at p <0.001), indicating that customers emphasise the variety and 
availability of stores and products in their perception of the shopping experience. This finding 
supports previous work in the shopping mall and supermarket contexts where Assortment had 
a strong and significant factor loading on the Shopping Experience (Terblanche, 2018; Tandon, 
Gupta and Tripathi, 2016). Likewise, it supports the conceptual model of Verhoef et al (2009), 
suggesting that retail assortment remains an important touchpoint for customers’ shopping 
journeys.  
 
Notably, the Assortment factor loading was the fourth highest amongst the Town 
Centre Shopping Experience constructs. This varies from the recent work of Stocchi, Hart and 
Haji (2016) who found that the Range of Shops and Products touchpoints were the most 
important functional touchpoints to customers’ town centre experience. Customer Experience 
is moderated by situational and customer factors (such as demographics and location) 
(Puccinelli et al., 2009; Verhoef et al., 2009). Accordingly, customers’ perceptions of the 
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Shopping Experience may vary according to the retail environment and customer’s own goals 
(functional vs. leisure). In this research, customers did not perceive the Assortment construct 
as important to their Town Centre Shopping Experience as the Atmosphere, Accessibility and 
Layout constructs. This could be attributed to the context of this research, which is 
Loughborough town centre. In contrast to the other towns in the quota sample, the Experian 
dataset suggest that Loughborough town centre has a good range of shopping stores with low 
vacancy rates. This provides justification for the Assortment construct having the fourth 
strongest factor loading as customers’ perception of the range of shops and products may vary 
across different town centres. Yet, this finding provides indication that town centre customers 
are not only focused on achieving their shopping goals. They seek entertainment and leisure 
stimulation from the shopping visit, which is justified by the stronger factor loading of the 
Atmosphere construct.  
 
Similarly, respondents in this phase may have had hedonic motives for shopping in 
Loughborough town centre beyond buying products and services. Consistent with respondents 
quotes in Phase II, respondents in this phase may have been seeking leisure from the town 
centre by just walking around the town centre in the hope of finding a product or a service they 
desire. During their town centre journey, customers’ interactions with other physical 
touchpoints (such as Accessibility and Layout) may have had a stronger influence on their 
perception of the totality of the Shopping Experience. Interactions with the retail environment 
touchpoints generate psychological responses at many levels, which influence the customers’ 
decision-making process (De Kayser et al., 2015; Bagdare and Jain, 2013; Verhoef et al., 
2009). Customers respond subjectively towards each interaction with the retail setting, which 
create a distinct experience across different retail providers (Meyer and Schwager, 2007). In 
town centre contexts, the findings of this research suggest that the Shopping Experience 
incorporates touchpoints beyond Assortment that are more salient to the Shopping Experience.  
 
Atmosphere 
 
Atmosphere of the retail location has received considerable attention in Marketing and 
Retailing literature (Roggeveen, Grewal and Schweiger, 2020). It influences the emotional 
state of the customer, consequently their experience and satisfaction during the shopping 
process (Terblanche, 2018). Darden and Babin (1994) show that the retail environment triggers 
psychological responses (such as pleasure, happiness, sleepiness, etc.), which influence 
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patronage intentions. Similarly, Donovan et al (1994) argue the store’s environment can induce 
arousal state of pleasure and displeasure, which influence the dwell and spending behaviour in 
this retail setting. Therefore, Customer Experience research conceptualised Atmosphere as a 
determinant of Customer Experience construct (Roggeveen, Grewal and Schweiger, 2020; 
Puccinelli et al., 2009). Recent work in town centre context found that Atmosphere is an 
important touchpoint in formulating the Town Centre Customer Experience. Interaction with 
this touchpoint was significant to respondent’s perception of the Shopping Experience as 
outlined in Phase II.  
 
 To capture respondent’s perception of the Atmosphere construct, a scale of three items 
was adapted from the literature based on the comments provided in Phase II. When referring 
to the Atmosphere, respondents reported their perceptions on the vitality of the town centre, 
the friendliness of the place and the level of crowdedness in the town centre. These comments 
were consistent with previous findings that demonstrated the role of vibrancy and crowding in 
creating perceptions of the atmosphere (Grewal et al.,2003; Wakefield and Baker, 1998).  The 
adapted scale demonstrated good inter-item correlation matrix, internal reliability and 
convergent validity (α = 0.801, CR. = 0.810). All three items loaded on a single factor in both 
the EFA and CFA. Scale purification was not necessary as the structural model of Town Centre 
Shopping Experience reported no concerns of collinearity between Atmosphere and other 
constructs.  
 
 When entered into the structural model, Atmosphere reported the second strongest path 
loading to the Town Centre Shopping Experience construct (0.81, p<0.001). The statistical 
significance of the path loading confirms the role of Atmosphere in influencing respondents’ 
perception of the Shopping Experience. The positive direction of the relationship indicates that 
an improvement in customer’s interaction with the Atmosphere can yield strong and positive 
perceptions of the Shopping Experience. This finding confirms the conceptualisation of retail 
Atmosphere and Atmospheric cues as a main determinant of Customer Experience (Grewal, 
Levy and Kumar, 2009; Verhoef et al., 2009). Stimuli from the Atmosphere can influence the 
emotional state of the customer (Baker, Levy and Grewal, 1992). Consequently, it facilitates 
attribution where customers start to associate events to the retail location based on how they 
felt when shopping (Cowley, 2005). This association encourages attribution thinking, which 
influence customers’ outward behaviour towards the retail place in terms of patronage 
intentions (Baker et al., 2002).  
 Chapter 6: Exploring the Implications of Connected Town Centre Shopping Experience  
238 
 
With Atmosphere construct reporting the second strongest path loading, it can be 
argued that customers’ perceptions of the Shopping Experience is becoming more influenced 
by the experiential elements of the town centre. This is consistent with previous town centre 
literature (Hart et al., 2007; Hart, Stachow and Cadogan, 2013; Stocchi, Hart and Haji, 2016), 
which argues that customers are putting more emphasis on the experiential touchpoints of the 
town centre (such as Atmosphere) when judging their perceptions of the enjoyment of the 
shopping process. In line with Schmitt (2003), town centre customers want to be stimulated 
emotionally during the shopping visit beyond achieving their shopping goals. Hence, town 
centre managers should focus on creating a vibrant atmosphere in the town centre that 
facilitates positive attributions to the customer as to encourage positive patronage behaviour.  
   
Accessibility  
 
 Based on the findings of Phase II, the Accessibility construct refers to customer’s ability 
to access the shops and leisure facilities within the town centre. It incorporates customers’ 
ability to shop around the town centre easily, quickly and without any problems. Likewise, the 
convenience of the parking location is reflected in this construct as its effect on customers’ 
perceptions of Accessibility has been noted in previous work (Teller and Reutterer, 2008). 
Previous work in the town centre context (Stocchi, Hart and Haji, 2016) found an important 
role of this construct in influencing the Town Centre Customer Experience as it plays a 
significant role in guiding customers’ intentions to patronise the town centre (Teller and 
Reutterer, 2008).  
 
In Phase II, respondents emphasised the role of Accessibility (in terms of pedestrian 
routes, parking locations and public transportation) when visiting their local town centres. The 
Accessibility construct originally consisted of four items adapted from literature that measure 
respondents’ perception of the ease of shopping in the town centre as well as the convenience 
of parking locations. The scale used had strong internal and composite reliability (α = 0.827, 
CR = 0.853). Hence, the resulting scale demonstrates unidimensionality, good reliability and 
validity suggesting a single underlying construct that consist of respondents’ perception of 
Accessibility and Parking combined. However, following scale purification, the resulting scale 
consist of three items measuring the ease of shopping in the town centre and the convenience 
of the parking location.  
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    The Accessibility construct had a strong and significant relationship with the Town 
Centre Shopping Experience (0.77 at p<0.001). Whereas Accessibility was less important than 
Range of Shops and Products in Stocchi, Hart and Haji’s (2016) work, to respondents in this 
research, their ability to access the town centre was more important to their shopping 
experience than Assortment. Town centre reports argued that the 2008 economic crisis 
facilitated the emergence of convenience culture, where customers want to increase their 
added-value benefits and reduce their transactional costs of shopping (Wrigley et al., 2015). 
Respondents look to attain a positive experience where they can fulfil their shopping goals in 
timely manner (Wrigley et al., 2015). Consistently, the findings support this notion as 
customers’ perceptions of the Accessibility construct played a strong and significant role in the 
formulation of the Shopping Experience construct in town centre context.  
 
 The importance of Accessibility to the Town Centre Shopping Experience could be 
justified by customer factors such as demographics. Bell (1999) argued that an increase in 
customers’ mobility reduces the importance of Accessibility to customers. Customers’ ability 
to access a variety of shopping locations easily makes this construct less important to their 
patronage intentions. However, when an interaction with this construct becomes unpleasant, 
customers’ emphasis on it increases (Bell, 1999). Users of town centres may have limited 
accessibility to other retail locations due to temporal constraints as outlined in Phase II. They 
prefer to shop in their local town centre due to its proximity to their work or home. However, 
they demand convenience in their access to the town centre to reduce transactional costs such 
as parking. This is particularly true due to the emergence of digital retailing services (such as 
click and collect) where customers just want to nip into the town quickly to pick up their items. 
The difference with Stocchi, Hart and Haji (2016) findings could be justified by their dated 
dataset relevance that goes back to 2013. Nowadays, accessibility is becoming more important 
for town centre customers due to the convenience of digital retailing. Hence, its effect on 
Shopping Experience has increased since their work. Capitalising on users’ social attachment 
to shop in local town centres, town centre managers should focus on developing customers’ 
accessibility to the town centre to encourage positive patronage behaviour.  
 
Layout 
 
 The Layout of the town centre emerged as an important touchpoint of the Town Centre 
Customer Experience (Stocchi, Hart and Haji, 2016). A good layout stimulates exploration 
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behaviour by customers that leads to higher satisfaction with the Shopping Experience (Mohan 
et al., 2012; Marques et al., 2013). Perceptions of the visual appearance and architecture of the 
retail location is associated with positive evaluations of the shopping centre and likelihood to 
patronise the place (Wakefield and Baker, 1998). The recent work of Pantano and Dennis 
(2019) demonstrates how the Layout of shopping malls (in terms of interior and exterior 
building appearance) can influence tourists’ perceptions of shopping malls, thus affecting the 
mall’s attractiveness as a shopping location.  
 
The role of Layout in influencing the Shopping Experience was notable in Phase II. 
Respondents reported different emotions towards the physical surroundings of the town centre. 
Consequently, their perceptions of the Shopping Experience were influenced by those feelings 
and emotions. In Phase II, comments regarding the Layout of the town centre related to the 
cleanliness of the town centre, the visual appearance of the buildings, and the ease of finding 
stores and restaurants. Accordingly, the Layout construct was captured using four items. The 
scale demonstrated good internal reliability and convergent validity (α = 0.839, CR. = 0.832). 
Whilst store literature combined the Layout and Atmosphere constructs in one scale 
(Terblanche, 2018), the Layout items reported low correlations with the Atmosphere items in 
this phase, hence confirming the unidimensionality of the Layout construct. However, when 
entered into the measurement model, the LAYOUT2 item that reflects the ease of finding stores 
in the town centre reported collinearity with the Accessibility construct. The CFA suggested 
the removal of this item to improve the model fit indices. As a result, the Layout scale was 
subjected to scale modification with the resulting scale consisting of three items measuring 
respondent’s perception of the cleanliness, appearance and maintenance of the town centre.  
 
 The results of the SEM showed that the Layout construct has the strongest path loading 
to the Town Centre Shopping Experience construct (0.82, p<0.001). This indicates that 
respondents perceive an interaction with the Layout of the town centre as a highly significant 
touchpoint to their shopping experience. This parallels with Marques et al (2013) and Mohan 
et al (2012). The positive relationship suggests that an increase in customers perception of the 
Layout stimulates positive feelings towards the overall Shopping Experience, which is 
consistent with Stocchi, Hart and Haji’s (2016) findings.  
 
Where Assortment was the strongest touchpoint in Stocchi, Hart and Haji (2016) 
research, the finding of Phase III suggests that customers are putting more emphasis on the 
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Layout of the town centre when determining their Shopping Experience in town centres. 
According to respondents in Phase II, the ambience and visual appearance of the town centre 
stimulates psychological responses that affects their mood and emotions when shopping in the 
town centre. As highlighted in Phase II, the “dull”, “boring” and “poor” appearance of the 
town centre developed negative feelings that influenced respondents’ shopping experience and 
patronage intentions accordingly. Puccinelli et al (2009) claimed that customers involvement 
with the retail environment is subjected to their goals. Accordingly, the emphasis on Layout 
can be attributed to the level of involvement customers have when shopping in the town centre. 
With the limitations in town centre retail offer in contrast to online shopping (Wrigley et al., 
2015), town centre customers started to focus on the physical layout of the town centre to 
complement their shopping visit. This argument is supported by previous research that suggest 
the importance of historical buildings and attractions of town centres in creating a distinctive 
retail environment (Guy, 1998; Robertson, 1997; Runyan and Huddleston, 2006.) Accordingly, 
town centre managers should focus on enhancing the Layout elements of the town centre due 
to its significant importance to the overall Shopping Experience.  
 
Information and Signage 
 
 In previous work, Stocchi, Hart and Haji (2016) argue the importance of shopping 
information within regional town centres. Whilst some argue that customers are less concerned 
with public display information due to the availability of such information online, the findings 
of Phase II outlined that this construct is still important to town centre customers due to the 
lack of digital integration in this shopping location. Respondents reported their interaction with 
the information and signage in the town centre as they were looking for specific places in the 
town centre. They perceive this interaction as important when faced with obstacles that could 
hinder their ability to complete their shopping goals. Hence, this touchpoint remains of 
significance to the Shopping Experience.  
 
 In Phase III, the Information and Signage construct was measured with two items on a 
Likert scale. The items measured the availability of good information signs around the town 
centre. The results show good reliability and convergent validity of the construct with no 
reported concerns (α = 0.850, CR = 0.850). The construct had a moderate strength yet 
significant relationship with the Town Centre Shopping Experience construct (0.53, p<0.001). 
The highly significant relationship suggest that customers still perceive interaction with this 
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construct as important to their Shopping Experience. The mediocre strength of the relationship 
could be attributed to respondents’ sense of familiarity towards shopping in their local town 
centre for many years (Haytko and Baker, 2004). This also contributed to the lack of digital 
interactions during the shopping visits as highlighted in Phase II. However, the strength and 
significance of this construct demonstrates the importance of information to customers when 
faced with obstacles during their goal fulfilment. As indicated in Phase II, respondents 
emphasised the importance of accessing information (such as bus times, store locations, 
parking spaces, etc.) to help make their shopping visit more convenient. This finding provides 
support to the earlier work of Stocchi, Hart and Haji (2016), highlighting the somewhat 
continuous importance of this touchpoint in the town centre context. 
 
Additionally, the need for physical signage in the town centre could also be attributed 
to the demographics of town centres. In Phase II, respondents reported their concerns towards 
using the town centre’s digital channels and technologies due to their limited expertise of the 
internet. The Technology Acceptance Model (TAM) highlights the importance of perceived 
self-efficacy of the user on technology adoption (Davies, 1998). With the aging demographics 
of town centres, physical information and signage remains important as outlined in the 
structural model of the Town Centre Shopping Experience.  
 
Social Interactions 
 
 The effect of Social Interactions on Customer Experience has been noted in the 
literature (Roggeveen, Grewal and Schweiger, 2020; Lemon and Verhoef, 2016; Verhoef et 
al., 2009). This construct encompasses interpersonal interaction with employees, peer group 
and other customers in the retail environment (Verhoef et al., 2009). Social Interactions co-
create the experience by stimulating psychological responses such as feelings and emotions 
(Schmitt, 1999).  Accordingly, Brocato, Voorhees and Baker (2012) argue the importance of 
investigating the impact of social interactions with other customers on customers’ In-store 
Shopping Experience. Consistently, Terblanche (2018) empirical work suggest that the 
Supermarket Shopping Experience entails social feelings that are influenced by other 
customers behaviour in store. 
 
 In town centre research, the importance of Social Interactions to the Town Centre 
Customer Experience and Enjoyment has been noted (Stocchi, Hart and Haji, 2016; Hart, 
 Chapter 6: Exploring the Implications of Connected Town Centre Shopping Experience  
243 
 
Stachow and Cadogan, 2013; Hart et al., 2007). Town centres contribute to the quality of life 
of their residents as they provide social capital embedded in interactions with the local 
community (Warnaby et al., 2003; Hart, Stachow and Cadogan, 2013). Hence, town centre 
customers emphasise on their sense of belonging to their community when assessing their 
social experience in the town centre. Phase II of this research demonstrated the role of Social 
Interactions in influencing respondents’ perception of the Shopping Experience and patronage 
intentions, providing support to Stocchi, Hart and Haji’s (2016) findings.  
 
 In Phase III, Social Interaction construct was measured with two items that relate to the 
friendliness of other customers and the perceived enjoyment of social interactions. Both items 
were extracted from the qualitative findings of Phase II to increase the accuracy of measuring 
the Shopping Experience (Stein and Ramaseshan, 2016; De Kayser et al., 2015). The results 
indicate good construct reliability and convergent validity (α = 0.863, CR = 0.850). The EFA 
and CFA analysis showed no concerns for this construct, hence scale purification was not 
necessary. In the structural model, Social Interaction construct showed a strong and positive 
relationship with Town Centre Shopping Experience, ranking equally with Assortment at (0.70, 
p<0.001).  Interaction with other customers in the town centre facilitate different feelings that 
influence the Shopping Experience accordingly. The strength of the relationship demonstrates 
the importance of the experiential aspects of the Shopping Experience beyond goal fulfilment 
(Stocchi, Hart and Haji, 2016; Verhoef et al., 2009; Schmitt, 1999). Therefore, this study 
provides support to Stocchi, Hart and Haji (2016), illustrating that the Town Centre Customer 
Experience is heavily influenced by the Social Interaction due to the personal meanings this 
retail setting holds to its users. 
 
Public Insecurity 
 
 Security and sense of safety in retail locations remain an important factor for aging 
demographic when choosing where to shop (Stocchi, Hart and Haji, 2016). Previous work 
conceptualised the importance of the social environment on Customer Experience creation 
(Grewal and Roggeveen, 2020; De Kayser et al., 2015; Verhoef et al., 2009). Direct/Indirect 
interaction with other customers in the retail environment develop feelings and sentiments that 
influence customers’ perceptions of the Shopping Experience and patronage intentions 
(Puccinelli et al., 2009). Therefore, Roggeveen, Grewal and Schweiger (2020) highlighted the 
need to consider the social environment when measuring Customer Experience.  
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 Public Insecurity construct emerged as an independent touchpoint in Phase II, providing 
new contribution to the town centre literature as previous work did not report this touchpoint 
as part of the Town Centre Customer Experience (Stocchi, Hart and Haji, 2016; Hart, Stachow 
and Cadogan, 2013). The negative behaviours of others in the town centre appeared to 
influence customers’ mood during their town centre visits. The increase in street beggars 
stimulated avoidance reaction for some respondents towards shopping in the town centre. The 
thematic analysis of Phase II highlighted importance of this construct to the Shopping 
Experience and patronage intentions in town centre context (see chapter 5). Hence, in Phase 
III of the research, Public Insecurity was measured with two items developed purely from the 
qualitative findings of Phase II. The first item measured respondents’ perceptions of the 
negative behaviour of other shoppers in the town centre. Meanwhile the second item measured 
respondents’ perceptions of being pestered for money during their shopping visit. The two 
items demonstrated good reliability, validity and unidimensionality as no strong correlations 
existed between them and other items in other model (α = 0.784, CR = 0.867). As a result, scale 
purification was not required for this construct.  
 
 Public Insecurity demonstrated a negative and significant relationship with the Town 
Centre Shopping Experience construct (-0.43, p<0.001). As customers interact with the 
negative behaviours in the town centre, their sense of insecurity increases. This increase leads 
to negative feelings and sentiments that influence respondents’ perceptions of the Shopping 
Experience, consequently patronage intentions. Therefore, this finding provides new 
contribution to the town centre literature by highlighting the negative effect of public 
behaviours in the town centres on customers’ patronage behaviour. It is noteworthy that the 
strength of the relationship is subjected to each town centre independently. For instance, 
Loughborough town centre was perceived safer by respondents in Phase II in contrast to other 
locations in the quota sample. Public Insecurity had a significant mediocre effect on Shopping 
Experience, which is consistent with the findings in the shopping mall context (Tandon, Gupta 
and Tripathi, 2016). Thus, managing the security aspects of the town centre is important for 
maintaining positive Shopping Experience that facilitate approach behaviour.   
 
Leisure 
 
 Schmitt (1999) argued that customers want to be stimulated and entertained during the 
shopping process. Shopping is a considered as a social experience that contains an interactive 
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and emotionally stimulated activities (Van Rompay et al., 2012). Therefore, shopping is 
considered as a hedonic activity that incorporates leisure elements beyond goal fulfilment. In 
the town centre context, Hart, Stachow and Cadogan (2013) argue that the image of town centre 
changed from pure retailing destination to include leisure and entertainment. Their argument 
was later supported by Stocchi, Hart and Haji (2016) who found that experiential elements of 
the town centre (such as Special Events, Entertainment, Cafes and Market) are important to the 
Town Centre Customer Experience. Through analysing different shopping journeys to the town 
centre in Phase II, it was found that Leisure factor is central to the Shopping Experience. The 
qualitative findings suggest that Leisure interaction complements the town centre visits, 
developing psychological responses (such as feelings and emotions) that help customers 
overcome their inability to achieve their shopping goals. Upon factor analysis, it was found 
that the Leisure component consist of four touchpoints: Special Events, Weekly market, 
Entertainment facilities and Cafes and Restaurants. The MNL regression results found a 
significant relationship of this construct on patronage intentions (see chapter 5).  
 
 In Phase III, the Leisure touchpoints was captured using a single item measuring 
respondent’s perception of the variety of each touchpoint in the town centre. The wording of 
the item was extracted from respondents’ quotes regarding each touchpoint in Phase II. The 
construct had good internal reliability and convergent validity (α = 0.783, CR = 0.815). 
However, the results indicated the need to remove the market items due to poor AVE. The 
measurement model fit indices improved upon eliminating the market item. Thus, final scale 
of Leisure consisted of three items measuring the variety of Special Events, Entertainment 
Facilities and Cafes and Restaurants. The three items scale support previous findings that argue 
the importance of events and entertainment activities in enhancing the Shopping Experience 
and the attractiveness of the shopping location (Dennis, Harris and Sandhu, 2002). 
 
 Consistent with Phase II results, the path loading of the Leisure construct to the Town 
Centre Shopping Experience construct was significant, yet mediocre in terms of strength (0.42, 
p<0.001). The finding suggest that customers perceive an interaction with the Leisure construct 
as significant to their Town Centre Shopping Experience. A positive relationship exists in the 
model, meaning that a positive interaction stimulates positive perceptions of the Town Centre 
Shopping Experience. This parallels with Stocchi, Hart and Haji (2016) who found that each 
touchpoint of the Leisure construct is important to the Town Centre Customer Experience. 
Likewise, it provides further support to Hart, Stachow and Cadogan’s (2013) claim that the 
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town centre customers consider Leisure as central to their town centre visits. The mediocre 
strength of the relationship can be attributed to the situational and customer factors (Verhoef 
et al., 2009; Puccinelli et al., 2009). Customers shop for different reasons and perceive their 
experience accordingly (Puccinelli et al., 2009). Hedonic vs. utilitarian goals moderates how 
customers interact with the retailing environment, which influence their Customer Experience 
accordingly (Puccinelli et al., 2009). Additionally, the location plays central part in customers’ 
perceptions of the experience (Verhoef et al., 2009). Thus, whilst the relationship remains 
significant, its strength may vary across different locations according to the retail and non-retail 
offer in the town centre. Therefore, town centre managers should focus on customer’s 
interaction with the Leisure touchpoint as it facilitates psychological responses towards the 
shopping experience during the shopping visit.  
 
Gestalt Experience   
 
The gestalt indicator was used to capture respondents’ overall perception of the Town 
Centre Shopping Experience. In accordance with most comments in Phase II, a single polar 
scale indicator of good to bad was used. In the structural model, this indicator had a positive 
and significant path loading on the Town Centre Shopping Experience construct (0.67, 
p<0.001).  
 
Patronage Intentions 
 
 As previously discussed in the broad Customer Experience literature, customers’ 
perceptions of the interaction with the retail environment can influence their outward behaviour 
across the customer journey (Stein and Ramaseshan, 2016; Lemon and Verhoef, 2016; Lemke, 
Clark and Wilson, 2011; Verhoef et al., 2009). Direct/Indirect interactions with the retail 
touchpoints develop psychological responses for the customer, creating a behavioural response 
in terms of approach and avoidance (Meyer and Schwager, 2007). In the shopping context, 
evidence showed that customers’ perceptions of the Shopping Experience influence repurchase 
and patronage intentions (Terblanche, 2018; Hart et al., 2007; Kerin, Howard and Jain, 1992). 
Findings from Stocchi, Hart and Haji (2016) highlighted that customer’s perception of the 
Town Centre Customer Experience touchpoints were significant in explaining customers desire 
to revisit their local town centres. Thus, the perceived Shopping Experience can guide 
customer’s patronage intentions in this retail environment.  
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 De Kayser et al (2015) and Chan et al (2015) argue the need to measure the implications 
of Customer Experience on patronage intentions beyond revisit. In Phase I&II, it was identified 
that the Town Centre Shopping Experience influence patronage intentions in terms of Revisit 
Spend, and Dwell. However, the Dwell construct was removed from this phase as the scale 
items did not perform well, indicating poor internal reliability. Only the Revisit and Spend 
constructs were retained in the Town Centre Shopping Experience model. The following sub-
sections discuss the findings of the SEM.  
 
Revisit 
 
 The Revisit construct was measured on a Likert scale capturing respondent’s intention 
of revising the town centre for shopping purposes as to repeat their shopping experience again. 
The items were adapted from Customer Experience and Shopping Experience literature in 
different retail formats (Terblanche, 2018; Stocchi, Hart and Haji, 2016; Martinez-Ruiz et al., 
2016). Consistently, the scale performed well, demonstrating good internal reliability and 
convergent validity (α = 0.907, CR = 0.904). However, in the CFA, scale purification was 
necessary to improve the model fit. The resulting scale for Revisit consisted of three items 
measuring respondent’s intentions to repeat their shopping experience in their local town centre 
in the future.  
 
 In the Structural Model, the Town Centre Shopping Experience construct had a strong, 
positive and significant relationship with the Revisit intentions (0.61, p<0.001). The results 
indicate that an increase in customer’s perception of the Town Centre Shopping Experience 
stimulates positive feelings and sentiments regarding the shopping visit. Accordingly, 
customers become more encouraged to revisit the town centre for shopping reasons. As 
explained by Danziger (2006), customers do not shop at a store only because they want their 
products, instead because the store touches customers personally and emotionally. An 
interaction with atmospheric cues (such as ambience) stimulate psychological responses that 
guide the customer decision-making process (Morrell, 2012). Therefore, customer evaluate 
their experience in a place beyond product/service acquisition (Schmitt, 2003). The results 
provide support to previous conceptualisations of Customer Experience arguing its effect of on 
patronage intentions (Grewal, Levy and Kumar,2009; Verhoef et al., 2009). Likewise, the 
results parallel with Stocchi, Hart and Haji (2016) who found a positive Town Centre Customer 
Experience increases the likelihood of revisiting the town centre in the future. This finding 
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addresses Portas (2011) call, confirming a positive association between the Town Centre 
Shopping Experience and revisiting the town centre in the future. Following the development 
of a precise measure of Shopping Experience in accordance with Stein and Ramaseshan (2016) 
and De Kayser et al (2015) recommendations, it can be concluded that Customer Experience 
has positive implications on retail performance through influencing different patronage 
intentions.  
 
Spend 
 
 Respondents’ intentions to Spend in the town centre following their shopping 
experience was captured using three items adapted from Herhausen et al (2015) and Donovan 
and Rossister (1982). These items reflected respondents’ willingness to spend more in the town 
centre, buy more items and dedicate more money for future shopping visits to the local town 
centres. The scale demonstrated good internal reliability and convergent validity (α = 0.899, 
CR = 0.906). The measurement model demonstrated good model fit; hence no scale 
purification was required.  
 
All three items were retained in the structural model. The Town Centre Shopping 
Experience construct reported a positive and significant relationship with the Spend construct 
(0.51, p<0.001). The significant relationship suggests that improving customers’ perceptions 
of the Shopping Experience increases their intentions to spend more money in the town centre 
whether on shopping or leisure purposes. The items measuring the Spend construct reflect that 
the Shopping Experience guides customers’ purchase behaviour in terms of the number of 
items bought and the shopping budget. The positive interactions with the constructs reflecting 
the Town Centre Shopping Experience develop positive feelings and sentiments for the 
customer, thus developing affective and emotional experiences for customers (Kerin, Jain and 
Howard, 1992). As a result, they become willing to spend more in the town centre as the 
perceived value of the town centre increases due to the positive shopping experience (Ghosh 
and McLafferty, 1987). This finding contributes to the Town Centre Customer Experience 
literature by illustrating the impact of the Shopping Experience beyond revisit intentions. 
Additionally, it extends our understanding of the perceived experience on the retail 
performance overall, thus answering the call of Lemon and Verhoef (2016).  
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The following section discusses the results of the F-statistic tests to outline the effect 
of digital interactions on the constructs in the Town Centre Shopping Experience model.  
 
6.7.2 Connected vs. Disconnected Town Centre Shopping Experience 
 
 As digital retailing continues to develop, customers’ perceptions of the retail experience 
is subjected to change (Dennis et al., 2016). Whilst customers still want a positive interaction 
with the physical store, they now want a seamless and connected experience across the physical 
and digital channels (Verhoef, Kannan and Inman, 2015). According to Pantano and Di Pietro 
(2012), the integration of digital channels and technologies in the store improves the customer’s 
shopping experience. Digital channels provide instant access to a plethora of information 
regarding the shopping goal (Rigby, 2011). They allow the user to improve the perceived value 
of shopping by reducing the transactional costs associated with search and purchase (Demko-
Rihter and Ter Halle, 2015; El Azhari and Bennet, 2015). The integration of digital channel 
(such as Websites) enhances’ the image of a place (Foroudi et al., 2018), which can yield 
positive perceptions of the experience (Hart, Stachow and Cadogan, 2013). Meanwhile, digital 
technologies (such as Wi-Fi) enhances customers’ ability to maintain access to the digital 
domain (to attain information or connect with their social group), thus improving the overall 
Shopping Experience (Betzing, Beverungen and Becker, 2018; Demko-Rihter and Ter Halle, 
2015). Accordingly, retail experience should incorporate the advantages of the physical store 
with the information-rich and interactive experiences of digital retailing (Rigby, 2011).  
 
 As outlined in the literature review (see chapter 2), a number of studies explore the 
implications of a Connected Experience on customer’s perception of the Shopping Experience 
in the high street (Betzing, Beverungen and Becker, 2018; El Azhari and Bennet, 2015; 
Demko-Rihter and Ter Halle, 2015). However, our understanding of the effect of digital 
integration in the town centre context remains scarce (Stocchi, Hart and Haji, 2016). To address 
this limitation, Phase III adopted a survey-based experimental design to capture the variation 
in customers’ perceptions of the constructs of the Town Centre Shopping Experience model 
across a digitally connected group and a disconnected group. The paths loading weights and 
variances of the constructs in the Town Centre Shopping Experience model were compared 
amongst both groups.  
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 In terms of the path loadings, the comparison of the structural models showed that 
customer emphasis on different constructs changes upon digital interaction in two ways: 
 
Firstly, the ‘Connected’ group customers put more emphasis on the Leisure touchpoint 
in contrast to Assortment and Accessibility. The interaction with the digital touchpoints 
provided customers with the ability to evaluate their utilitarian experience in terms of goal 
fulfilment, hence they were more focused on attaining a hedonic experience that complements 
their shopping experience.  Meanwhile, the ‘Disconnected’ group perceived the Assortment 
and Accessibility as more important to their shopping experience because they were more 
involved with fulfilling their shopping goals and reduce their transactional costs, making them 
put less emphasis on the experiential touchpoints such as Leisure. This is consistent with the 
argument of Puccinelli et al (2009) regarding the role of goals and motives in the Customer 
Experience.  
 
Secondly, the result of the Connected Shopping Experience reduced the strength of the 
relationships between the Shopping Experience construct and revisit and spend. The 
‘Connected’ group customers evaluated their intentions to shop in the town centre according 
to other factors beyond Shopping Experience such as goal fulfilment (Verhoef et al., 2009). 
This is apparent as the ‘Disconnected’ group were more willing to repeat their shopping 
experience in the town centre in pursuit of fulfilling their goals and motives. This finding is 
consistent with the comments provided in Phase II regarding the potential role of digital 
integration in the town centre shopping journey.  
 
 To increase the accuracy of the findings, F-statistic tests were computed. The results of 
provide support to the previous work on Connected Experience in the high street (Betzing, 
Beverungen and Becker, 2018; Demko-Rihter and Ter Halle, 2015; El Azhari and Bennet, 
2015; Rigby, 2011). Following an interaction with the digital channel (LoyalFree) and Wi-Fi 
technology, respondents’ perceptions of the interaction with the Town Centre Shopping 
Experience constructs changed. On one hand, respondents’ perceptions of the Assortment, 
Accessibility, Layout, Social Interaction and Information and Signage for the ‘Connected’ 
group demonstrated a higher mean score towards the positive end of the Likert scale. 
Meanwhile, the overall score of Leisure and Atmosphere decreased for the same group. Whilst 
only Assortment and Leisure demonstrated a statistically significant difference (p<0.001 and 
p<0.05), the change in constructs variances across both groups show that digital integration 
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can influence respondent’s perception of the interaction with the physical touchpoints of the 
town centre.  
 
According to Wang, Malthouse and Krishnamurithi (2015), digital channels such as 
mobile application provide convenience to the customer by overcoming temporal and spatial 
constraints. They offer greater accessibility and constant interactivity with the retail location, 
helping customers reduce the transactional costs and perceived risk of decision (Gensler, 
Leeflang and Skiera, 2012; Montoya-Weiss, Voss and Grewal, 2003). The availability of online 
information (such as stores, parking spaces, local map, deals and bargains and leisure) allowed 
respondents to attain a more convenient shopping journey to the town centre. For instance, the 
Assortment, Accessibility and Layout constructs were perceived more positively by 
respondents in the ‘Connected’ group as they were able to access all possible information about 
these physical touchpoints on the mobile channel. Meanwhile, respondents’ perceptions of the 
variety of Leisure options dropped after the digital integration as customers became exposed 
to the leisure offer in the town centre without being physically there.  
 
Despite a statistically insignificant difference between both groups F (1, 368) = 1.005 
at p>0.1, the Connected group had a marginal increase in its mean (5.274) in contrast to the 
‘Disconnected’ group (5.251).  The results suggest that respondents in the ‘Connected’ group 
perceived their Shopping Experience slightly more positive due to their ability to be connected 
to the town centre without physically being there. The convenience of shopping in the town 
centre may have increased slightly for this group due to the information provided on the mobile 
channel, thus allowing them to feel better about their town centre shopping journey. This 
finding is consistent with previous literature in the high street that argues the positive effect of 
digital integration on the Shopping Experience in the high street through reducing the temporal 
and spatial constraints (Betzing, Beverungen and Becker, 2018; Demko-Rihter and Ter Halle, 
2015; El Azhari and Bennet, 2015). Digital integration allows respondents to remain connected 
to the digital domain, giving them access to plethora of shopping information that improves 
the convenience of shopping (Verhoef et al., 2015; Rigby, 2011). Despite the statistically 
insignificant difference between groups, this finding provides an indication of the positive 
effect of digital integration on the Shopping Experience by helping customers remain 
connected to the town centre, thus reducing the transactional costs of shopping. The 
insignificant difference is consistent with the findings of Phase II, which highlights customers 
emphasis on the ‘Shopping’ factors in contrast to the digital factors. Respondents in Phase II 
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expressed their desire for better experience with the physical touchpoints (such as Assortment, 
Accessibility, Layout, Public Insecurity, etc.) as it adds more value to them.  Hence, it can be 
concluded that digital integration plays a moderating role in improving customers’ access to 
shopping and leisure information whilst maintain their connection to their social circle. Yet, 
the weak effect remains subject to customers’ perceptions of the town centre physical 
touchpoints. Accordingly, further investigation is required to understand the reason behind the 
insignificant relationship.  
 
The interaction with the digital channel developed feelings and sentiments regarding 
shopping in the town centre, which influenced the perceived value of town centre shopping in 
terms of the transactional costs of search and purchase (Kerin, Jain and Howard, 1992). 
Consequently, the perceived Shopping Experience influenced customer’s outward behaviour 
in terms of revisit and spend significantly. In contrast to the ‘Disconnected’ group, customers’ 
intentions to revisit the town centre significantly decreased for those in the ‘Connected’ group. 
This is consistent with the findings of Huang, Lu and Ba (2016) who found that informational 
mobile application reduces revisit intentions. However, the spend intentions for the 
‘Connected’ group was higher, which conforms to Pauwels and Neslin (2015) and Huang Lu 
and Ba (2016) who found that digital integration, specifically mobile channel increases total 
purchase order size and sales. The contradicting findings suggest three conclusions: 
 
Firstly, it can be argued that the ‘Connected’ group were able to plan their shopping 
visit according to the information they interacted with, and developed feelings and sentiments 
towards the physical touchpoints of the town centre. Accordingly, they have judged their 
shopping experience at the ‘Pre-visit’ stage. The perceived experience at the ‘Pre-visit’ stage 
influenced respondents’ intentions to progress to the ‘During-visit’ stage. Based on the online 
information provided, respondents in the ‘Connected’ group did not perceive high value of 
shopping in the town centre, thus they were less likely to progress to the ‘During-visit’ stage 
and revisit the town centre in the future. Meanwhile, the ‘Disconnected’ group were unable to 
formulate similar perceptions at the ‘Pre-visit’ stage because of the lack of digital interaction 
with the digital channel. Hence, they were more likely to revisit the town centre in pursuit of 
goal fulfilment.  
 
Whilst the qualitative findings of Phase II suggested a positive effect of digital 
integration on the town centre revisit intentions, the results indicate otherwise.  The difference 
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between both groups can be explained by the channel cannibalisation effect. The integration of 
the online channel may have cannibalised the physical town centre due to the convenience of 
searching information online (Pantano and Priporas, 2016; Cao and Li, 2015; Verhoef, Neslin 
and Vroomen, 2007). In accordance with Fornari et al (2016) and Cao and Li (2015), the 
interaction with the online information regarding the town centre shopping touchpoints 
facilitated negative perceptions of the Shopping Experience, thus cannibalising the 
performance of this channel. This finding is inconsistent with previous literature that argue a 
positive effect of digital integration on revisit intentions (Demko-Rihter and Ter Halle, 2015; 
El Azhari and Bennet, 2015; Herhausen et al., 2015). However, previous studies focused on 
store context, which is less complex to the town centre due to the presence of public and private 
organisations that influence the Town Centre Customer Experience (Stocchi, Hart and Haji, 
2016). Additionally, the cannibalisation effect is moderated by Customer Experience with the 
channel, which is subjective to individual customers (Neslin et al., 2006). Hence, it can be 
argued that the reduction in revisit intentions is attributed to customers’ perceptions of the 
physical touchpoints (such as Assortment and Leisure), not merely the digital integration. The 
digital integration exposed the limitations with the town centre physical touchpoints, which 
stimulated the negative behaviour towards the physical store. Thus, town centre managers 
should focus on enhancing the perceived interactions with the physical touchpoints as to 
encourage positive patronage behaviour towards local town centres.  
 
Secondly, the online information presented respondents with an opportunity to explore 
what is available in the town centre in the ‘Pre-visit’ stage. Information (such as deals and 
promotions) may have facilitated positive feelings towards shopping in the town centre due to 
the added value of saving money in contrast to the transactional costs of shopping (El Azhari 
and Bennet, 2015; Demko-Rihter and Ter Halle, 2015). Contextual offers on the mobile 
channel were found to trigger positive feelings for the customer, leading to unplanned 
purchases (Heilman, Nakamoto and Rao, 2002). Likewise, information about Leisure and 
entertainment encouraged respondents to set out more money when revisiting the town centre 
in the future. Consistent with Herhausen et al (2015), digital integration positively influenced 
customers’ intentions to spend in the town centre due to the improved Shopping Experience. 
Despite a reduction in the revisit intentions, respondents in the ‘Connected’ group intend to 
spend more in the town centre as they become more goal-oriented following the interaction 
with digital touchpoints.  Research supports this conclusion as previous studies found a positive 
effect of channel integration on the overall order size (Cao and Li, 2015). Wang, Malthouse 
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and Krishnamurithi (2015) argue that new channel addition (particularly the mobile channel) 
increases customers interaction with the retailer, making the storefront more accessible. As a 
result, customer spending increases due to the multichannel behaviour that facilitates 
convenience in shopping.  
 
The finding of Phase III sheds a new light on the implications of Connected Shopping 
Experience on the town centre context by showing that connected customers are less likely to 
be involved in research shopping, instead they are involved with purchase transactions that 
brings mutual benefits for the customer and the retail environment due to their enhanced 
accessibility to the town centre. This conclusion is supported by Rigby’s (2011) claim that 
customers perceive the digital channel as a source of information to reduce monetary risks of 
searching whilst the physical store advantages important when making purchase decisions. 
Once the customer has completed their research on the town centre in the pre-stage using the 
digital channels, the risks of purchase is substantially reduced as customers feel reassured in 
their decision. Town centre managers should focus on attracting customers in the ‘Connected’ 
group as they are less likely to engage in research shopping and more likely to spend in the 
town centre.  
 
 Thirdly, the statistically significant differences in patronage intentions suggests a 
moderating role of digital integration in influencing the constructs in the Town Centre 
Shopping Experience model. Whilst digital integration positively influenced respondents’ 
perceptions of the Shopping Experience, it was not enough to encourage respondents in the 
‘Connected’ group to revisit the town centre in the future. According to the results, digital 
integration (in terms of digital channels and technologies) provides a complementary role to 
the physical town centre. Digital channels provide plethora of information regarding the town 
centre shopping elements, allowing customers to reduce transactional costs and enhance the 
perceived value of shopping (Pantano and Priporas, 2016; Cao and Li, 2015; Herhausen et al., 
2015). Meanwhile, digital technologies (Wi-Fi) implies consistency to the digital domain for 
the customers to maintain connectedness to their social networks and reduce the perceived risk 
of purchase (Demko-Rihter and Ter Halle, 2015). The reduction in revisit intentions confirm 
this finding as customers were able to judge the town centre physical touchpoints using the 
information provided on the digital channel, thus they were able to report better overall 
Shopping Experience in contrast to the ‘Disconnected’ group. The findings answer the call of 
Stocchi, Hart and Haji (2016) and Wrigley et al (2015) by highlighting the moderating role of 
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digital in the town centre experience. They inform town centre managers on the need of 
improving the physical touchpoints presented in the Town Centre Shopping Experience model 
to prevent the occurrence of further channel cannibalisation from digital integration.  
  
6.8 Phase III Limitations and Future Work  
 
 Phase III of the research design explored a model of the Town Centre Shopping 
Experience as to determine the role of digital integration in changing customers’ perceptions 
of the constructs in the Town Centre Shopping Experience model. Yet, the research design of 
the phase has few limitations that limit the generalisability of the results: 
 
1. The experimental design adopted in this phase controlled for the effect of customer and 
situational factors. As for customer factors, the role of respondents’ demographics 
(such as age and gender) was not explored in this study. Customers’ perception of the 
physical touchpoints may have been subjective to the demographics of the independent 
samples as outlined in the MNL and BLR models in Phase II (see chapter 5). The 
variation in age group between the ‘Disconnected’ and ‘Connected’ group may have 
contributed to the statistically significant differences between customers’ perceptions 
of the Shopping Experience and patronage intentions. The average age in the 
‘Connected’ group was lower than the Disconnected group, which could lead to higher 
level of self-efficacy in digital technology (Davies, 1989) and increased mobility 
(Verhoef et al., 2009). Hence, further research is required to assess the effect of 
demographic factors (such as different age groups and gender) on how customers 
perception of the Town Centre Shopping Experience and patronage intentions changes 
upon digital integration.  
 
2. The location of the retail place has been conceptualised as a situational moderator of 
Customer Experience (Verhoef et al., 2009). Different retail locations may have 
different retail and non-retail offer, which stimulates different psychological responses 
towards the interaction with the retail setting (Verhoef et al., 2009). In this research, a 
quota town centres were selected based on the availability of data about those towns. 
Whilst Phase II explored customer journeys across all six towns, the limitations of 
digital infrastructure constrained Phase III to Loughborough town centre only. Even 
though the constructs of Town Centre Shopping Experience model are valid across the 
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quota sample, the strength and direction of the relationships in the SEM may vary based 
on customer’s perception of their local town centre. For instance, respondents in Phase 
II were more concerned with the Public Insecurity in Coalville in contrast to the 
remaining town centres. Therefore, the strength of the relationship between Public 
Insecurity and Town Centre Shopping Experience may be different in Coalville than to 
Loughborough. This is consistent across all remaining touchpoints. Therefore, there is 
a need to explore the SEM across each town as to attain precise understanding of the 
Shopping Experience and patronage issues in town centres.  
 
3. The main aim of this phase was to explore the implications of digital integration on the 
Town Centre Shopping Experience, consequently patronage intentions. Whilst this 
research provided fundamental understanding of the role of digital integration in the 
creation of Connected Town Centre Shopping Experience, limited understanding was 
attained on the individual effect of the channel vs. technology on the Town Centre 
Shopping Experience. Due to the newness of digital integration concept in town centres, 
a comparative analysis of the independent effect of channels vs technology will 
provider deeper understanding of the Connected Town Centre Shopping Experience, 
which will allow town centre managers to improve their digital offer.   
 
4. Conforming to the research objectives, Phase III explored a model for Town Centre 
Shopping Experience based on customers’ perception of the interactions with the 
physical touchpoints of the town centre. The effect of goals and motives of the shopping 
trip was controlled for throughout this research and in this phase. Customer Experience 
is guided by customers’ own goals and motives, which moderates their perception of 
the interaction with the retail and non-retail touchpoints (Homburg, Jozic and Kuehnl, 
2015; Puccinelli et al., 2009; Verhoef et al., 2009). Accordingly, the relationships in 
the model of the Town Centre Shopping Experience may be influenced by respondents’ 
goals (hedonic vs. utilitarian). This is true for the effect of digital integration as 
literature argues that digital channels make customers goal-oriented to increase their 
perceived value of shopping and reduce transactional costs (El Azhari and Bennet, 
2015; Cao and Li, 2015; Rigby, 2011). Hence, a comparative analysis of shopping goals 
is required to attain better understanding of the relationships in the Town Centre 
Shopping Experience and the effect of digital integration.  
 
 Chapter 6: Exploring the Implications of Connected Town Centre Shopping Experience  
257 
 
5. The controlled experiment in this phase captured respondents’ perception of the digital 
integration based on their most recent shopping visit to the town centre. Consequently, 
it captured their intentions to revisit and spend in the town centre if they intend to shop 
for the same goal. No real visits or spend data were captured in this phase due to the 
time and money constraints. Intentions vs. actual patronage may differ in real shopping 
situations as customers are emerged in the shopping journey and developing 
perceptions of the experience concurrently. Attaining real insights into the patronage 
indicators may extend our understanding of the effect of Shopping Experience, and the 
role of digital integration in influencing the constructs of the Town Centre Shopping 
Experience model.  
 
6. Channel-specific attributes influence customers’ perception of the retail channel, 
consequently, affects their outward behaviour (Verhoef, Neslin and Vroomen, 2007). 
Digital channels may have different attributes that customers interact. Such differences 
may influence customer’s perceptions of the Shopping Experience and outward 
behaviour towards other channels accordingly. Yet, this phase controlled for the effect 
of channel-specific attributes. Hence, further research is required to assess how 
different channel integrations (such as Website and Social Media pages) may influence 
customers’ perceptions of the Shopping Experience and patronage intentions.    
 
 
7. Multichannel shoppers prefer freedom in channel selection as to have full control over 
their shopping journey (Shankar et al., 2016). Based on the stage of the decision-
making process, they migrate across different channels to achieve their objectives 
(Verhoef, Kannan and Inman, 2015; Verhoef, Neslin and Vroomen, 2007). In this 
phase, respondent’s interaction was limited to the mobile channel and Wi-Fi because it 
they are the only available channel and technology in Loughborough town centre that 
reflects a physical-digital integration. Respondents may have different preferences 
towards online channels and technologies based on their perception of their self-
efficacy and perceived usefulness of technology (Davies, 1989). As Shopping 
Experience is subjective, potential bias towards the digital integration may have 
occurred, which may have influenced the findings of this research. Hence, there is a 
need to examine customer’s preferences towards the mobile channel and Wi-Fi to gain 
better understanding of the results.  
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6.9 Chapter Summary  
 
This chapter discussed the third and final phase of the research design. A brief literature 
review was provided to outline the gaps in knowledge and identify this phase aims and 
objectives. The main objectives of this phase were to develop a model of Town Centre 
Shopping Experience to assess the relationships of the town centre physical touchpoints 
(shopping and leisure) on Customer Experience, consequently patronage intentions. To address 
the call of Stocchi, Hart and Haji (2016), this phase explored the role of digital integration in 
terms of digital channels (mobile channel) and technology (Wi-Fi) in the creation of a 
Connected Town Centre Shopping Experience. Due to limited interactions with the digital 
touchpoints in Phase II, a survey-based experimental design with two groups identified 
(Connected and Disconnected) was used to capture the variation in customers’ perception of 
the constructs in the Town Centre Shopping Experience model following an interaction with 
the digital touchpoints.  Data was collected in Loughborough town centre due to the availability 
of digital infrastructure that supports respondent’s perception of a Connected Town Centre 
Shopping Experience.  
 
A total of 388 responses were used to develop a SEM of the Town Centre Shopping 
Experience. Except for Public Insecurity, results indicate a positive and significant relationship 
across all constructs to the Shopping Experience. Layout, Accessibility and Assortment had 
strong path loadings to the Town Centre Shopping Experience construct, which highlights the 
importance of functional touchpoints to customers. Experiential touchpoints such as 
Atmosphere and Social Interactions had strong path loadings, indicating the importance of 
social elements to the Shopping Experience.  The negative and significant relationship between 
Public Insecurity and Town Centre Shopping Experience highlights respondents’ concerns 
towards their security and comfort during the shopping visit. In terms of the implication of the 
Town Centre Shopping Experience, the construct had a strong, positive and significant path 
loading to both Revisit and Spend. The model demonstrates the importance of Town Centre 
Shopping Experience in explaining respondents’ patronage intentions towards the town centre, 
which answers the call of Portas (2011).  
 
The implications of Connected Town Centre Shopping Experience were determined 
through path analysis and F-statistic tests. When comparing the two independent groups, a 
statistically significant differences were noted in respondents’ perceptions of the Assortment, 
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Accessibility and Leisure constructs. The ‘Connected’ group perceived the two former 
constructs more positively after an interaction with the digital touchpoints. Meanwhile, their 
perception of leisure was negatively affected, which indicates the role of digital in 
complementing goal-oriented shopping trips. The results were attributed to the contextual 
information provided by the mobile channel, which facilitates convenience by reducing spatial 
and temporal constraints when determining the retail offer in the town centre. In terms of 
patronage intentions, statistically significant differences were found between the 
‘Disconnected’ and ‘Connected’ groups. Respondents’ intentions to revisit the town centre 
dropped for the ‘Connected’ group, yet their spend intentions were higher than the 
‘Disconnected’ group. As outlined by previous literature, the digital integration made 
customers more goal-oriented, influencing their revisit and spend intentions. Hence, digital 
integration plays a moderating role in influencing customer’ decisions during the customer 
journey, which impacts their perceptions of the constructs in the Town Centre Shopping 
Experience model.   
 
The findings contribute to the town centre literature by developing a model of Town 
Centre Shopping Experience that highlights the relationships’ direction and strengths between 
the constructs in the model. Importantly, this phase provides fundamental understanding of the 
role of digital integration in the changing customers’ perceptions of the Shopping Experience 
constructs, accordingly patronage intentions. Further work is required to assess the role of 
shopping goals, demographics and retail location on the validity of the results. The next chapter 
provides a conclusion of the research, the theoretical and managerial contributions, overall 
limitations and future work from this thesis.  
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Chapter 7 Conclusion 
 
“Contemporary consumer demand more than just competent service, seeking 
experiences which are engaging, robust, compelling and memorable” (Lemke, Clark 
and Wilson; 2011, p.846; Gilmore and Pine, 2002, p.10) 
 
7.1 Summary of Research 
 
 
Customer Experience research has received substantial attention from academics and 
practitioners over the past years. Its influence on customer’s patronage intentions have been 
explored in variety of retail contexts such as stores, supermarkets and shopping malls. 
However, limited research was conducted on this construct in the town centre context. Town 
centres have unique and complex properties embodied in their wide breadth of provision, which 
results in unique experiences. Town centres remain an important shopping destination for 
customers and their contribution to the national economy is widely noted (Stocchi, Hart and 
Haji, 2016; Wrigley et al., 2015). However, the forces of change such as the economic crisis 
and emergence of digital retailing, influenced customers’ outward behaviour towards the town 
centre. Customers became convenience driven, looking for better shopping experiences at low 
transactional costs of shopping in terms of search and purchase. Thus, town centre customers 
started to shop elsewhere, mainly online and shopping malls (LDC, 2018; Wrigley et al., 2015). 
Due to such behaviour, the number of vacant units has been increasing in town centres because 
of the reduced patronage intentions in these locations.  
 
Despite Portas’s (2011) call, academic research into the Town Centre Customer 
Experience has been extremely limited. The two studies conducted into this concept focused 
on the operationalisation of this construct, its determinants and effects on revisit intentions. 
However, the findings of their work are dated because of the continuous change in Customer 
Experience dynamics due to the emergence of digital retailing (Dennis et al., 2016). 
Customers’ perceptions of the touchpoints that contribute to the development of their 
experience may have changed since their research. The existing work on Town Centre 
Customer Experience predominantly focused on the physical aspects of the town centre with 
limited attention given to the role of digital interactions in formulating the town centre 
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experience (Stocchi, Hart and Haji, 2016). Therefore, there is a need to re-examine this 
construct to obtain accurate insights into the town centre patronage issue. Likewise, the 
accuracy of the Town Centre Customer Experience measure provided by Stocchi, Hart and 
Haji (2016) is limited because of its multifaceted nature. Hence, further research is needed to 
attain a precise measure of this construct (Stein and Ramaseshan, 2016; Homburg, Jozic and 
Kuehnl, 2015). Importantly, their work only demonstrates the effect of this experience on 
revisit intentions. Yet, scholars raised the call to explore the effect of Customer Experience 
beyond a single measure of patronage (Chan et al., 2015; De Kayser et al., 2015). As a result, 
further research is needed to explore the relationship between the Town Centre Customer 
Experience and other patronage indicators.  
 
This thesis answered the stated calls for research and addressed existing limitations in 
knowledge in the Town Centre Customer Experience literature in two ways. Firstly, as town 
centre journeys remain mostly shopping, this research explored customers’ perception of the 
Town Centre Shopping Experience using the customer journey approach. In doing so, a precise 
measure of this construct and its effect on patronage indicators was achieved. Secondly, 
customers are more demanding of a Connected Experience that complements the benefits of 
the physical and digital retailing. This thesis explored the digital touchpoints that contribute to 
the creation of a Connected Town Centre Shopping Experience. As a result, this research 
developed our understanding of the implications of this construct on patronage intentions. The 
contribution of this thesis is made in five main areas:  
 
 
7.1.1 Contribution 1 Developing a Comprehensive Definition of the Connected Town Centre 
Shopping Experience 
 
Existing research on Town Centre Customer Experience defined this construct based 
on multifaceted journeys to the town centre that involved interactions with the private and 
public organisations (Stocchi, Hart and Haji, 2016). However, it is argued that a precise 
measure of Customer Experience can be attained through specifying the experience under 
research (Stein and Ramaseshan, 2016; Homburg, Jozic and Kuehnl, 2015). This specification 
should be in accordance to customer’s own words and reflections on their customer journeys 
in order to increase the accuracy of the measure (Lemon and Verhoef, 2016; Stein and 
Ramaseshan, 2016). Since a significant percentage of town centre journeys remain shopping 
based (Stocchi, Hart and Haji, 2016), this thesis is first to propose a comprehensive definition 
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of the Town Centre Shopping Experience (see p.81). The findings of this thesis suggest that 
customers perceive their Town Centre Shopping Experience as the totality of their interaction 
with the town centre physical touchpoints across the ‘Pre-visit’, ‘During-visit’ and ‘Post-visit’ 
stages. This definition allows researchers to more accurately capture the touchpoints that 
contribute to the Shopping Experience by creating a context for customers, which would help 
them in recalling their interactions with the retail environment (Verhoef et al., 2009). As the 
definition is based on customers’ own words, it can be extended into further research on 
Shopping Experience across wider sample of town centres.   
 
Notably, the limited digital infrastructure in town centres has restricted developing the 
role of digital integration in the Town Centre Customer Experience. This thesis is also first to 
provide a definition for the Connected Town Centre Shopping Experience based on customer’s 
perception of this construct. In line with the recommendation of El Azhari and Bennet (2015), 
this research explored how town centre customers perceive digital integration in town centres 
and how it would create a Connected Shopping Experience for them. The results suggest that 
a Connected Town Centre Shopping Experience entails the totality of customers’ interactions 
with the physical and digital touchpoints of the town centre across the Pre-visit, During-visit 
and Post-visit stages. This definition provides ground for further research on digital integration 
in the town centre context by allowing us to capture all possible physical and digital touchpoints 
that customers interact with at each stage of the shopping visit. Similarly, it can be extended to 
the wider retail contexts including shopping malls and touristic sites as research into the 
Connected Shopping Experience in such context remains underdeveloped.  
 
7.1.2 Contribution 2 Refining the Determinants of Town Centre Shopping Experience 
 
Previous town centre research explored the Town Centre Customer Experience as a 
multifaceted construct (Stocchi, Hart and Haji, 2016). According to Stein and Ramaseshan, 
(2016) and Homburg, Jozic and Kuehnl (2015), treating Customer Experience as a multifaceted 
construct limits the accuracy of the developed measure. Consequently, a significant 
contribution of this thesis is made by developing a specific measure of the Town Centre 
Shopping Experience that can be implemented to capture the effect on patronage intentions. 
Firstly, the constructs that contribute to the development of this construct were captured using 
respondents’ actual interactions with the town centre touchpoints across each stage of the 
shopping visit. As argued by scholars in Customer Experience (Homburg, Jozic and Kuehnl, 
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2015; Lemke, Clark and Wilson, 2011), the customer journey approach can help the researcher 
to identify all direct/indirect touchpoints that customers interact with during their journey. 
Accordingly, a more accurate measure of Customer Experience can be attained. The analysis 
highlights Assortment, Atmosphere, Accessibility, Layout, Information and Signage, Social 
Interactions, Public Insecurity and Leisure as the physical touchpoints that influence the Town 
Centre Shopping Experience. Therefore, these findings extend the work of Stocchi, Hart and 
Haji (2016) by highlighting specific touchpoints that contribute to the development of the 
Town Centre Shopping Experience. Importantly, since town centres are considered a macro 
retail environment, the touchpoints presented in this thesis can be extended to other retail 
locations such as shopping malls and touristic destinations. However, specific research would 
be required into these contexts to increase the accuracy of the developed measures of Shopping 
Experience.  
 
Secondly, the instruments developed in this thesis were adapted according to 
respondent’s own words. This is consistent with Stein and Ramaseshan (2016) who argue the 
need to use customer’s own words in capturing the Customer Experience accurately. The 
reliability and validity of the measures used in this research were acceptable, hence they can 
be extended to further town centre research. The developed measure of the Town Centre 
Shopping Experience results in an accurate predictor of the patronage in town centre, 
specifically in terms of customers’ revisit, spend and dwell intentions since it was developed 
based on customers’ own reflections on their shopping experience (Homburg, Jozic and 
Kuehnl, 2015; De Kayser et al., 2015). Accordingly, the touchpoints identified in this thesis 
can help academics and managers to attain deeper understanding into the salient touchpoints 
that contribute to the Town Centre Shopping Experience. The results indicate that academics 
and practitioners should strategically adjust and develop better interactions with each construct 
in accordance with the results they attain from using the measures presented in this thesis. This 
would allow them to create positive perceptions of the Shopping Experience and stimulate 
positive patronage intentions.  
 
7.1.3 Contribution 3 Identifying Public Insecurity as an Emerging Touchpoint 
 
The findings of this thesis highlight Public Insecurity as an emerging touchpoint that 
was not present in previous Town Centre Customer Experience research (Stocchi, Hart and 
Haji, 2016; Hart, Stachow and Cadogan, 2013; Hart et al., 2007) nor the Customer Experience 
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literature in the wider retail contexts (Terblanche, 2018; Tandon, Gupta and Tripathi, 2016). 
The analysis of customers’ shopping journeys to the town centre demonstrated customers 
dissatisfaction with the negative behaviour of other users of the town centre including street 
beggars and donation collectors. An interaction with those users made customers feel 
“patronised”, “uncomfortable” and in some cases “insecure”. This was specifically the case 
when customers were holding shopping bags and they were being harassed by those users to 
give them money. The findings highlight that such behaviours negatively influenced the 
perceived shopping experiences, resulting in negative patronage intentions. The role of Social 
cues has been highlighted in the Customer Experience literature (Grewal, Levy and Kumar, 
2009; Puccinelli et al., 2009). Where customers develop negative perceptions of the social cues 
of the retail environment, negative feelings arise that guide customers’ patronage intentions 
towards the retail setting. This thesis demonstrates the significance of Public Insecurity to the 
creation of the Shopping Experience in town centre context. The strength of the relationship is 
subjected to each town centre. Hence, managers can adopt the measure used in this thesis to 
attain insights into public perception of this touchpoint. This would allow them to take 
decisions that improve the safety of shoppers in the town centre. The consideration of this 
touchpoint should be extended to wider retail contexts such as shopping malls and touristic 
destinations as they involve other users that may contribute to their shopping experiences.  
 
7.1.4 Contribution 4 The Role of Digital Integration in Creating a Connected Shopping 
Experience 
 
This thesis has for the first time identified how customers perceive digital integration 
in the town centre. It demonstrated the complementary role of digital touchpoints in developing 
a Connected Town Centre Shopping Experience. Due to limitations in the digital infrastructure 
of town centres, our understanding of this effect remains limited.  
 
The research reported in this thesis provides fundamental understanding of digital 
touchpoints that influence the Shopping Experience as perceived by customers. It identifies the 
following digital touchpoints that contribute to the Connected Town Centre Shopping 
Experience: Digital Channel (Website, Social Media, Mobile application and Digital 
technology (Wi-Fi). Throughout the customer journey, customers interact with these 
touchpoints to complement their Shopping Experience and enhance their convenience. For 
instance, customers interact with the digital channels to access online information that helps 
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them to reduce the transactional costs of shopping in the town centre. They seek to reduce 
spatial and temporal constraints present in the town centre shopping, which will allow them to 
make their shopping visits more convenient. Meanwhile, customers seek an interaction with 
the digital technologies (Wi-Fi) to help them maintain connectedness to the digital domain 
when faced by mobile internet limitations. Likewise, it will help them to engage in research 
shopping, send/receive feedback from their social networks to make better shopping decision.  
As reported by some respondents, losing connectivity to the internet hinders their ability to 
complete their shopping goals, which leads to negative perceptions of the Shopping 
Experience.  
 
As portrayed in the results, a Connected Shopping Experience has implications on 
customer’s patronage intentions. Yet, in contrast to the physical touchpoints, town centre 
customers still perceive digital integration as less salient to their Town Centre Shopping 
Experience and patronage intentions. The findings presented in this thesis provide further 
support to the previous research on Connected Shopping Experience in the high street context 
(Betzing, Beverungen and Becker, 2018; Demko-Rihter and Ter Halle, 2015; El Azhari and 
Bennet, 2015; Rigby, 2011). The findings of this thesis can be used as a groundwork for further 
research on the Connected Shopping Experience in other retail formats such as shopping malls 
as scarcity of research exists on this concept in such contexts. Importantly, it can be used by 
town centre managers to understand how digital integration can be applied in this context to 
improve the Shopping Experience.  
 
7.1.5 Contribution 5 The Implications of Connected Town Centre Shopping Experience 
beyond Revisit 
 
Previous work demonstrated the effect of Shopping Experience on patronage in terms 
of revisit intentions (Terblanche, 2018; Stocchi, Hart and Haji, 2016). However, patronage 
consists of different indicators that can be influenced by the Shopping Experience (Kerin, Jain 
and Howard, 1992). Thus, exploring the effect of Shopping Experience beyond revisit provides 
detailed insights into customers’ patronage behaviour (De Kayser et al., 2015; Chan et al., 
2015).  
 
The findings of this research provide significant contribution to the town centre 
literature by demonstrating the effect of the Shopping Experience on three patronage 
 Chapter 7: Conclusion  
266 
 
indicators: revisit, spend and dwell. The models used in this research highlights how the 
perceived Connected Town Centre Shopping Experience has different effects on each 
patronage indictor. Consequently, town centre managers may benefit from the results presented 
in this research to adjust the shopping experiences in ways to improve a specific patronage 
indicator that may be underperforming in their town centre. The findings can be extended into 
the wider retail contexts as limited research exist on the effect of Customer Experience beyond 
revisit intentions.  
 
7.2 Implications of the Connected Town Centre Shopping Experience Research 
 
7.2.1 Theoretical Implications 
 
This research enabled us to gain deeper understanding into the determinants of 
Connected Town Centre Shopping Experience and its implications on the patronage intentions. 
It allowed us to understand how customers perceive this construct across the town centre 
shopping visit. Accordingly, a concise definition of this construct was developed for the first 
time (p.83). Here, the Connected Town Centre Shopping Experience is demonstrated to be an 
interaction with the town centre’s physical and digital touchpoints across the three stages of 
the shopping journey (Pre-visit, During-visit and Post-visit). Upon each interaction, customers 
develop several psychological responses that influence the perceived Shopping Experience. 
Accordingly, the perceived experience guides their patronage intentions in terms of revisit, 
spend and dwell. There are five theoretical contributions of this research: 
 
1. The findings of this thesis can help determine the significance of customers’ interaction 
with each physical/digital channel. The dynamics of Customer Experience are 
constantly changing with the development of digital retailing. In this research, the 
model demonstrates a significant relationship between eight physical touchpoints and 
the Town Centre Shopping Experience construct: Assortment, Atmosphere, 
Accessibility, Layout, Information and Signage, Social Interaction, Public Insecurity 
and Leisure. Further, this research extends the findings of previous scholars by 
highlighting the change in the perceived importance of each touchpoint to the customer. 
For example, the Town Centre Shopping Experience model demonstrates that 
Accessibility, Layout and Atmosphere are the strongest, most salient touchpoints to 
influence the Town Centre Shopping Experience. Whereas, Assortment and Social 
Interactions had equal strengths in the model and ranked fourth and fifth accordingly. 
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Counter to previous work, the results suggest that customers perceive the functional 
and experiential touchpoints to be equally important when assessing their Town Centre 
Shopping Experience. Notably, a new touchpoint emerged in this research ‘Public 
Insecurity’, which was not addressed in previous research. This touchpoint has a 
negative relationship with the Town Centre Shopping Experience and has led to 
negative perceptions of the town centres. Despite its mediocre strength, the significance 
and direction of the relationship with the Town Centre Shopping Experience warrants 
further research into this matter as it could be an important deterrent to customers’ 
patronage.  
 
2. The measures developed in this research could be extended to the wider retail contexts. 
Whilst most measures were adapted from established literature, some were developed 
in this research in accordance with respondents’ own words. Specifically, Public 
Insecurity and Leisure scales were new for this research and demonstrated good 
reliability and internal validity. The purification of the original scales used in this 
research eliminated items that customers do not perceive as salient to their shopping 
experience, thus making the scales more accurate. For example, the modified 
Assortment scale captures customer’s perception of the variety of stores and products 
in the town centre, highlighting that customers perceive both touchpoints as a single 
touchpoint. Similarly, all leisure touchpoints load on a single construct, which suggest 
that customers perceive the Leisure touchpoint holistically. Thus, the purified measures 
can be applied in wider Shopping Experience research on town centre context and can 
be extended to shopping malls and touristic destinations. Such research will provide 
further support to the reliability, validity and generalisability of these measures.  
 
3. This research provided deeper understanding of the digital interactions that contribute 
to the development of a Connected Town Centre Shopping Experience. A concise 
definition of this construct was developed, showing that customers perceive this 
construct as the totality of interactions they have with the town centre physical and 
digital touchpoints throughout their shopping visit. The research identified that 
customers perceive the digital touchpoints as digital channels (Website, Social Media 
and Mobile application) digital online technologies (Wi-Fi). The findings of this 
research confirm the complementary role of digital touchpoints in the development of 
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the Shopping Experience by facilitating customers’ access to information and maintain 
connectedness to their social networks. They moderate customers’ perceptions of the 
physical touchpoints, thus inflecting the perceived experience and patronage intentions. 
Thus, customers perceive digital touchpoints as tools to help them reduce their 
transactional costs of shopping and increase their convenience. However, the effect of 
digital interactions remains marginal, which is attributed to customers’ emphasis on 
having better physical touchpoints in contrast to digital integration. Therefore, this 
thesis provides unique understanding of the Connected Town Centre Shopping 
Experience as a complementary tool of the Shopping Experience. Thus, the findings of 
this thesis can be used as groundwork for future research into this concept.     
 
4. In line with the recommendation of Chan et al (2015), patronage was captured beyond 
revisit to attain deeper insights into the implications of Shopping Experience on town 
centre patronage. The findings of this research extend the work of Stocchi, Hart and 
Haji (2016) by highlighting the effect of the Shopping Experience on revisit, spend and 
dwell intentions. Importantly, the findings are first to outline the effect of digital 
interaction on changing customers’ patronage intentions towards the town centre. The 
results of this research can be used to measure the effect of Connected Shopping 
Experience on patronage intentions in other retail formats such as shopping malls and 
touristic destinations due to scarcity of research on this construct in these contexts.  
 
5. The research design adopted in this research can be extended to Customer Experience 
research in other retail contexts such as stores and shopping malls. The methodology 
was selected based on De Kayser et al (2015) recommendation to use multiple methods 
when developing a measure of Customer Experience. The use of qualitative methods 
was central to understand how customers perceive their Town Centre Shopping 
Experience in their own words (Stein and Ramaseshan, 2016). This was beneficial 
developing new reliable scales for this research. Likewise, the use of customer journey 
approach was adopted based on the conceptualisation of Customer Experience creation 
in literature (Lemon and Verhoef, 2016; Homburg, Jozic and Kuehnl, 2015; Lemke, 
Clark and Wilson, 2011). The use of the multiphase mixed methods design helped the 
researcher to precisely measure the Connected Town Centre Shopping Experience by 
identifying all touchpoints that contributes to the development of this construct. 
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Therefore, scholars are encouraged to adopt this methodology when measuring 
Customer Experience to increase the accuracy of their work.  
 
7.2.2 Managerial Implications 
 
The findings presented in this thesis have significant value to town centre managers 
and government bodies responsible for revitalising the town centre. For town centre to survive 
the difficult times, managers should listen to the demands of customers in relation to improving 
local town. Successful organisations around the globe invested heavily in improving customer 
experience by listening to their customers’ needs and wants (Homburg, Jozic and Kuehnl, 
2015). Such recommendation is imperative for town centres due to the existing negative 
perceptions of town centre shopping, which heavily impacted the national economy.  
 
For town centre to prosper, town centre managers should address customers’ 
expectations from the shopping experience. The results of this research reveal that government 
and council investments should focus on improving the most salient physical touchpoints 
(Assortment, Accessibility, Layout, Atmosphere and Social Interactions) to satisfy local 
customers. This research demonstrated that customers still put emphasis on the physical aspects 
of the town centre that relates to the ease of shopping in the town centre as well as fulfilling 
their shopping goals. Importantly, with the emergence of digital retailing as a convenient 
shopping destination, customers became more aware of the experiential elements of the town 
centre. Particular attention should be given to the Atmosphere, Social Interactions and Public 
Insecurity in the town centre. Customers appear to be concerned about their security when 
shopping in their town centres due to the negative behaviours of other uses in the town centre. 
Negative experiences developed from the hostile behaviour from other users of the town 
encouraged negative avoidance behaviour towards town centres. This led to a decrease in 
patronage as reported by customers. Therefore, local authorities should take serious steps 
towards work on the safety and security aspects in town centre to enhance the emotional and 
affective experiences of their users.  
 
Likewise, town centre managers should focus on creating interactive experiences in the 
town centre that emotionally and socially stimulate their users. For instance, special events 
taking place in the town centres reflects the British heritage, which induced positive shopping 
experiences and patronage behaviour as customers reported in this thesis. Such events establish 
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emotional attachment between customers and town centre as it holds personal meaning beyond 
functional objectives. As highlighted in this thesis, customers really value their attachment with 
their local town centre, which keeps on motivating them to shop locally. Similarly, managers 
should continue to improve the weekly market in town centre because it creates vibrant 
atmosphere for users that emotionally stimulate them. The weekly market can distinguish this 
retail location from other destinations, which can be a pull-factor for future patronage. Further 
emphasis is required on the refreshment and entertainment facilities in town centres as they 
help customers to positively perceive their shopping experience, particularly when they are 
unable to achieve their shopping purpose.  
 
In terms of digital integration, this thesis draws attention to the moderating role of 
digital channels and technologies in developing a Connected Town Centre Shopping 
Experience. The integration of online information allowed respondents to reduce the spatial 
and temporal constraints, which helped them to plan their shopping journeys better. 
Importantly, digital technology (Wi-Fi) can help shoppers maintain their connectedness to their 
social circle to overcome any challenges they may face when shopping in the town centre. 
Interactions with the digital touchpoints influenced respondent’s perception of the 
Accessibility, Assortment and Leisure significantly. Likewise, patronage indicators showed 
significant differences due to digital interactions. Thus, local authorities should take serious 
steps towards integrating digital in town centres to improve the perceived value of shopping 
locally. In the emerging economic environment, creating digital channels can be a cost 
effective first step to overcome customers’ concerns regarding the transactional costs of 
shopping locally. As customers’ demand for information is growing, integrating digital 
channels will allow town centre users to have an idea of what to expect during their shopping 
visit. As a result, customers are less likely to encounter obstacles or inconvenience in the 
shopping journey, which yields positive experience and patronage behaviour. Yet, improving 
the physical attributes of the town centre is imperative to avoid a cannibalisation effect of 
digital channels. Customers may negatively perceive the town centre based on the information 
provided, which can lead to negative effect on patronage. Therefore, managers could 
accentuate the positive, physical aspects of the town centre to customers when interacting with 
the digital touchpoints. For instance, identifying opportunities for linked shopping journeys 
(with promotional offers and discounts) to increase the convenience of their visit. Furthermore, 
town centre managers can improve customers’ accessibility in the town centre by capitalising 
on digital channels and technologies to demonstrate information regarding available parking 
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spaces and costs, location of stores, and public transport to reduces customers’ churn during 
the shopping visit.   
  
Finally, this thesis provides town centre managers with tools to use to improve their 
town centres. The model developed to measure the Town Centre Shopping Experience could 
be adopted by town centre managers to gain insights into customers’ perception of the 
individual touchpoints presented in the model and take actions accordingly. The hybrid diary 
could be adapted to different town centres and administrated digitally to town centres users to 
identify the constituents of their Shopping Experience based on actual shopping journeys. 
Accordingly, Phase III final questionnaire with the purified instruments (35 items) can be 
administrated to capture the elements of the town centre that are important to customers beyond 
the quota sample used in this research.  
 
7.4 Concluding Remarks  
 
Town centres remain an important shopping destination for their users and visitors 
because of the deep meanings they hold to their customers. The decline in town centre 
patronage highlight a significant concern for government and users alike because of town 
centres significant economic and sociological contributions. Exploring the Connected Town 
Centre Shopping Experience empowers retailers, local authorities and government bodies to 
address the patronage issue by understanding the interactions that contribute to the negative 
experiences in this retail setting. Consequently, limited resources can be used more effectively 
by focusing on the salient physical and digital touchpoints to improve customers’ perceptions 
of the town centre as a shopping location. Importantly, exploring the Connected Town Centre 
Shopping Experience helps decision makers to understand the role digital channels and 
technologies in town centres’ shopping journeys. This research has provided unique insights 
into the Connected Town Centre Shopping Experience on patronage intentions. In doing so, 
this research helps town centres to revitalise themselves by addressing the emerging need of 
customers for a Connected Shopping Experience.  
 
References  
272 
 
References  
 
Abbott, L. (1955) Quality and Competition: An Essay in Economic Theory. New York, NY: 
Columbia University Press. 
 
Alreck, P. and Settle, R. (2003). The Survey Research Handbook. (3rd ed.). New York: 
McGraw-Hill. 
 
Arnold, M.J. and Reynolds, K.E., (2003) ‘Hedonic shopping motivations’, Journal of 
Retailing, 79(2), pp. 77-95. 
 
Baker, J., Parasuraman, A., Grewal, D. and Voss, G. (2002) ‘The Influence of Multiple Store 
Environment Cues on Perceived Merchandise Value and Patronage Intentions’, Journal of 
Marketing, 66 (2), pp. 120–41. 
 
Bamfield, J. A. N. (2013) ‘Retail Futures 2018: Shop Numbers, Online and The High Street’, 
Centre for Retail Research, (May 2013), pp. 1–59.  
 
Barabas, J. and Jerit, J. .(2010) “Are Survey Experiments Externally Valid?” American 
Political Science Review, 104 (May), pp. 226–242. 
 
Baumgartner, H. and Homburg, C. (1996) ‘Applications of structural equation modeling in 
marketing and consumer research: A review’, International Journal of Research in Marketing, 
13(2), pp. 139-161. 
 
Bazeley, P. and Jackson, K. (2013) Qualitative data analysis with NVivo, eds. SAGE 
publications limited. 
 
Bell, S.J. (1999) ‘Image and consumer attraction to intraurban retail areas: An environmental 
psychology approach’, Journal of Retailing and Consumer Services, 6(2), pp. 67-78. 
 
Berger, A.A. (2014) Media andCommunications Research Methods: An Introduction to 
Qualitative and Quantitative Approaches. Los Angeles: Sage Publication, Inc. 
 
Bernard, HR. (2002) Research methods in anthropology: Qualitative and quantitative 
approaches. 3rd. Alta Mira Press; Walnut Creek, CA. 
 
Berry, L. L. (1969) ‘The components of department store image: A theoretical and empirical 
analysis’,  Journal of Retailing, 45(1), 3–20. 
 
Berry, L. L., Carbone, L. P. and Haeckel, S. H. (2002) ‘Managing the total customer 
experience’, MIT Sloan Management Review, 43(3), pp. 85–89.  
 
Betzing, J.H., Beverungen, D. and Becker, J. (2018) ‘Design principles for co-creating digital 
customer experience in high street retail’, Proceedings of the Multikonferenz 
Wirtschaftsinformatik, MKWI’18.  
 
 
References  
273 
 
Bialosiewicz, S., Murphy, K., & Berry, T. (2013) An introduction to measurement invariance 
testing: Resource packet for participants. Available at: 
http://comm.eval.org/HigherLogic/System/DownloadDocumentFile.ashx?DocumentFileKey
=63758fed-a490-43f2-8862-2de0217a08b8 (Accessed: 30th April 2020).  
 
Bitner, M.J. (1992) ‘Servicescapes: The Impact of Physical Surroundings on Customers and 
Employees’,  Journal of Marketing, 56 (2), pp. 57–71. 
 
Bollen, K.A. (1989) Structural Equations with Latent Variables. New York: John Wiley and 
Sons. 
 
Braun, V. and Clarke, V. (2006) ‘Using thematic analysis in psychology’, Qualitative research 
in psychology, 3(2), pp.77-101. 
 
Bridges, E. and Florsheim, R. (2008) “Hedonic and Utilitarian Shopping Goals: The Online 
Experience,” Journal of Business Research, 61 (4),pp. 309–14. 
 
Brocato, E.D., Voorhees, C.M., Baker, J. (2012) ‘Understanding the influence of cues from 
other customers in the service experience: a scale development and validation’, Journal of 
Retailing, 88 (3), pp. 384–398. 
 
Bryman, A., (2016). Social research methods. Oxford: Oxford university press. 
 
Brynjolfsson, E., Hu, Y. J. and Rahman, M. S. (2013) ‘Competing in the Age of Omnichannel 
Retailing’, MIT Sloan Management Review, 54(4), pp. 23–29. 
 
Byrne, B. M. (2016) Structural equation modeling with AMOS, basic concepts, applications 
and programming, 3rd ed., New York: Taylor and Francis Group LLP. 
 
Byrne, B. M. (2010) Structural equation modeling with AMOS, basic concepts, applications 
and programming, 2nd ed., New York: Taylor and Francis Group LLP. 
 
Cacioppo, J. T., Semin, G. R., & Berntson, G. G. (2004) ‘Realism, instrumentalism, and 
scientific symbiosis: Psychological theory as a search for truth and the discovery of solutions’, 
American Psychologist, 59, pp. 214–223. 
 
Calder, B. J., Phillips, L. W., & Tybout, A. M. (1981) ‘Designing research for application’, 
Journal of Consumer Research, 8, pp.197-207. 
 
Calkins, K.G. (2005) 'More Correlation Coefficients', Applied Statistics. Available 
at: https://www.andrews.edu/~calkins/math/edrm611/edrm13.htm (Accessed:19th June 2018). 
 
Cao, L. and Li, L. (2015) ‘The Impact of Cross-Channel Integration on Retailers’ Sales 
Growth’, Journal of Retailing, 91(2), pp. 198–216.  
 
Chan, W.Y., To, C.K.M. and Chu, W.C. (2015) ‘Materialistic consumers who seek unique 
products: how does their need for status and their affective response facilitate the repurchase 
intention of luxury goods?’,  Journal of Retailing and Consumer Services, 27, pp.1–10. 
 
 
References  
274 
 
Chang, S.J., Van Witteloostuijn, A. and Eden, L. (2010) "From the Editors: Common method 
variance in international business research", Journal of International Business Studies, 41(2), 
pp. 178-184. 
 
Charmaz, K. (2006). Constructing grounded theory: A practical guide through qualitative 
analysis. Thousand Oaks, CA: Sage. 
 
Chow, S. L. (1997) ‘Science, ecological validity and experimentation’, Journal of the Theory 
of Social Behaviour, 17, pp. 181-194. 
 
Churchill, G. A. (1999) Marketing research: Methodological foundations. 7th ed. Harcourt 
Brace, Orlando, Fl. 
 
Courtright, J. A. (1996) ‘Rationally thinking about nonprobability’, Journal of Broadcasting 
& Electronic Media, 40(3), pp.414–421. 
 
Creswell, J. W. (2014). Research Design: Qualitative, Quantitative and Mixed Methods 
Approaches. 4th ed. Thousand Oaks, CA: Sage 
 
Creswell, J. W., & Plano Clark, V. L. (2018). Designing and conducting mixed methods 
research. 3rd ed. Thousand Oaks, Calif, SAGE Publications. 
 
Croasmun, J.T. and Ostrom, L., (2011) ‘Using Likert-Type Scales in the Social 
Sciences.’, Journal of Adult Education, 40(1), pp.19-22. 
 
Danziger, P. (2006) Shopping: Why We Love it and How Retailers can Create the Ultimate 
Customer Experience, Kaplan Publications.  
 
Darden, W.R. and Babin, B.J. (1994) ‘Exploring the concept of affective quality: expanding 
the concept of retail personality’, Journal of Business Research, 29(2), pp. 101-109. 
 
Davis, F.D., Bagozzi, R.P. and Warshaw, P.R. (1989) ‘User acceptance of computer 
technology: a comparison of two theoretical models’, Management Science, 35(8), pp. 982-
1003.  
 
Demko-Rihter, J. and Ter Halle, I. (2015), “Revival of high street retailing–the added value of 
shopping apps”, Amfiteatru Economic Journal, 17 (39), pp.632-645. 
 
Dennis, C., Harris, I. and Sandhu, B. (2002) ‘From Bricks to Clicks: Understanding the E-
consumer.’, Qualitative Market Research: An International Journal,  5(4), pp.281–290. 
 
Dennis, C., Newman, A., Marsland, D. (2005) Objects of Desire: Consumer behaviour in 
shopping centre choices. Hampshire: Palgrave Macmillan. 
 
Dennis, C., Alamanos, E., Papagiannidis, S. and Bourlakis, M. (2016) ‘Does social exclusion 
influence multiple channel use? The interconnections with community, happiness, and well-
being’, Journal of Business Research, 69(3), pp.1061-1070. 
 
Denzin, N. K., & Lincoln, Y. S. (Eds.). (2000) Handbook of qualitative research. 2nd ed. 
Thousand Oaks, CA: Sage. 
References  
275 
 
Denzin, N. K., and Lincoln Y. S. (2003) The Landscape of Qualitative Research: Theories and 
Issues. Thousand Oaks, Ca: Sage. 
 
De Vellis, R.F. (2003) Scale development. Newbury Park, Ca: Sage.  
 
Diamantopoulos, A. and Siguaw, J.A. (2000) Introducing LISREL: A guide for the uninitiated. 
London: Sage. 
 
Dobni, D. and Zinkhan, G.M. (1990) ‘In search of brand image: A foundation analysis’, 
Advances in Consumer Research, 17(1), pp. 110-119. 
 
Donovan, R. J., and Rossiter J. R. (1982) ‘Store atmosphere: An experimental psychology 
approach’, Journal of Retailing, 58(1), pp. 34-57. 
 
Downs, R.M. (1970) ‘The cognitive structure of an urban shopping center’, Environment and 
Behavior, 2(1), pp. 13-39. 
 
Easterby-Smith, Thorpe M., R., and Lowe A. (2002) Management Research: An Introduction. 
Sage, London. 
 
El Azhari, J., Bennett, D (2015) “Omni-channel customer experience: an investigation into the 
use of digital technology in physical stores and its impact on the consumer’s decision-making 
process”. In: XXIV AEDEM International Conference, London, UK.  
 
Eli, J. (2009). An exploratory mixed methods study of prospective middle grades teachers’ 
mathematical connections while completing investigative tasks in geometry. University of 
Kentucky Doctoral Dissertations. 781.  
 
Enders, C.K. (2001) ‘A primer on maximum likelihood algorithms available for use with 
missing data’, Structural Equation Modeling: A Multidisciplinary Journal, 8(1), pp. 128-141. 
 
Enders, C.K. and Bandalos, D.L. (2001) ‘The relative performance of full information 
maximum likelihood estimation for missing data in structural equation models’, Structural 
Equation Modeling: A Multidisciplinary Journal, 8(3), pp. 430- 457. 
 
Erba, J., Ternes, B., Bobkowski, P., Logan, T. and Liu, Y. (2018) ‘Sampling methods and 
sample populations in quantitative mass communication research studies: A 15-year census of 
six journals’, Communication Research Reports, 35(1), pp.42-47. 
 
Faul, F., Erdfelder, E., Lang, A.G. and Buchner, A. (2007) ‘G* Power 3: A flexible statistical 
power analysis program for the social, behavioral, and biomedical sciences’, Behavior 
Research Methods, 39(2), pp.175-191. 
 
Fellows, R. & Liu, A. (2015) Research methods for construction. 4th ed. New York: WIELLY, 
Blackwell. 
 
Filstead, W. J. (1979) Qualitative methods: A needed perspective in evaluation research. In T. 
D. Cook & C. S. Reichardt (Eds.), Qualitative and quantitative methods in evaluation research 
(pp. 33–48). Beverly Hills, CA: Sage. 
 
References  
276 
 
Fornari, E., Fornari, D., Grandi, S., Menegatti, M. and Hofacker, C.F. (2016) ‘Adding store to 
web: migration and synergy effects in multi-channel retailing’, International Journal of Retail 
& Distribution Management, 44(6), pp. 658-674. 
 
Fornell, C. and Larcker, D.F. (1981) "Evaluating structural equation models with unobservable 
variables and measurement error", Journal of Marketing Research, 18(1), pp. 39-50. 
 
Foroudi P, Akarsu, TN, Ageeva, E, Foroudi MM, Melewar TC and Dennis C (2017) ‘Promising 
the dream: the changing destination image of London through the effect of website 
place’, Journal of Business Research, 83, pp.97-110. 
 
Gardner, B.B. and Levy, S.J. (1955) ‘The product and the brand’, Harvard Business Review, 
33(2), pp. 33-39. 
 
Gautschi, D.A. (1981) ‘Specification of Patronage Models for Retail Center Choice’, Journal 
of Marketing Research, 18(2), pp. 162-174. 
 
Gelo, O., Braakmann, D. and Benetka, G. (2008) ‘Quantitative and qualitative research: 
Beyond the debate’, Integrative psychological and behavioral science, 42(3), pp.266-290. 
 
George, D. and Mallery, P. (2010) SPSS for Windows Step by Step: A Simple Guide and 
Reference 17.0 Update. 10th ed., Boston: Pearson.  
 
Glaser, B. G., & Strauss, A. L. (1967) The discovery of grounded theory: Strategies for 
qualitative research. Chicago: Aldine. 
 
Greene, J. C., Caracelli, V. J., & Graham, W. F. (1989) ‘Toward a conceptual framework for 
mixed-method evaluation designs’, Educational Evaluation and Policy Analysis, 11(3), pp. 
255–274. 
 
Grimstad, S. (2013). Business Driven Environmental Action in Agricultural Based Tourism 
Micro-Clusters in Norway And Australia. The University of Newcastle. 
 
Greysen, S. R., Allen, R., Lucas, G. I., Wang, E. A., & Rosenthal, M. S. (2012) ‘Understanding 
transitions in care from hospital to homeless shelter: A mixed-methods, community-based 
participatory approach’, Journal of General Internal Medicine, 11, pp. 1484–1491. 
 
Guba, E.G. and Lincoln, Y.S., (1994). Competing paradigms in qualitative research. In N. K. 
Denzin & Y. S. Lincoln (Eds.), Handbook of qualitative research (pp. 105–117). Thousand 
Oaks, CA: Sage. 
 
Gentile, C., Spiller, N. and Noci, G. (2007) ‘How to sustain the customer experience: an 
overview of experience components that co-create value with the customer’, European 
Management Journal, 25(5), pp. 395-410. 
 
Gensler, S., Dekimpe, M.G. and Skiera, B. (2007) ‘Evaluating Chan- nel Performance in Multi-
Channel Environments’, Journal of Retailing & Consumer Services, 14 (1), pp.17–23. 
 
 
 
References  
277 
 
Gerbing, D.W., Anderson, J.C. (1988) ‘An updated paradigm for scale development in- 
corporating unidimensionality and its assessment’, Journal of Marketing Research, 25 (2), pp. 
186–192. 
 
Ghosh, A. and McLafferty, S.L. (1987). Location strategies for retail firms and service 
firms. Heath Company, Lexington: DC. 
 
Gilmore, J.H. and Pine, B.J., (2002) ‘Customer experience places: the new offering 
frontier’,  Strategy & Leadership, 30(4), pp.4-11. 
 
Grewal, D., Levy, M., Kumar, V. and Robinson, J. M. (2009) ‘Customer Experience 
Management in Retailing: An Organizing Framework’, Journal of Retailing, 85(1), pp. 1–14. 
 
Grewal, D. and Roggeveen, A.L. (2020) ‘Understanding Retail Experiences and Customer 
Journey Management.’, Journal of Retailing, 96(1), pp.3-8. 
 
Guest, G., Bunce, A., & Johnson, L. (2006) ‘How many interviews are enough? An experiment 
with data saturation and variability’, Field Methods, 18, pp. 59-82. 
 
Gupta, S. and Vajic, M. (2000) “The contextual and dialectical nature of experiences”, in 
Fitzsimmons, J.A. and Fitzsimmons, M.J. (Eds), New Service Development: Creating 
Memorable Experiences,Sage, Thousand Oaks,CA, pp. 33-51. 
 
Guy, C. (1994). The retail development process: Location, property, and planning. London: 
Routledge 
 
Haig, B.D. (2010) Abductive Research Methods. In International Encyclopaedia of Education, 
3rd ed., (pp. 77–82), Elsevier Science. 
 
Hair, J.F., Black, W.C., Babin, B.J., Anderson, R.E. and Tatham, R.L. (2006) Multivariate data 
analysis. 6th ed. Pearson Prentice Hall, Upper Saddle River, New Jersey. 
 
Hair, J., Bush, R. and Ortinau D. (2006) Marketing research within a changing environment. 
McGraw Hill, New York. 
 
Hair, J.F., Black, W.C., Babin, B.J. and Anderson, R.E. (2010) Multivariate Data Analysis. 7th 
Edition, Pearson, New York. 
 
Hair, J. F., Celsi, M., Ortinau, D. J., & Bush, R. P. (2017). Essentials of marketing research. 
4th ed. New York, NY: McGraw-Hill Education. 
 
Hansen, J. T. (2004) ‘Thoughts on knowing: Epistemic implications of counseling practice’, 
Journal of Counseling & Development, 82, pp. 131– 138. 
 
Highhouse, S. (2009) ‘Designing experiments that generalize’, Organizational Research 
Methods, 12(3), pp.554-566. 
 
Hart, C., Farrell, A. M., Stachow, G., Reed, G. and Cadogan, J. W. (2007) ‘Shopping 
Experience Enjoyment: Impact on customers’ Repatronage Intentions, and Gender Influence’, 
The Service Industries Journal, 27(5), pp. 1–46.  
References  
278 
 
Hart C., Stachow G., Rafiq M. and Laing A. (2014), The customer experience of town centres, 
Loughborough: Loughborough University. Available at: http://www.lboro.ac.uk/ 
media/wwwlboroacuk/content/sbe/downloads/research/ESRC%20Town%20Centre%20Custo
mer%20 Experience%202014.pdf (Accessed: 17th Feb 2017).  
 
Hart, C., Stachow, G. and Cadogan, J. W. (2013) ‘Conceptualising Town Centre Image and 
the Customer Experience’, Journal of Marketing Management, 29(15–16), pp. 1753–1781. 
 
Herhausen, D., Binder, J., Schoegel, M. and Herrmann, A. (2015) ‘Integrating Bricks with 
Clicks: Retailer-Level and Channel-Level Outcomes of Online–Offline Channel Integration’, 
Journal of Retailing, 91(2), pp. 309–325.  
 
Herrman, R.O. and Belk, L.L. (1968) ‘'Shoppers Movements Outside Their Local Retail Area’, 
Journal of Marketing, 32 (October), pp. 45-51. 
 
Hoffman, D. L., & Novak, T. P. (2015). Emergent experience and the connected consumer in 
the smart home assemblage and the Internet of things. The Center for the Connected Consumer; 
The George Washington University School of Business. 
 
Holbrook, M.B. and Hirschman, E.C. (1982) ‘The Experiential Aspects of Consumption: 
Consumer Fantasies, Feelings, and Fun’, Journal of Consumer Research, 9 (September), pp. 
132–40. 
 
Holder, J. (2019) 'High Street Crisis Deepens: 1 in 12 Shops Closed in Five Years', BBC, 30 
January. Available at: https://www.theguardian.com/cities/ng-interactive/2019/jan/30/high-
street-crisis-town-centres-lose-8-of-shops-in-five-years (Accessed: 17th March 2019). 
 
Homburg, C., Jozić, D. and Kuehnl, C (2015). ‘Customer experience management: toward 
implementing an evolving marketing concept’, Journal of the Academy of Marketing 
Science, 45(3), pp. 377-401. 
 
Housing, Communities and Local Government Committee (2019) High Streets and Town 
Centres in 2030. Available 
at: https://publications.parliament.uk/pa/cm201719/cmselect/cmcomloc/1010/full-
report.html#heading-6 (Accessed: 03 March 2019). 
 
Howard, J.A and Sheth, J.N. (1969) The Theory of Buyer Behaviour. New York: John Willey. 
 
Hozier, G.C. and Stem, D.E. (1985) ‘General retail patronage loyalty as a determinant of 
consumer outshopping behavior’, Journal of the Academy of marketing Science, 13(1-2), pp. 
32-46. 
 
Hu, L. and Bentler, P.M. (1999) ‘Cutoff criteria for fit indexes in covariance structure analysis: 
Conventional criteria versus new alternatives’, Structural Equation Modeling: A 
Multidisciplinary Journal, 6(1), pp. 1-55. 
 
Hunt, S. D. (1990) ‘Truth in marketing theory and research’, Journal of Marketing, 54(3), pp. 
1-15. 
 
 
References  
279 
 
Hunt, S. D. (1991) ‘Positivisim and paradigm dominance in consumer research: Toward critical 
pluralism and rapprochement’, Journal of Consumer Research, 18(1), pp. 32-44. 
 
Inman, J.J. and Nikolova, H. (2017) ‘Shopper-facing retail technology: a retailer adoption 
decision framework incorporating shopper attitudes and privacy concerns’, Journal of 
Retailing, 93(1), pp.7-28.  
 
Isaac, S., & Michael, W. B. (1995). Handbook in research and evaluation: A collection of 
principles, methods, and strategies useful in the planning, design, and evaluation of studies in 
education and the behavioral sciences. 3rd ed. EdITS Publishers. 
 
Jain, R., Aagja, J. and Bagdare, S., (2017) ‘Customer experience–a review and research 
agenda’,  Journal of Service Theory and Practice, 27(3), pp.642-662. 
 
Juaneda-Ayensa, E., Mosquera, A. and Sierra Murillo, Y. (2016) ‘Omnichannel customer 
behavior: key drivers of technology acceptance and use and their effects on purchase 
intention’, Frontiers in psychology, 7, Article 1117. 
 
Jette, Dianne J.; Grover, Lisa & Keck, Carol P. (2003) ‘A qualitative study of clinical decision 
making in recommending discharge placement from the acute care setting’, Physical Therapy, 
83(3), 224-236. 
 
Jones, M.A., Reynolds, K.E. (2006) ‘The role of retailer interest on shopping behaviour’, 
Journal of Retailing, 82 (2), pp.115–126. 
 
Kemper, E. A., Stringfield, S., & Teddlie, C. (2003). Mixed methods sampling strategies in 
social science research. In A. Tashakkori & C. Teddlie (Eds.), Handbook of mixed methods 
in social and behavioral research (pp. 273-296). Thousand Oaks, CA: Sage. 
 
Kerin, R.A., Jain, A. and Howard, D.J. (1992) ‘Store shopping experience and consumer price–
quality–value perceptions’, Journal of Retailing, 68(4), pp. 376–397. 
 
Kriss, P.H. and Weber, R. (2013) “Organizational Formation and Change: Lessons from 
Economic Laboratory Experiments.” In Handbook of Economic Organization: Integrating 
Economic and Organizational Theory, ed. A. Grandori. pp.245–72, Northampton:Edward 
Elgar Publishing Limited. 
 
Lang, A. (1996) ‘The logic of using inferential statistics with experimental data from 
nonprobability samples: Inspired by Cooper, Dupagne, Potter, and Sparks’, Journal of 
Broadcasting & Electronic Media, 40(3), pp.422–430. 
 
LaSalle, D., Britton, T.A. (2003) Priceless: Turning Ordinary Products into Extraordinary 
Experiences. Harvard Business School Press, Boston, MA. 
 
Lee, M. S., Hsiao, H. D. and Yang, M. F. (2011) ‘The study of the relationships among 
experiential marketing, service quality, customer satisfaction and customer loyalty’, The 
International Journal of Organizational Innovation, 3(2), pp. 352-378. 
 
Lee, N. and Lings, I. (2008). Doing business research: a guide to theory and practice. Sage. 
 
References  
280 
 
Lemke, F., Clark, M. and Wilson, H. (2011) ‘Customer experience quality: An exploration in 
business and consumer contexts using repertory grid technique’, Journal of the Academy of 
Marketing Science, 39(6), pp. 846- 869. 
 
Lemon, K. N. and Verhoef, P. C. (2016) ‘Understanding Customer Experience and the 
Customer Journey’, Journal of Marketing, 80(Special Issue), pp. 69–96.  
 
Local Data Company (2019) Retail and Leisure Market Update H1 2018. Local Data 
Company: Vine Hill, London. 
 
Ma, L. (2012) ‘Some philosophical considerations in using mixed methods in library and 
information science research’, Journal of the Association for Information Science and 
Technology, 63(9), pp.1859-1867. 
 
MacInnes, D.J. and Price, L.L. (1987) ‘The role of imagery in information processing: Review 
and extensions’, Journal of consumer research, 13(4), pp.473-491. 
 
Malhotra, N. and Birks, D. (2003) Marketing Research: An Applied Approach. Pearson: Essex. 
 
Mano, H. (1999) ‘The influence of pre-existing negative affect on store purchase intentions’, 
Journal of Retailing, 75(2), pp.149–172. 
 
Mason, M. (2010) Sample size and saturation in PhD studies using qualitative interviews. 
In Forum qualitative social research, 11(3), Article 8.  
 
Martineau, P. (1958) ‘The personality of the retail store’, Harvard Business Review, 36(1), pp. 
47-55.  
 
Maxwell, J. (1997). Designing a qualitative study. In L. Bickman & D. J. Rog (Eds.) Handbook 
of applied social research methods (pp. 69-100). Thousand Oaks, CA: Sage. 
 
McGoldrick, P. J. (2002) Retail Marketing. McGraw-Hill, Maidenhead.  
 
Melis, K., Campo, K., Breugelmans, E. and Lamey, L. (2015) ‘The Impact of the Multi-channel 
Retail Mix on Online Store Choice: Does Online Experience Matter?’, Journal of Retailing, 
91(2), pp. 272–288.  
 
Meenaghan, T. (1995) ‘The role of advertising in brand image development’. Journal of 
Product & Brand Management, 4(4), pp.23-34. 
 
Meyer, C. and Schwager, A. A. (2007) ‘Understanding customer experience’, Harvard 
Business Review, 85(2), pp. 1–11. 
 
Milfont, T.L. and Fischer, R. (2010) Testing measurement invariance across groups: 
Applications in cross-cultural research, International Journal of psychological research, 3(1), 
pp.111-130. 
 
Miles, M. B., and Huberman A. M. (1994) Qualitative Data Analysis: An Expanded 
Sourcebook. London: Sage. 
 
References  
281 
 
Milligan, C., Bingley, A. and Gatrell, A. (2005) ‘Digging deep: Using diary techniques to 
explore the place of health and well-being amongst older people’, Social science & 
medicine, 61(9), pp.1882-1892. 
 
Mitchell, V. (2001) ‘Re-conceptualizing consumer store image processing using perceived 
risk’, Journal of Business Research, 54(2), pp. 167-172. 
 
Montoya-Weiss, M.M., Voss, G.B. and Grewal, D. (2003), ‘Determinants of Online Channel 
Use and Overall Satisfaction with a Relational, Multichannel Service Provider’, Journal of the 
Academy of Marketing Science, 31(4), pp.448–458. 
 
Morgan, D. L. (1997) Focus groups as qualitative research. Newbury Park, CA: Sage. 
 
Morrell, M. (2012), “The future of retail”, (pp.9-36). Available at: www.driversofchange.com/ 
(Accessed: 20th August 2018). 
 
Morrison, M., Gan, S., Dubelaar, C. and Oppewal, H. (2011) ‘In-store music and aroma 
influences on shopper behavior and satisfaction’, Journal of Business Research, 64(6), pp. 
558–564.  
 
Morse, J. M. (1991) ‘Approaches to qualitative-quantitative methodological triangulation’, 
Nursing Research, 40, pp. 120–123. 
 
Morse, J. M., & Niehaus, L. (2009) Mixed method design: Principles and procedures. Walnut 
Creek, CA: Left Coast Press. 
 
Mutz, D.C., (2011). Population-based survey experiments. Princeton: Princeton University 
Press. 
 
Neslin, S. a., Grewal, D., Leghorn, R., Shankar, V., Teerling, M. L., Thomas, J. S. and Verhoef, 
P. C. (2006) ‘Challenges and Opportunities in Multichannel Customer Management’, Journal 
of Service Research, 9(2), pp. 95–112.  
 
Ofek, E., Katona, Z. and Sarvary, M. (2011) “Bricks and clicks’: the impact of product returns 
on the strategies of multichannel retailers”, Journal of Marketing Science, 30 (1), pp. 42-60. 
 
Onwuegbuzie, A.J. and Collins, K.M. (2007) ‘A typology of mixed methods sampling designs 
in social science research’, The qualitative report, 12(2), pp.281-316. 
 
Otieno, R., Harrow, C., Lea-Greenwood, G. (2005) ‘The unhappy shopper, a retail ex- 
perience: exploring fashion, fit and affordability’, International Journal of Retailing and 
Distribution Management, 33 (4), pp.298–309. 
 
Padilla, C., & Eastlick, M.A. (2009) ‘Exploring urban retailing and CBD revitalization 
strategies’. International Journal of Retail and Distribution Management, 37(1), pp.7-23. 
 
Pantano, E. and Dennis, C., (2019) ‘Store buildings as tourist attractions: Mining retail meaning 
of store building pictures through a machine learning approach’, Journal of Retailing and 
Consumer Services, 51, pp.304-310. 
 
References  
282 
 
Pantano, E., & Timmermans, H. (2014). ‘What is smart for retailing?’, Procedia 
Environmental Sciences, 22, pp.101–107. 
 
Peterson, J.C., Czajkowski, S., Charlson, M.E., Link, A.R., Wells, M.T., Isen, A.M., Mancuso, 
C.A., Allegrante, J.P., Boutin-Foster, C., Ogedegbe, G. and Jobe, J.B. (2013) ‘Translating basic 
behavioral and social science research to clinical application: The evolve mixed methods 
approach’,  Journal of consulting and clinical psychology, 81(2), p.217. 
 
Ping, R.A. (2004), ‘On assuring valid measures for theoretical models using survey data’, 
Journal of Business Research, 57(2), pp. 125-141. 
 
Palinkas, L.A., Horwitz, S.M., Green, C.A., Wisdom, J.P., Duan, N. and Hoagwood, K., (2015) 
‘Purposeful sampling for qualitative data collection and analysis in mixed method 
implementation research’, Administration and policy in mental health and mental health 
services research, 42(5), pp.533-544. 
 
Palmer, A. (2010) ‘Customer experience management: a critical review of an emerging idea’, 
Journal of Services Marketing, 24(10), pp. 196–208.  
 
Parasuraman, A., Valarie A. Zeithaml and Leonard L. Berry (1988), ‘SERVQUAL—A 
Multiple-Item Scale for Measuring Consumer Percep- tions of Service Quality’, Journal of 
Retailing, 64 (1), 12–40. 
 
Patton, M. Q. (1990). Qualitative evaluation and research methods. 2nd ed. Newbury Park, 
CA: Sage. 
 
Patton, M. Q. (2002). Qualitative research and evaluation methods. 3rd ed. Thousand Oaks, 
CA: Sage.  
 
Papadopoulos, N.G. (1980) ‘Consumer Outshopping Research: Review and Extension’, 
Journal of Retailing, 56 (Winter), pp.41-58. 
 
Pauwels, K. and Neslin, S. A. (2015) ‘Building With Bricks and Mortar: The Revenue Impact 
of Opening Physical Stores in a Multichannel Environment’, Journal of Retailing, 91(2), pp. 
182–197.  
 
Pham, M.T. and Sun, J.J., (2020) ‘On the Experience and Engineering of Consumer Pride, 
Consumer Excitement, and Consumer Relaxation in the Marketplace’, Journal of 
Retailing, 96(1), pp.101-127. 
 
Pine, J.B. and Gilmore, J.B (1999), “The Experience Economy”. Boston: Harvard Business 
School Press. 
 
Puccinelli, N. M., Goodstein, R. C., Grewal, D., Price, R., Raghubir, P. and Stewart, D. (2009) 
‘Customer Experience Management in Retailing: Understanding the Buying Process’, Journal 
of Retailing, 85(1), pp. 15–30.  
 
Podsakoff, P.M., MacKenzie, S.B., Lee, J.Y. and Podsakoff, N.P. (2003) ‘Common method 
biases in behavioral research: A critical review of the literature and recommended remedies’, 
Journal of Applied Psychology, 88(5), pp. 879- 903. 
References  
283 
 
Ponterotto, J.G. (2005) ‘Qualitative research in counseling psychology: A primer on research 
paradigms and philosophy of science’, Journal of counseling psychology, 52(2), p.126. 
 
Ponterotto, J. G., & Grieger, I. (1999). Merging qualitative and quantitative perspectives in a 
research identity. In M. Kopala & L. A. Suzuki (Eds.), Using qualitative methods in 
psychology (pp. 49–62). Thousand Oaks, CA: Sage. 
 
Portas, M. (2011) The Portas Review: An independent review into the future of our high streets, 
Department of Business, Information and Skills.  
 
Rapp, A., Beitelspacher, L. S., Grewal, D. and Hughes, D. E. (2013) ‘Understanding social 
media effects across seller, retailer, and consumer interactions’, Journal of the Academy of 
Marketing Science, 41(5), pp. 547–566.  
 
Relph, E. (1976) Place and Placelessness, Pion, London: Ridgway. 
Reimers, V., & Chao, F. (2014). ‘The role of convenience in a recreational shopping trip’, 
European Journal of Marketing, 48(11–12), pp. 2213–2236.  
 
Research and Markets (2015) Retail IoT Market Growth and Forecast 2015 to 2020. Available 
at: http://www.marketsandmarketsblog.com/retail-iot-market.html (Accessed: 29th March 
2017).  
 
Reynolds, ED. and Darden, W.R. (1972) ‘Intermarket Patronage: A Psychographic Study of 
Consumer Outshoppers’, Journal of Marketing, 56 (October), pp.50-54. 
 
Rindfleisch, A., Malter, A.J., Ganesan, S. and Moorman, C. (2008) ‘Cross-sectional versus 
longitudinal survey research: concepts, findings, and guidelines’, Journal of Marketing 
Research, 45(3), pp. 261-279. 
 
Rigby, D. (2011), ‘The future of shopping’, Harvard Business Review, 89(12), pp. 65-76. 
 
Rigby, D., Miller, K., Chernoff, J. and Tager, S. (2012) Omnichannel retailing: Digital 
disruption and retailer opportunities, Retail Holiday Newsletter (2), Brain and Company. 
 
Ritchie, Jane; Lewis, Jane & Elam, Gillian (2003) Designing and selecting samples. In Jane 
Ritchie & Jane Lewis (Eds.), Qualitative research practice. A guide for social science students 
and researchers (pp.77-108) Thousand Oaks, CA: Sage. 
 
Robertson, K. A. (1997). ‘Downtown retail revitalization: A review of American development 
strategies. Planning Perspectives’, 12(4), pp. 383–401. 
 
Rodriguez, G. (2007). Logit Models for Binary Data. Princeton University. Available at: 
http://data.princeton.edu/wws509/notes/c3.pdf (Accessed: 17th May 2018).  
 
Roggeveen, A.L., Grewal, D. and Schweiger, E.B. (2020) ‘The DAST Framework for Retail 
Atmospherics: The Impact of In-and Out-of-Store Retail Journey Touchpoints on the Customer 
Experience.’, Journal of Retailing, 96(1), pp. 128-137.  
 
 
 
References  
284 
 
Runyan, R. C., & Huddleston, P. (2006). ‘Getting customers downtown: The role of branding 
in achieving success for central business districts’, Journal of Product and Brand Management, 
15(1), pp. 48–61. 
 
Sachdeva, I. and Goel, S. (2015) ‘Retail store environment and customer experience: a 
paradigm’, Journal of Fashion Marketing and Management, 19(3), pp.290-298. 
 
Samli, A.C. and Uhr, E.B. (1974) ‘The Outshopping Spectrum: Key for Analyzing Intermar- 
ket Leakages’, Journal of Retailing, 50 (Summer), pp. 70-78. 
 
Saunders, M., Lewis, P. and Thornhill, A. (2016). Research methods for business students. 
Harlow: Pearson Education Limited. 
Schmitt, B. (1999) ‘Experiential Marketing’, Journal of Marketing Management, 1376 (May), 
pp. 53–67. 
 
Schmitt, B.H. (2003) Customer Experience Management: A Revolutionary Approach to 
Connecting with Your Customer. New Jersey: Wiley and Sons. 
 
Schmitt, B. and Zarantonello, L. (2013) ‘Consumer Experience and Experiential Marketing: A 
critical review’, Review of Marketing Research, 10, pp. 25–61. 
 
Schafer, J.L. and Graham, J.W. (2002) ‘Missing data: Our view of the state of the art’. 
Psychological Methods, 7(2), pp. 147-177. 
 
Shadish, W. R., Cook, T. D., & Campbell, D. T. (2002) Experimental and quasi-experimental 
designs for generalized causal inference. Boston, MA: Houghton Mifflin. 
 
Shankar, V., Kleijnen, M., Ramanathan, S., Rizley, R., Holland, S. and Morrissey, S. (2016) 
‘Mobile shopper marketing: Key issues, current insights, and future research avenues’, Journal 
of Interactive Marketing, 34, pp.37-48. 
 
Shaw, C. and Ivens, J. (2005) “Building Great Customer Experiences”. London: Prentice-Hall. 
 
Sit, J., Merrilees, B. and Birch, D. (2003) ‘Entertainment-seeking shopping centre patrons: The 
missing segments’, International Journal of Retail and Distribution Management, 31(2/3), pp. 
80-94. 
 
Spector, P.E. (1992) Summated Rating Scale Construction: An Introduction. Thousand Oaks, 
Ca: Sage.  
 
Srivastava, M. and Kaul, D. (2016) ‘Exploring the link between customer experience–loyalty–
consumer spend’, Journal of Retailing and Consumer Services, 31, pp. 277-286. 
 
Steenkamp, J.B.E.M. and Wedel, M. 1991, ‘Segmenting retail markets on store image using a 
consumer-based methodology’, Journal of Retailing, 67(3), pp. 300-320. 
 
Stein, A. and Ramaseshan, B. (2016). ‘Towards the identification of customer experience touch 
point elements’, Journal of Retailing and Consumer Services, 30, pp.8-19. 
 
 
References  
285 
 
Stocchi, L., Hart, C. and Haij, I. (2016) ‘Understanding the town centre customer experience 
(TCCE)’, Journal of Marketing Management, 32(17–18), pp. 1562–1587.  
 
Tabachnick, B.G. and Fidell, L.S. (2007) Using Multivariate Statistics. New York: Allyn and 
Rose. 
 
Tashakkori, A., & Teddlie, C. (2003). Handbook of mixed methods in social & behavioural 
research. (Eds.). Thousand Oaks, CA: Sage. 
 
Tauber, E. M. (1972) ‘Why do people shop?’, Journal of Marketing, 36(4), pp. 46-49. 
 
Taylor, S. J., & Bogdan, R. (1998). Introduction to qualitative research methods: A guidebook 
and resource. 3rd ed. New York: Wiley. 
 
Teddlie, C. and Yu, F. (2007). ‘Mixed methods sampling: A typology with examples’. Journal 
of mixed methods research, 1(1), pp.77-100. 
 
Teller, C. and Reutterer, T. (2008) ‘The evolving concept of retail attractiveness: What makes 
retail agglomerations attractive when customers shop at them?’. Journal of Retailing and 
Consumer Services, 15(3), pp. 127-143.  
 
Terblanche, N.S. (2018) ‘Revisiting the supermarket in-store customer shopping experience’, 
Journal of Retailing and Consumer Services, 40, pp.48-59. 
 
Thompson, J. R. (1971) ‘Characteristics and Behavior of Out-Shopping Consumers’, Journal 
of Retailing, 47 (Spring), pp.70-80. 
 
Timmermans, H. J. P., Van Der Heijden, R., & Westerveld, H. (1982). ‘Cognition of urban 
retailing structures: A Dutch case study’. Tijdschrift Voor Economische en Sociale Geografie, 
73(1), 2–12. 
 
Toomela, A., (2008) ‘Variables in psychology: A critique of quantitative psychology.’, 
Integrative Psychological and Behavioral Science, 42(3), pp.245-265. 
 
Vaismoradi, M., Turunen, H. and Bondas, T. (2013) ‘Content analysis and thematic analysis: 
Implications for conducting a qualitative descriptive study’, Nursing & health sciences, 15(3), 
pp.398-405. 
 
Van Nierop, J. E.M., Leeflang, P.S.H., Teerling, M. L., and Huizingh, E.R.E. (2011) “The 
Impact of the Introduction and Use of an Informational Website on Offline Customer Buying 
Behavior,” International Journal of Research in Marketing, 28 (2), pp. 155–65. 
 
Van Rompay, T.J.L., Krooshoop, J., Verhoeven, J.W.M., Pruyn, A.T.H. (2012) “With or 
without you: interactive effects of retail density and need for affiliation on shopping pleasure 
and spending”, Journal of Business Research, 65 (8), pp. 1126–1131. 
 
Verhoef, P. C., Kannan, P. K. and Inman, J. J. (2015) ‘From Multi-Channel Retailing to Omni-
Channel Retailing. Introduction to the Special Issue on Multi-Channel Retailing.’, Journal of 
Retailing, 91(2), pp. 174–181.  
 
References  
286 
 
Verhoef, P. C., Lemon, K. N., Parasuraman, A., Roggeveen, A., Tsiros, M. and Schlesinger, 
L. A. (2009) ‘Customer Experience Creation: Determinants, Dynamics and Management 
Strategies’, Journal of Retailing, 85(1), pp. 31–41. 
 
Verhoef, P. C., Neslin, S. A. and Vroomen, B. (2007) ‘Multichannel customer management: 
Understanding the research-shopper phenomenon’, International Journal of Research in 
Marketing, 24(2), pp. 129–148.  
 
Wagner, G., Schramm-Klein, H. and Steinmann, S. (2013). ‘Effects of cross-channel synergies 
and complementarity in a multichannel e-commerce system–an investigation of the 
interrelation of e-commerce, m-commerce and IETV-commerce’. The international review of 
retail, distribution and consumer research, 23(5), pp.571-581. 
 
Wakefield, K.L. and Baker, J. (1998), ‘Excitement at the mall: Determinants and effects on 
shopping response’, Journal of Retailing, 74(4), pp. 515-539. 
 
Wang, R. J.-H., Malthouse, E. C. and Krishnamurthi, L. (2015) ‘On the Go: How Mobile 
Shopping Affects Customer Purchase Behavior’, Journal of Retailing, 91(2), pp. 217–234. 
 
Warnaby, G., Bennison, D., Davies, B. J., & Hughes, H. (2002). ‘Marketing UK towns and 
cities as shopping destinations’. Journal of Marketing Management, 18(9–10), pp. 877–904.  
Wolk, A., Skiera, B. (2009) ‘Antecedents and consequences of Internet channel performance’. 
Journal of Retailing and Consumer Services, 16, pp.163–173. 
 
Wrigley, N., Lambiri, D., Geofutures, G. A., Thurstain, M., Geofutures, -Goodwin and Wood, 
S. (2015) British High Streets: from Crisis to Recovery? 
 
Wrigley, N. and Lambiri, D. (2014) High Street Performance and Evolution: a brief guide to 
the evidence, University of Southampton, July 2014. Available at: http:// 
eprints.soton.ac.uk/367614/1/HighStreetBriefGuide_July2014%28final%29.pdf Accessed: 
17th January 2017).  
 
Zimmer, M.R. and Golden, L.L. (1988) ‘Impressions of retail stores: A content analysis of 
consumer images’, Journal of Retailing, 64(3), pp. 235-236. 
 
Zinkhan, G.M. and Hirschheim, R. 1992, ‘Truth in marketing theory and research: An 
alternative perspective’, Journal of Marketing, 56(2), pp. 80-88. 
 
Zomerdijk, L. G., Voss, C.A. (2010) ‘Service design for experience- centric services’. Journal 
of Service Research. 13 (1), pp. 67–82.
Appendix A  
287 
 
Appendices  
 
Appendix A – Phase I Focus Group Questions  
 
Introduction to the research objectives and consent forms 
Section 1 Perception of the Town Centre visits 
Q1: Please describe what you did in your most recent visit to the Town Centre 
Q2: Please describe the reasons why you decided to shop in the town centre 
Section 2 Perception of the Town Centre Shopping Experience 
Q3: How do you perceive your shopping experience in the town centre? 
Q4: How do you assess your shopping experience in the town centre? 
Section 3 Implications of the Town Centre Shopping Experience 
Q5: Explain your behaviour towards the town centre after a your most recent shopping 
experience? 
Q6: How does your experience in the town centre influence your behaviour during your visit? 
Section 4 Perception of the Connected Town Centre Shopping Experience  
Q7: In your opinion, what role does the internet have in your Town Centre Shopping 
Experience?  
Q8: Have you ever interacted with the online channels and online technologies of the town 
centre? If yes, what was your motive behind using them? 
Q9: If not, from your perspective, how can online channels and technologies influence your 
Town Centre Shopping Experience? 
Q10: If online integration occurs in the town centre, how would it affect your behaviour 
towards the town centre? 
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Appendix B – Phase II Hybrid Diary Design  
 
 
Town Centre Customer Shopping Experience  
 
 
Q1.1 Thank you for agreeing to take part in this research. It is part of a PhD thesis submitted 
to Loughborough University. All personal information collected through this questionnaire 
will remain confidential and stored in a secure location. Only the trends will be reported for 
the completion of this thesis. Part of the data will be used for publications submitted to 
academic journals. You have the right to opt-out of the study at any time and your data will 
not be included in the study 
 
Description of Research: We need your help to understand shopping experience in UK 
town/city centres, and the role of digital (online) throughout your shopping experience. This 
questionnaire will approximately take between 15-20 minutes to complete. We will ask you 
about a recent shopping visit you made to a town/city centre. We here refer to the actual 
centre of the town/city NOT a shopping mall/centre. We are particularly interested in 
reporting on your perceptions of the shopping features in the town/city you visited, and how 
you used the town/city's online channels/technologies throughout your shopping visit. Please 
give as much information as you can in response to each of the questions.  
 
Please click this box to give us your consent to use your data for the purpose of this research  
o I consent that I have read the description of the research and I authorise the researcher 
to use my responses for the purpose of this research. 
 
End of Block: Introduction 
 
Start of Block: Part A: Details of the Shopping Visit 
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Q2.1 Part A: Details of the shopping visit  
 
 
 
Q2.2 When was your recent shopping visit? 
o Today 
o 1-2 days 
o 3-4 days 
o 1 week 
o Other ________________________________________________ 
 
 
 
Q2.3 Where did you shop? Please give the name of the town centre 
________________________________________________________________ 
 
 
 
Q2.4 Are you familiar with shopping in ${q://QID6/ChoiceTextEntryValue}? 
o Yes 
o No 
 
 
Q2.5 Time of your shopping visit? 
o Morning 
o Noon 
o Afternoon 
o Evening 
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Q2.6 How long did you stay there? 
o 0-1hrs 
o 1-2hrs 
o 2-3hrs 
o 3-5hrs 
o 5+hrs 
 
 
 
Q2.7 What was the purpose of your shopping visit?  
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
 
Q2.8 How much money did you spend overall during this visit? 
o Under £20 
o £20-50 
o £50-100 
o £100-250 
o £250+ 
 
 
 
Q2.9 Did you enjoy your shopping in ${q://QID6/ChoiceTextEntryValue} ? 
o Yes 
o No 
 
End of Block: Part A : Details of the Shopping Visit 
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Start of Block: pre-visit 
 
Q3.1 Part B: We would now like to know more about your town centre shopping experience BEFORE the visit? 
 
 
 
Q3.2 Why did you choose to shop in ${q://QID6/ChoiceTextEntryValue? Please explain  
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
 
 
Q4.1 Part C: We would now like to know more about your town/city centre's <u>shopping experience DURING 
the visit 
 
 
 
Q4.2 What did you do in your shopping visit to ${q://QID6/ChoiceTextEntryValue}? i.e. which stores did you 
visit? did you do anything else besides shopping?) 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
Q4.3 How would you describe this shopping experience in ${q://QID6/ChoiceTextEntryValue}? Please explain 
why. 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
 
 
 
Q4.4 We would now like to know more about your town centre's online shopping experience BEFORE your 
visit.  
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Q4.5 Did you interact with ${q://QID6/ChoiceTextEntryValue}’s online channels (website, social media, 
mobile application) before the visit? Please explain 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
Q4.6 How did the online channels of ${q://QID6/ChoiceTextEntryValue} influenced your shopping experience 
and decision to shop there? 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
Q4.7 Did you use any of the following to get this information? 
 Yes No 
${q://QID6/ChoiceTextEntryValue}'s 
website o  o  
${q://QID6/ChoiceTextEntryValue}'s 
mobile application o  o  
${q://QID6/ChoiceTextEntryValue}'s 
social media pages o  o  
 
 
 
Page Break 
 
Display This Question: 
If Did you use any of the following to get this information? = ${q://QID6/ChoiceTextEntryValue}'s website 
[ No ] 
And Did you use any of the following to get this information? = ${q://QID6/ChoiceTextEntryValue}'s 
mobile application [ No ] 
And Did you use any of the following to get this information? = ${q://QID6/ChoiceTextEntryValue}'s 
social media pages [ No ] 
 
Q4.8 What was the reason behind NOT using any of ${q://QID6/ChoiceTextEntryValue}'s online channels? 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
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Q4.9 Did you consider the availability of online technologies (such as WiFi) 
in ${q://QID6/ChoiceTextEntryValue} before shopping there? 
o Yes 
o No 
 
Display This Question: 
If Did you consider the availability of online technologies (such as WiFi) in ... = Yes 
 
Q4.10How do online technologies (such as WiFi) influence your decision to shop in a town/city? 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
Display This Question: 
If Did you consider the availability of online technologies (such as WiFi) in ... = No 
 
Q4.11 What was the reason behind not considering the availability of online technologies in 
${q://QID6/ChoiceTextEntryValue}? Please explain 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
End of Block: pre-visit 
 
Start of Block: during-visit 
 
Appendix B 
294 
 
Q5.1 Which of the following influenced (positively/negatively) your shopping experience during your visit? 
(Choose as many as you wish) 
▢ Special events 
▢ Markets 
▢ Parking availability 
▢ Entertainment facilities 
▢ Product variety 
▢ Savings and bargains 
▢ Cafes and restaurants 
▢ Range of shops 
▢ Social interactions (such as family, friends, sales staff, etc.) 
▢ Atmosphere 
▢ Layout of the town/city centre 
▢ Information and signage within town/city centre 
▢ Accessibility within town/city centre 
▢ Other (s) ________________________________________________ 
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Display This Question: 
If Which of the following influenced (positively/negativley) your shopping experience during your vi... = 
Other (s) 
 
Q5.2 How did ${q://QID19/ChoiceTextEntryValue/21} influence your <strong>shopping experience 
in ${q://QID6/ChoiceTextEntryValue}? 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
 
Q5.3 Can you recall a specific positive or negative incident(s) that influenced your shopping experience during 
your visit to ${q://QID6/ChoiceTextEntryValue}? Please describe as much as possible  
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
Q5.4 During your shopping in ${q://QID6/ChoiceTextEntryValue}, did you use the internet for any purpose? 
o Yes 
o No 
 
 
 
Display This Question: 
If During your shopping in ${q://QID6/ChoiceTextEntryValue}, did you use the internet for any purpos... = 
Yes 
 
Q5.5 What did you use the internet for? 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
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Display This Question: 
If During your shopping in ${q://QID6/ChoiceTextEntryValue}, did you use the internet for any purpos... = 
Yes 
 
Q5.6 Did the internet influence your shopping experience during your shopping in 
${q://QID6/ChoiceTextEntryValue}? Please explain 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
Q5.7 Did you use any of the following during your shopping? 
 Yes No 
${q://QID6/ChoiceTextEntryValue}'s 
WiFi o  o  
${q://QID6/ChoiceTextEntryValue}'s 
website o  o  
${q://QID6/ChoiceTextEntryValue}'s 
social media page(s) o  o  
${q://QID6/ChoiceTextEntryValue}'s 
mobile application(s) o  o  
 
 
 
Display This Question: 
If Did you use any of the following during your shopping? = ${q://QID6/ChoiceTextEntryValue}'s WiFi [ 
Yes ] 
Or Did you use any of the following during your shopping? = ${q://QID6/ChoiceTextEntryValue}'s 
website [ Yes ] 
Or Did you use any of the following during your shopping? = ${q://QID6/ChoiceTextEntryValue}'s social 
media page(s) [ Yes ] 
Or Did you use any of the following during your shopping? = ${q://QID6/ChoiceTextEntryValue}'s mobile 
application(s) [ Yes ] 
 
Q5.8 What was the role of ${q://QID96/ChoiceGroup/SelectedChoicesForAnswer/23} in your shopping 
experience in ${q://QID6/ChoiceTextEntryValue}?  
________________________________________________________________ 
________________________________________________________________ 
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________________________________________________________________ 
________________________________________________________________ 
 
Display This Question: 
If Did you use any of the following to overcome these challenges?  = ${q://QID6/ChoiceTextEntryValue}'s 
WiFi [ No ] 
And Did you use any of the following to overcome these challenges?  = 
${q://QID6/ChoiceTextEntryValue}'s website [ No ] 
And Did you use any of the following to overcome these challenges?  = 
${q://QID6/ChoiceTextEntryValue}'s mobile application(s) [ No ] 
And Did you use any of the following to overcome these challenges?  = 
${q://QID6/ChoiceTextEntryValue}'s social media page(s) [ No ] 
 
Q5.9 What was the reason behind NOT using ${q://QID6/ChoiceTextEntryValue}’s specific 
channels/technologies? 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
End of Block: during-visit 
 
Start of Block: post-visit 
 
Q6.1 We would now like to know more about your town centre's shopping experience AFTER the visit.  
 
Q6.2 Did you achieve everything you wanted in this visit?  
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
Q6.3 After your visit, did you go online to do any of the following (or any other)? 
 Yes No 
Give feedback about your shopping 
experience in 
${q://QID6/ChoiceTextEntryValue} 
o  o  
Get further information related to 
your recent shopping trip in 
${q://QID6/ChoiceTextEntryValue} 
o  o  
Other (s) o  o  
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Q6.4 After you finished shopping, did you do anything else that influence your experience 
in ${q://QID6/ChoiceTextEntryValue}? If yes, please explain 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
Q6.5 Did you face any challenges during your shopping in ${q://QID6/ChoiceTextEntryValue}? 
o Yes 
o No 
 
 
Display This Question: 
If Did you face any challenges during your shopping in ${q://QID6/ChoiceTextEntryValue}? = Yes 
 
Q6.6 What were these challenges? 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
Display This Question: 
If Did you face any challenges during your shopping in ${q://QID6/ChoiceTextEntryValue}? = Yes 
 
Q6.7 How did you overcome these challenges? Please explain 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
Display This Question: 
If Did you face any challenges during your shopping in ${q://QID6/ChoiceTextEntryValue}? = Yes 
 
Q6.8 What influence did these challenges have on your shopping experience in 
${q://QID6/ChoiceTextEntryValue}? Please explain 
________________________________________________________________ 
________________________________________________________________ 
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Display This Question: 
If Did you face any challenges during your shopping in ${q://QID6/ChoiceTextEntryValue}? = Yes 
Q6.9 Did you use any of the following to overcome these challenges?  
 Yes No 
${q://QID6/ChoiceTextEntryValue}'s 
WiFi o  o  
${q://QID6/ChoiceTextEntryValue}'s 
website o  o  
${q://QID6/ChoiceTextEntryValue}'s 
social media page(s) o  o  
${q://QID6/ChoiceTextEntryValue}'s 
mobile application(s) o  o  
 
 
End of Block: After-visit 
 
Start of Block: Implications  
 
Part H: Thinking about your recent shopping experience in ${q://QID6/ChoiceTextEntryValue}, we would like 
to know your overall perceptions of UK town centre's online shopping experience: 
 
Q7.1 Based on your shopping experience in ${q://QID6/ChoiceTextEntryValue}, how likely are you to do the 
following in the future?  
 Yes No Neutral 
Revisit 
${q://QID6/ChoiceTextEntryValue} o  o  o  
Spend more in 
${q://QID6/ChoiceTextEntryValue} o  o  o  
Stay longer in 
${q://QID6/ChoiceTextEntryValue} o  o  o  
Shop online rather than going to 
${q://QID6/ChoiceTextEntryValue} o  o  o  
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Q7.2 Do you have any other comments about your overall shopping experience 
in ${q://QID6/ChoiceTextEntryValue? 
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
 
Q7.3 Do you consider the following options to be important/helpful/neither for your town centre shopping 
experience?  
 Important Helpful Neither 
Town/City's digital 
technologies such as 
WiFi 
o  o  o  
Town/City's specific 
website o  o  o  
Town/City's specific 
mobile application(s) o  o  o  
Town/City's specific 
social media page(s) o  o  o  
 
 
 
 
 
Q7.4 How would digital technologies such as WiFi/social media/mobile applications and website influence your 
shopping behaviour (such as revisit intentions, satisfaction and spend) in a town/city centre?   
________________________________________________________________ 
________________________________________________________________ 
________________________________________________________________ 
 
End of Block: Implications 
 
Start of Block: Demo 
 
Thank you for completing this questionnaire, your input is highly valued. For the consistency of the data, can 
you also please complete the following questions? (information collected in this section will remain 
CONFIDENTIAL and will be generalised for reporting purposes)  
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Q8.1Sex identifier  
o Male 
o Female 
o Other(s) ________________________________________________ 
 
 
 
Q8.2 Age group 
o 18-25 
o 26-30 
o 30-40 
o 40-55 
o 55+ 
 
 
 
Q8.3 Occupation 
________________________________________________________________ 
 
 
 
Q8.4 Postcode 
________________________________________________________________ 
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Appedix C – Phase III Experimental Desing Questionnaire  
 
 
(Disconnected Group: Printed Version) 
 
 
 
Loughborough Town Centre Customer Shopping Experience 
    
Thank you for agreeing to take part in this research. It is part of a PhD thesis to be submitted 
to Loughborough University in an attempt to improve the shopping experience within UK 
town centres. All personal information collected through this questionnaire will remain 
confidential and stored in a secure location.  Only the trends will be reported for the 
completion of this thesis. Part of the data will be used for publications submitted to academic 
journals. You have the right to opt-out of the study at any time and your data will not be 
included in the study.   
 
Description of Research:   
We will ask you about a recent shopping visit you made to Loughborough town centre. We 
here refer to the actual centre of the town, NOT a shopping mall/centre. We need your help to 
understand your perception of the physical aspects, particularly shopping and leisure aspects, 
and how they affected your shopping experience during the recent visit. We are also 
interested in how your most recent shopping experience in Loughborough town 
centre influence your future shopping intentions. This questionnaire will approximately take 
15 minutes to complete.   
    
    
Please click this box to give us your consent to use your data for the purpose of this 
research  
o I consent that I have read the description of the research and I authorise the researcher 
to use my responses for the purpose of this research.  
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Q1.1 When was your most recent shopping visit to Loughborough town centre? 
o Today   
o 1-2 days  
o 3-4 days  
o 1 week  
o Other ________________________________________________ 
 
 
 
Q1.2 What time of the day did you shop in Loughborough town centre? 
o Morning       
o Noon         
o Afternoon         
o Evening  
 
 
 
Q1.3 How long did you stay in Loughborough town centre? 
o 0-1hrs     
o 1-2hrs     
o 2-3hrs     
o 3-5hrs    
o 5+hrs  
 
 
 Appendix C 
304 
 
Q1.4 What was the purpose of your shopping visit? (Select as many options as you want) 
o Groceries  
o Browsing  
o Clothes  
o Household items  
o Gifts  
o Cosmetics and healthcare  
o Electronics  
o Stationary (including books)  
o Others ________________________________________________ 
 
 
 
Q1.5 Overall, how much money did you spend during this shopping visit? 
o Under £20       
o £20-50       
o £50-100     
o £100-250      
o £250+  
 
 
 
 
Q2.1 We would like to know your overall familiarity with shopping in Loughborough town centre. Please 
respond to the following statement: 
 
Extremely 
familiar 
Very 
familiar 
Moderately 
familiar 
Neither 
familiar 
nor 
unfamiliar 
Slightly 
unfamiliar 
Very 
unfamiliar 
Not 
familiar 
at all 
How familiar are 
you with 
shopping in 
Loughborough 
town centre?  
o  o  o  o  o  o  o  
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Q2.2 Approximately, how long have you been shopping in Loughborough town centre?  
o Less than 2 years  
o Between 2 and 5 years  
o Between 5 and 10 years  
o Between 10 and 20 years  
o More than 20 years  
 
 
 
 
Reflecting on your shopping experience during your most recent shopping visit to Loughborough town centre, 
we are going to ask you about your perception of the shopping features of the town centre. Please answer the 
following questions: 
 
 
Q2.3 We would like to know your perception of the range of shops in Loughborough town centre. Please 
respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree 
nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
There is a good variety 
of stores in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I can shop for different 
brands in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
There is a good choice 
of major stores in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I can buy well-known 
brands in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
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Q2.4 We would like to know your perception of the shopping atmosphere in Loughborough town centre. 
Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree 
nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
Loughborough town 
centre is not too 
crowded  o  o  o  o  o  o  o  
Shopping atmosphere 
in Loughborough 
town centre is relaxed  o  o  o  o  o  o  o  
I feel Loughborough 
town centre is a safe 
place to shop at  o  o  o  o  o  o  o  
 
 
 
Q2.5 We would like to know your perception of the layout of the shopping area in Loughborough town 
centre. Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
Overall, the layout 
of Loughborough 
town centre makes it 
easy to get around  
o  o  o  o  o  o  o  
Loughborough town 
centre is visually 
appealing  o  o  o  o  o  o  o  
The shops and 
restaurants in 
Loughborough town 
centre are easy to 
locate  
o  o  o  o  o  o  o  
The buildings in 
Loughborough town 
centre are well 
maintained  
o  o  o  o  o  o  o  
Loughborough town 
centre looks clean 
and tidy  o  o  o  o  o  o  
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Q2.6 We would like to know your perception of range of shops in Loughborough town centre. Please respond 
to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
I can find different 
types of products in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I can find 
interesting products 
in Loughborough 
town centre  
o  o  o  o  o  o  o  
I can find up-to-date 
product styles in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
The range of 
products in 
Loughborough town 
centre is adequate  
o  o  o  o  o  o  o  
 
 
 
Q2.7 We would like to know your perception of information and signage availability in Loughborough town 
centre. Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
The signs in 
Loughborough town 
centre provide 
information about 
the events 
happening in the 
town  
o  o  o  o  o  o  o  
The signs in 
Loughborough town 
centre are useful in 
finding the location 
of the places I need  
o  o  o  o  o  o  o  
 
 
Q2.8 We would like to know your perception of the shopping accessibility within Loughborough town centre. 
Please respond to the following statements: 
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Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
I can easily shop 
around 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I can quickly shop 
around 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I can shop around 
Loughborough town 
centre without any 
problems  
o  o  o  o  o  o  o  
 
 
Q2.9 We would like to know your perception of the parking facilities within Loughborough town centre. 
Please respond to the following statements:  
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
The location of 
parking spots in 
Loughborough town 
centre is convenient  
o  o  o  o  o  o  o  
 
 
 
 
 
Q2.10 We would like to know your perception of the positive social aspects of Loughborough town centre. 
Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
I enjoy contact with 
other shoppers in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
The shoppers in 
Loughborough town 
centre are friendly  o  o  o  o  o  o  o  
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Q2.11 We would like to know your perception of the negative social aspects of Loughborough town centre. 
Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
I feel pestered for 
money when 
shopping in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
Negative behaviour 
of others within 
Loughborough town 
centre puts me off  
o  o  o  o  o  o  o  
 
 
 
 
 
 
 
Q3.2 We would like to know your perception of the special events taking place in Loughborough town centre. 
Please respond to the following statement: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
There is a good 
variety of special 
events in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
 
 
 
 
Q3.3 We would like to know your perception of the weekly market in Loughborough town centre. Please 
respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
Weekly market at 
Loughborough town 
centre offers a 
variety of products  
o  o  o  o  o  o  o  
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Q3.4 We would like to know your perception of the entertainment facilities in Loughborough town 
centre.  Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
Loughborough 
town centre offers 
a good variety of 
entertainment 
options  
o  o  o  o  o  o  o  
 
 
 
Q3.5 We would like to know your perception of the cafes and restaurants in Loughborough town centre. 
Please respond to the following statement: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
There is a good 
selection of cafes 
and restaurants in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
 
 
 
 
 
Reflecting on your most recent shopping visit to Loughborough town centre, we are going to ask you about 
your overall shopping experience during this shopping visit. Please answer the following questions. 
 
 
 
Q4.1 Reflecting on your most recent shopping visit, how would you rate your overall shopping experience 
in Loughborough town centre? Please respond to the following statement: 
 
I believe my shopping experience in Loughborough town centre during my 
most recent visit is: 
 
 1 2 3 4 5 6 7  
Good o  o  o  o  o  o  o  Bad 
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Reflecting on your shopping experience during your most recent visit, we would like to know your future 
shopping intentions in Loughborough town centre. Please respond to the following questions: 
 
Q4.2 What are your future intentions towards revisiting Loughborough town centre for shopping? Please 
respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
I am likely to shop 
again in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I am likely to revisit 
Loughborough town 
centre for shopping  o  o  o  o  o  o  o  
I am likely to shop 
frequently in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I am likely to repeat 
my shopping 
experience in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
 
 
 
Q4.3 What are your future intentions towards the duration of the shopping visits in Loughborough town 
centre? Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
I am likely to spend 
more time shopping 
in Loughborough 
town centre  
o  o  o  o  o  o  o  
I am likely to do only 
my shopping in 
Loughborough town 
centre and leave 
immediately  
o  o  o  o  o  o  o  
 
 
 Appendix C 
312 
 
Q4.4 What are your intentions towards spending money in Loughborough town centre in future shopping 
visits? Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
I am likely to buy 
more items in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I am likely to spend 
more money when 
shopping in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I am likely to set out 
more money next 
time I shop in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
 
 
 
Demographics   Thank you for completing this questionnaire, your input is highly valued. For the consistency 
of the data, please complete the following questions (information collected in this section will remain 
CONFIDENTIAL and will be generalised for reporting purposes).  
 
 
 
Q5.1 Gender 
o Male  
o Female  
 
 
 
Q5.2 Age group 
o 18-30  
o 31-40  
o 41-50  
o 51-60  
o 61+  
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Q5.3 Occupation 
o Employed full time  
o Employed part time  
o Student  
o Unemployed looking for work  
o Carer  
o Stay at home  
o Retired  
 
 
 
Q5.4 Do you reside in Loughborough? 
o Yes  
o No  
 
 
 
Q5.5 How long have you been living in Loughborough?  
o Less than 2 years  
o Between 2 and 5 years  
o Between 5 and 10 years  
o Between 10 and 20 years  
o More than 20 years  
 
 
 
Q5.6 Do you have access to a car?  
o Yes  
o No  
 
 Appendix C 
314 
 
(Connected Group: Printed Version) 
 
 
    
 
Integration of Digital Technologies in Loughborough Town Centre Shopping 
Experience 
 
Thank you for agreeing to take part in this research. It is part of a PhD thesis to be submitted 
to Loughborough University to improve the shopping experience within UK town 
centres. All personal information collected through this questionnaire will remain 
confidential and stored in a secure location.  Only the trends will be reported for the 
completion of this thesis. Part of the data will be used for publications submitted to academic 
journals. You have the right to opt-out of the study at any time and your data will not be 
included in the study.  
  
 Description of Research:  
 We are going to introduce you to two scenarios about the online integration that is happening 
in Loughborough town centre. After reading the scenarios, we will ask you about your 
perception and intentions towards shopping in Loughborough town centre.  We are 
interested to learn how the introduction of 'LoyalFree Loughborough' mobile 
application and 'Love Loughborough WiFi' zone can influence your perceptions of the 
shopping experience in Loughborough town centre. This questionnaire will approximately 
take 15 minutes to complete.   
  
 Please click this box to give us your consent to use your data for the purpose of this 
research  
o I consent that I have read the description of the research and I authorise the researcher 
to use my responses for the purpose of this research.  
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Q1.1 When was your most recent shopping visit to Loughborough town centre? 
o Today    
o 1-2 days   
o 3-4 days   
o 1 week   
o Other   _______________________________________________ 
 
 
 
Q1.2 What time of the day did you shop in Loughborough town centre? 
o Morning         
o Noon           
o Afternoon          
o Evening   
 
 
 
Q1.3 How long did you stay in Loughborough town centre? 
o 0-1hrs       
o 1-2hrs      
o 2-3hrs      
o 3-5hrs     
o 5+hrs   
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Q1.4 What was the purpose of your shopping visit? Select as many options as you want 
▢ Groceries   
▢ Browsing   
▢ Clothes   
▢ Household items   
▢ Gifts    
▢ Cosmetics and healthcare   
▢ Electronics   
▢ Stationary (including books)  
▢ Others ______________________________________________ 
 
 
 
Q1.5 Overall, how much money did you spend during your most recent visit? 
o Under £20      
o £20-50        
o £50-100      
o £100-250       
o £250+    
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Q2.1 We would like to know your overall familiarity with shopping in Loughborough town centre. Please 
respond to the following statements: 
 
 
Extremely 
familiar  
Very 
familiar  
Moderately 
familiar  
Neither 
familiar 
nor 
unfamiliar  
Slightly 
unfamiliar  
Very 
unfamiliar  
Not 
familiar 
at all  
How familiar are 
you with shopping in 
Loughborough town 
centre?  
o  o  o  o  o  o  o  
 
 
 
 
Q2.2 Approximately, how long have you been shopping in Loughborough town centre?  
o Less than 2 years   
o Between 2 and 5 years   
o Between 5 and 10 years    
o Between 10 and 20 years    
o More than 20 years   
 
 
  
 
Q2.3 We would like to know your main reason to shop in Loughborough town centre. Please respond to the 
following statements: 
 
 
Strongly 
agree  
Agree  
Somewhat 
agree 
Neither 
agree nor 
disagree  
Somewhat 
disagree 
Disagree  
Strongly 
disagree  
I shop in 
Loughborough 
mainly because it 
is convenient  
o  o  o  o  o  o  o  
I shop in 
Loughborough 
mainly because it 
is the closest to me   
o  o  o  o  o  o  o  
I shop in 
Loughborough 
mainly because it 
is my local town   
o  o  o  o  o  o  o  
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Carefully read and observe the following images.   
 
 As part of the on-going improvement in Loughborough town centre shopping experience, a new mobile 
application ‘LoyalFree Loughborough’ (see below pictures) has been introduced.  The mobile 
application allows you to access shopping information on Loughborough town centre such as: 
available stores, opening hours, offers and discounts, and the locations of the stores. Importantly, the 
mobile application has integrated parking features that allows you to find parking spaces, cost per hour, and 
directions towards them.  
 
The application includes other features such as information about Loughborough town centre attractions, daily 
news and weather conditions.    
 
 When you are ready, press next and respond to the following questions:    
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We will now ask you a question to check you have downloaded the ‘Loyalfree’ mobile application correctly on 
your phone. 
 
On the Loyalfree application, click the café category. What sort of deal can you get at ‘Fifty three’ café using 
the Loyalfree mobile application? Please select one option 
o 10% off Tuesdays and Wednesdays      
o 25% off everything on weekdays from 3pm     
o Buy 10 hot drinks and receive 1 standard regular size drink free     
 
 
Carefully read the following. 
    
 As part of the continuous improvement in Loughborough town centre shopping experience, a free WiFi 
zone "Love Loughborough WiFi" has been introduced in the town centre where visitors can access the 
internet at any time. The town understands the increasing demand on the internet service for various reasons 
such as shopping, networking, browsing, etc. WiFi will enable users of the town to stay connected during their 
visit without worrying about the internet signal and data limitations on their mobile phones.     
    
When you are ready, press next and respond to the following questions: 
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Q3.1 Were you aware of the presence of the following? 
 Yes  No  
"LoyalFree Loughborough"   o  o  
"Love Loughborough WiFi"  o  o  
 
 
 
 
 
Q3.2 Did you use 'LoyalFree Loughborough' mobile application at any time before this study? (If No, please 
skip to Q6.2) 
 Yes  No  
"LoyalFree Loughborough"   o  o  
"Love Loughborough WiFi"   o  o  
 
 
 
We now would like you to re-imagine your most recent shopping visit to Loughborough town centre after 
using 'LoyalFree' mobile application and learning about 'Love Loughborough' WiFi. We would like to know your 
perceptions of the shopping aspects of the town centre.  
 
Q4.1 We would like to know your perception of the range of shops in Loughborough town centre. Please 
respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree 
nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
There is a good variety 
of stores in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I can shop for different 
brands in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
There is a good choice 
of major stores in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I can buy well-known 
brands in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
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Q4.2 We would like to know your perception of the shopping atmosphere in Loughborough town centre. 
Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree 
nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
Loughborough town 
centre is not too 
crowded  o  o  o  o  o  o  o  
Shopping atmosphere 
in Loughborough 
town centre is relaxed  o  o  o  o  o  o  o  
I feel Loughborough 
town centre is a safe 
place to shop at  o  o  o  o  o  o  o  
 
 
 
 
Q4.3 We would like to know your perception of the layout of the shopping area in Loughborough town 
centre. Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
Overall, the layout 
of Loughborough 
town centre makes it 
easy to get around  
o  o  o  o  o  o  o  
Loughborough town 
centre is visually 
appealing  o  o  o  o  o  o  o  
The shops and 
restaurants in 
Loughborough town 
centre are easy to 
locate  
o  o  o  o  o  o  o  
The buildings in 
Loughborough town 
centre are well 
maintained  
o  o  o  o  o  o  o  
Loughborough town 
centre looks clean 
and tidy  o  o  o  o  o  o  
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Q3.4 We would like to know your perception of range of shops in Loughborough town centre. Please respond 
to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
I can find different 
types of products in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I can find 
interesting products 
in Loughborough 
town centre  
o  o  o  o  o  o  o  
I can find up-to-date 
product styles in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
The range of 
products in 
Loughborough town 
centre is adequate  
o  o  o  o  o  o  o  
 
 
 
 
 
Q3.5 We would like to know your perception of information and signage availability in Loughborough town 
centre. Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
The signs in 
Loughborough town 
centre provide 
information about 
the events 
happening in the 
town  
o  o  o  o  o  o  o  
The signs in 
Loughborough town 
centre are useful in 
finding the location 
of the places I need  
o  o  o  o  o  o  o  
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Q3.6 We would like to know your perception of the shopping accessibility within Loughborough town centre. 
Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
I can easily shop 
around 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I can quickly shop 
around 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I can shop around 
Loughborough town 
centre without any 
problems  
o  o  o  o  o  o  o  
 
 
 
 
Q3.7 We would like to know your perception of the parking facilities within Loughborough town centre. 
Please respond to the following statements:  
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
The location of 
parking spots in 
Loughborough town 
centre is convenient  
o  o  o  o  o  o  o  
 
 
 
 
Q3.8 We would like to know your perception of the positive social aspects of Loughborough town centre. 
Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
I enjoy contact with 
other shoppers in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
The shoppers in 
Loughborough town 
centre are friendly  o  o  o  o  o  o  o  
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Q3.9 We would like to know your perception of the negative social aspects of Loughborough town centre. 
Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
I feel pestered for 
money when 
shopping in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
Negative behaviour 
of others within 
Loughborough town 
centre puts me off  
o  o  o  o  o  o  o  
 
 
 
 
Q4.1 We would like to know your perception of the special events taking place in Loughborough town centre. 
Please respond to the following statement: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
There is a good 
variety of special 
events in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
 
 
 
 
 
Q4.2 We would like to know your perception of the weekly market in Loughborough town centre. Please 
respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
Weekly market at 
Loughborough town 
centre offers a 
variety of products  
o  o  o  o  o  o  o  
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Q4.3 We would like to know your perception of the entertainment facilities in Loughborough town 
centre.  Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
Loughborough 
town centre offers 
a good variety of 
entertainment 
options  
o  o  o  o  o  o  o  
 
 
 
Q4.4 We would like to know your perception of the cafes and restaurants in Loughborough town centre. 
Please respond to the following statement: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
There is a good 
selection of cafes 
and restaurants in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
 
 
 
 
Reflecting on your most recent shopping visit to Loughborough town centre, we are going to ask you about 
your overall shopping experience during this shopping visit. Please answer the following questions. 
 
 
 
Q5.1 Reflecting on your most recent shopping visit, how would you rate your overall shopping experience 
in Loughborough town centre? Please respond to the following statement: 
 
I believe my shopping experience in Loughborough town centre during my 
most recent visit is: 
 
 1 2 3 4 5 6 7  
Good o  o  o  o  o  o  o  Bad 
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Reflecting on your shopping experience during your most recent visit, we would like to know your future 
shopping intentions in Loughborough town centre. Please respond to the following questions: 
 
Q5.2 What are your future intentions towards revisiting Loughborough town centre for shopping? Please 
respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
I am likely to shop 
again in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I am likely to revisit 
Loughborough town 
centre for shopping  o  o  o  o  o  o  o  
I am likely to shop 
frequently in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I am likely to repeat 
my shopping 
experience in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
 
 
 
Q5.3 What are your future intentions towards the duration of the shopping visits in Loughborough town 
centre? Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
I am likely to spend 
more time shopping 
in Loughborough 
town centre  
o  o  o  o  o  o  o  
I am likely to do only 
my shopping in 
Loughborough town 
centre and leave 
immediately  
o  o  o  o  o  o  o  
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Q5.4 What are your intentions towards spending money in Loughborough town centre in future shopping 
visits? Please respond to the following statements: 
 
Strongly 
agree 
Agree 
Somewhat 
agree 
Neither 
agree nor 
disagree 
Somewhat 
disagree 
Disagree 
Strongly 
disagree 
I am likely to buy 
more items in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I am likely to spend 
more money when 
shopping in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
I am likely to set out 
more money next 
time I shop in 
Loughborough town 
centre  
o  o  o  o  o  o  o  
 
 
 
 
 
 
 
 
 
 
Demographics   Thank you for completing this questionnaire, your input is highly valued. For the consistency 
of the data, please complete the following questions (information collected in this section will remain 
CONFIDENTIAL and will be generalised for reporting purposes).  
 
 
 
Q6.1 Gender 
o Male  
o Female  
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Q6.2 Age group 
o 18-30  
o 31-40  
o 41-50  
o 51-60  
o 61+  
 
Q6.3 Occupation 
o Employed full time  
o Employed part time  
o Student  
o Unemployed looking for work  
o Carer  
o Stay at home  
o Retired  
 
 
 
Q6.4 Do you reside in Loughborough? 
o Yes  
o No  
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Q6.5 How long have you been living in Loughborough?  
o Less than 2 years  
o Between 2 and 5 years  
o Between 5 and 10 years  
o Between 10 and 20 years  
o More than 20 years  
 
 
 
Q6.6 Do you have access to a car?  
o Yes  
o No  
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Appedix D – Phase III Inter-Item Correlation Matrix  
 
 
SHOPS1 SHOPS2 SHOPS3 SHOPS4 ATMOS1 ATMOS2 ATMOS3 LAYOUT1 LAYOUT2 LAYOUT3 LAYOUT4 PRODUCTS1 PRODUCTS2 PRODUCTS3 PRODUCTS4 IS1 IS2 ACCESS1 ACCESS2 ACCESS3 ACCESS_PA SOCIAL1 SOCIAL2 PS1 PS2 SP_EVENTS MARKET1 ENTERTAINMENT1CAFES1 REVISIT1 REVISIT2 REVISIT3 REVISIT4 SPEND1 SPEND2 SPEND3
SHOPS1 1.00
SHOPS2 .767
**
1.00
SHOPS3 .732
**
.700
**
1.00
SHOPS4 .550
**
.678
**
.634
**
1.00
ATMOS1 .201
**
.143
**
.143
**
.200
**
1.00
ATMOS2 .359
**
.289
**
.351
**
.277
**
.580
**
1.00
ATMOS3 .286
**
.216
**
.268
**
.227
**
.460
**
.660
**
1.00
LAYOUT1 .351
**
.289
**
.328
**
.213
**
.325
**
.512
**
.533
**
1.00
LAYOUT2 .309
**
.302
**
.307
**
.266
**
.316
**
.471
**
.380
**
.419
**
1.00
LAYOUT3 .419
**
.409
**
.421
**
.325
**
.277
**
.461
**
.428
**
.663
**
.530
**
1.00
LAYOUT4 .352
**
.314
**
.306
**
.269
**
.209
**
.451
**
.469
**
.617
**
.512
**
.665
**
1.00
PRODUCTS1 .640
**
.635
**
.598
**
.533
**
.244
**
.310
**
.261
**
.301
**
.360
**
.421
**
.300
**
1.00
PRODUCTS2 .549
**
.542
**
.551
**
.495
**
.185
**
.389
**
.314
**
.286
**
.370
**
.486
**
.387
**
.674
**
1.00
PRODUCTS3 .525
**
.558
**
.534
**
.527
**
.215
**
.377
**
.255
**
.313
**
.410
**
.484
**
.341
**
.673
**
.691
**
1.00
PRODUCTS4 .614
**
.576
**
.625
**
.537
**
.128
*
.291
**
.287
**
.334
**
.331
**
.465
**
.357
**
.646
**
.574
**
.624
**
1.00
IS1 .219
**
.223
**
.169
**
.214
**
.164
**
.231
**
.269
**
.252
**
.330
**
.362
**
.349
**
.180
**
.226
**
.274
**
.273
**
1.00
IS2 .207
**
.231
**
.177
**
.204
**
.194
**
.257
**
.270
**
.266
**
.352
**
.399
**
.351
**
.216
**
.233
**
.288
**
.286
**
.736
**
1.00
ACCESS1 .390
**
.388
**
.349
**
.370
**
.408
**
.547
**
.442
**
.449
**
.616
**
.490
**
.489
**
.492
**
.490
**
.496
**
.435
**
.319
**
.331
**
1.00
ACCESS2 .284
**
.292
**
.285
**
.250
**
.321
**
.510
**
.389
**
.362
**
.603
**
.382
**
.389
**
.393
**
.396
**
.403
**
.381
**
.260
**
.285
**
.807
**
1.00
ACCESS3 .242
**
.254
**
.269
**
.241
**
.318
**
.485
**
.410
**
.364
**
.560
**
.348
**
.394
**
.350
**
.400
**
.405
**
.394
**
.221
**
.269
**
.754
**
.749
**
1.00
ACCESS_PA .190
**
.207
**
.171
**
.226
**
.284
**
.286
**
.250
**
.275
**
.375
**
.264
**
.295
**
.257
**
.286
**
.286
**
.236
**
.200
**
.222
**
.416
**
.394
**
.393
**
1.00
SOCIAL1 .246
**
.223
**
.226
**
.219
**
.307
**
.442
**
.421
**
.384
**
.319
**
.410
**
.338
**
.253
**
.360
**
.346
**
.257
**
.347
**
.293
**
.333
**
.281
**
.284
**
.171
**
1.00
SOCIAL2 .307
**
.267
**
.315
**
.218
**
.300
**
.515
**
.474
**
.477
**
.344
**
.444
**
.398
**
.287
**
.376
**
.370
**
.303
**
.355
**
.323
**
.401
**
.318
**
.333
**
.224
**
.730
**
1.00
PS1 -.155
**
-0.06 -.114
*
-0.04 -0.05 -.200
**
-.284
**
-.122
*
-0.09 -0.04 -.109
*
-0.08 -0.09 -0.01 -0.06 -0.05 -0.02 -.144
**
-.172
**
-.173
**
-0.04 -0.08 -.177
**
1.00
PS2 -.152
**
-0.07 -.116
*
-0.03 -.144
**
-.329
**
-.412
**
-.257
**
-.185
**
-.179
**
-.250
**
-0.03 -.107
*
0.00 -0.08 -.124
*
-.100
*
-.192
**
-.220
**
-.204
**
-0.07 -.253
**
-.351
**
.637
**
1.00
SP_EVENTS .218
**
.190
**
.152
**
.241
**
.146
**
.109
*
.136
**
.244
**
.153
**
.277
**
.238
**
.173
**
.168
**
.213
**
.214
**
.264
**
.278
**
.172
**
0.02 .104
*
.160
**
.249
**
.201
**
0.02 0.02 1.00
MARKET1 .199
**
.192
**
.138
**
.138
**
.118
*
.207
**
.191
**
.179
**
.186
**
.228
**
.192
**
.190
**
.299
**
.248
**
.246
**
.161
**
.171
**
.261
**
.163
**
.224
**
.223
**
.251
**
.283
**
-0.05 -.146
**
.348
**
1.00
ENTERTAINMENT1 .247
**
.266
**
.211
**
.309
**
.125
*
.108
*
0.09 .204
**
.174
**
.264
**
.200
**
.240
**
.256
**
.289
**
.236
**
.221
**
.246
**
.176
**
0.07 .130
*
.201
**
.234
**
.211
**
0.01 -0.03 .661
**
.378
**
1.00
CAFES1 .249
**
.281
**
.142
**
.294
**
0.10 0.06 0.03 0.08 .145
**
.170
**
.134
**
.264
**
.268
**
.299
**
.203
**
.184
**
.200
**
.195
**
.116
*
.140
**
.203
**
.176
**
.156
**
0.07 0.02 .463
**
.353
**
.605
**
1.00
REVISIT1 .214
**
.296
**
.236
**
.282
**
.229
**
.395
**
.318
**
.237
**
.267
**
.267
**
.254
**
.261
**
.301
**
.293
**
.316
**
.204
**
.205
**
.429
**
.369
**
.375
**
.249
**
.210
**
.261
**
-.111
*
-.180
**
0.08 .261
**
.223
**
.195
**
1.00
REVISIT2 .146
**
.225
**
.186
**
.258
**
.241
**
.371
**
.311
**
.296
**
.303
**
.345
**
.318
**
.210
**
.217
**
.258
**
.258
**
.171
**
.212
**
.410
**
.325
**
.364
**
.216
**
.270
**
.296
**
-0.09 -.211
**
.223
**
.251
**
.300
**
.185
**
.769
**
1.00
REVISIT3 .221
**
.250
**
.258
**
.260
**
.202
**
.435
**
.334
**
.256
**
.339
**
.298
**
.304
**
.240
**
.348
**
.280
**
.310
**
.227
**
.250
**
.443
**
.408
**
.400
**
.289
**
.290
**
.284
**
-0.07 -.155
**
0.06 .239
**
.166
**
.194
**
.647
**
.573
**
1.00
REVISIT4 .249
**
.292
**
.265
**
.291
**
.240
**
.429
**
.384
**
.288
**
.312
**
.332
**
.317
**
.278
**
.344
**
.314
**
.330
**
.228
**
.239
**
.467
**
.387
**
.424
**
.290
**
.280
**
.321
**
-.174
**
-.181
**
.110
*
.301
**
.233
**
.208
**
.763
**
.723
**
.763
**
1.00
SPEND1 .285
**
.256
**
.321
**
.248
**
.173
**
.341
**
.225
**
.220
**
.293
**
.315
**
.283
**
.320
**
.346
**
.354
**
.310
**
.220
**
.211
**
.354
**
.306
**
.319
**
.191
**
.236
**
.229
**
-0.03 -0.06 0.03 .205
**
0.07 .107
*
.353
**
.343
**
.469
**
.361
**
1.00
SPEND2 .275
**
.265
**
.305
**
.243
**
.170
**
.317
**
.212
**
.198
**
.307
**
.323
**
.300
**
.326
**
.335
**
.387
**
.315
**
.279
**
.266
**
.324
**
.269
**
.275
**
.208
**
.279
**
.248
**
-0.04 -0.06 .137
**
.200
**
.160
**
.165
**
.325
**
.354
**
.438
**
.353
**
.835
**
1.00
SPEND3 .259
**
.230
**
.321
**
.212
**
.227
**
.343
**
.288
**
.270
**
.314
**
.398
**
.316
**
.277
**
.309
**
.349
**
.309
**
.274
**
.279
**
.271
**
.222
**
.214
**
.187
**
.325
**
.323
**
-0.07 -.100
*
.140
**
.147
**
.105
*
0.10 .211
**
.242
**
.299
**
.241
**
.668
**
.749
**
1.00
**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
Inter-item  Correlation Matrix
